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J PEARL and BEAD RE-STRINGING 











cA New Safety Feature 


EXCLUSIVE IN U.S.A 


The loop of the cord, where it passes through 

the clasp ring, is encased in a tiny spiral sheath 

of silver wire. The sheath absorbs the strain at 

this point, preventing wear on the cord. It elim- 

inates the usual intermediate ring, bringing the 

pearls closer to the clasp. The wire is so small as 
to be almost invisible. 





All pearls and beads strung in our 
shops are equipped with this new 
SAFETY LOOP at no extra charge! 


For careful matching and flawless workmanship, plus 
this extra safety feature, send your re-stringing work to 


A. SAUER & COMPANY 


Manufacturing Jewelers + Special Order Work 
KON-ITE BLDG., CINCINNATI 2, OHIO 
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The Cover 


There are many items on the jeweler's 
shelves that fit in the average Valen- 
tine gift budget. These need only 
the spark of imaginative display to 
turn potential gift purchasers to the 
jewelry store instead of those shops 
where, in the past, tradition may have 
directed their footsteps. 

Suggested items shown in this dis- 
play were furnished by Nathan Holtz- 
man Corp., wholesale jewelers, of 580 
Fifth Avenue, New York. Display ma- 
terial from Staples-Smith, New York. 
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Marce creates a new series of 
diamond bracelet watches in the 
moad of simple elegance that is 
so much a part of the fashion 
trend today ... Produced in the 
WBO plant where supremely 
crafted jewelry is designed and exe- 


cuted under a unified supervision. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


NEW YORK 23, N. Y. 
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\X/14K. GOLD FILLED 







Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the qual- 
ity of the case. It is also your assurance that the 
fine movement has the protection of precision case 
craftsmanship... plus the distinctive beauty for 
which Wadsworth is renowned. 
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WATCH CASES 


designed to custom-fit fine watch movements 


In the same fine tradition .. . beautiful, nationally advertised WADSWORTH POWDER CASES 
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THE LEADING RING FINDING MANUFA 


send esipnersol 2ntec! Hag! ndings 


We are con- 
stantly adding 

new styles to 

our extensive 

line. A few of 

the newest additions are illustrated 
here. Engagement ring mountings, 
wedding rings, matched sets... there's 
always a style to fill your need. 
Available as finished ring mount- 
ings or as findings, in Yellow or 
White Gold, Palladium, 10% 

lrid, Plat. and two-tone effects. 
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It dates back to even before the “‘gay nineties.” 





For more than three quarters of a century people 
© have bought, known and respected Simmons Watch Chains for their 
5 s unsurpassed Gold Filled quality. 
Customers still buy them today...in abundance. But what is more important, 
the reputation of Simmons Chains has cast a brilliant spotlight 
on all other Simmons Jewelry... both for men and women. 


Feature Simmons Chains. They sell... fast. And they build sales and 


- acceptance for all the other Simmons Quality items. 
Ret S Cerond_conrany ATTLEBORO, MASSACHUSETTS 
Manufacturers of Simmons Quality Gold Filled Watch Chains, Jewelry and Fine Leather Watch Straps 


SOLD ONLY THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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113 ASTOR ST., NEWARK 5, N. J. 
NEW YORK SAN FRANCISCO CHICAGO 
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This 

Means 

More Prestige — 
More Profits 
for the 

Jeweler with 
the Keepsake 


Franchise 






eRe Wine 


“The natural beauty of Keepsake diamonds, 
whether large or small, has been luxuriously en- 
hanced by placing them in settings that are lovely 


in design—eloquent in fashion appeal.” 


Emil Alvin Hartman 


DIRECTOR FASHION ACADEMY 
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For oes Design and Brilliant Fashion Styling 


. 


DIAMO Dp S R a N Gs To Keepsake Diamond Rings goes fashion’s most coveted 

— “ award! The Fashion Academy’s Gold Medal for Exquisite 

Design and Brilliant Fashion Styling. The Fashion Academy, 

which annually names America’s ten best-dressed women, awards the Gold Medal to 
Keepsake as fashion’s highest praise. 


Keepsake, the ring of GUARANTEED HIGH QUALITY, 
and always the most saleable name in the field, now offers you added prestige, added 


saleability as FASHION’S DIAMOND RING OF THE YEAR. 





Here’s How You as a Keepsake Jeweler 
Will Profit from Keepsake’s National Acclaim! 


]. For Spring 1950, the biggest national advertising campaign in 
the diamond ring field will feature Keepsake’s Fashion Academy Award. 


2. A dramatic dealer-localized merchandising program—new win- 
dow displays, counter cards, newspaper mats—will make you, as a Keepsake Jeweler, 
headquarters for America’s most fashion-wise diamond ring. 


Keepsake—Fashion’s Diamond Ring of the Year—offers you 
the greatest opportunity in diamond selling history to attract more customers. . . sell 
more diamonds . . . and make more money from your diamond department. Will you 
be in on the biggest sales promotion program ever to hit the diamond ring field? 


- 
,* 


ww gy 


Write today for full details concerning the valu- 
able Keepsake Franchise. If a franchise is available 
in your area, we will arrange to have a representa- 
tive give you full information. No obligation, of 
course. 





A. H. POND CO., INC. SYRACUSE 2, N.Y. 
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Steadier profits . 


stock LeS LAGE CLASSICS 
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All items 1/20 12Kt. G.F. 





New York Chicago Los Angeles 
9 Maiden Lane 29 E. Madison St. 315 West 5th St. NORTH ATTLEBORO 
A. H. Betz A. B. Pinero Jack Klein MASSACHUSETTS 
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The rings featured are designed to 


please that particular customer who 












desires a ring of marked distinction 


and personal individuality. 
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IN YOUR SALES 
PROGRAM WITH THE 


BRISTOL LINE 


SOLD THROUGH WHOLESALERS 





$ 


BRISTOL seamLtess RING COMPANY 


SCO 
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is typified by the new Spring Line 


of Morris Kaplan & Sons. 


Completely made and assembled in 


every phase of manufacture under one 


roof and one supervision, “Kaplan” 


mountings offer the utmost in Quality 
and Value, backed by 57 years of 
uninterrupted production of fine 


ry. 




























































































from GEMEX, Makers of fine Watch Bands 
af" ae 30 years | 






makes fora 
better-looking band 







and for your customers, 


The GEMEX Snake’ ‘Phain: Sicee Box 
LIES FLAT On: THE WRIST! 


Smooth and flat against the akin; sith no part of the 
Lever Box to cut into the wrist. Now your customers 
can have maximum pleasuré ‘and. wrist comfort. 


And every GEMEX Snake: ‘Chain Watch Band is 
CORROSION-RESISTANT THROUGH AND THROUGH! 
















for easy, on-the-spot 
adjustments 











has new ‘flat fit’— 


for true wearer comfort - hie ) " 
To insure eorrosion-resistaneh: <iey are made of w 2 
gold-filled stock in a Pure-Nickel base... © SSE —— 
Corrosion-Resistant through and “through, to _— s | 
measure up to the high standard of Gemex quality. aaa al 


bes 
































Two new Gemex snake chain watch 

bands with new Lever Box; corro- _ 

sion-resistant pure-nickel base.They _ 

retail at $6.25 and $7.75 including 
y e | = federal tax. Order from your whole- 


Se 










: . : ig : a 

- ’ rari 8 4 ag 

; = : ce ‘ kes é eee 

FINE WATC ee 

old only through Authorized Wholesale Distributors oo Gemex Con Union: N. &. . a 


FOR FEBRUARY, 1950 





a telawata 4 








The year’s sensational styles! 


HADLEY 


AND HADLEY ALONE offers you such a superb group for 





1950 style-leadership in expansion bracelets . . . 
rugged, bold for the men... wispily dainty for the ladies 


«.. they're destined to be ‘Foremost for the Fifties”. 








The Century’s sensational features! — 


H A D L E Y AND HADLEY ALONE offers you wonderful ‘Floating Rivet = 


Construction”, Money-Back Guarantee, plus other special - * , 
SX features. ~ Ee 


NEW “FLOATING RIVET CONSTRUCTION” gives the longest, 


wren smoothest, most trouble-free stretch since expansion brace- 
USLILLLS. | 
ie ME EE a FF 2 


lets were invented! 


NEW SPRING BAGUETTE END PIECE springs apart to fit any 
— 5 Ceterast size watch case. Instant, time-saving counter attachment — : 


saceraag | without tools! 


NEW PINCH-ON END fits all watch cases — wide or narrow, 


Plus free merchandiser 


Resembles an expensive, tooled-leather book, opening 
flat to display the complete line. As requested by the 
trade, each watch attachment is mounted on a space- 
saving, beautiful maroon velvet pad, instead of a bulky — 
box. THE MERCHANDISER FREE WITH PURCHASE OF 
20 BRACELETS. : 


AND HADLEY ALONE makes this guarantee to back up the 
claim that “Floating Rivet Construction” is the greatest 


advance since the introduction of the expansion bracelet. 
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Diemonds . 


purposely 


enlarged. 
to shew > 
exquisite 


Pictured above is Lovebright’s 
Exquisite 11-DIAMOND DUO 


ore r local ABCr radio station every ! pio di - sts 


i f-s'aae Mel d ame) balers 


for further details. 
580 FIFTH AVE. NEW YORK 19 


Importers Diamonds... Over 35 years of Mii to Pig Trade 
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“NIFE-SLIDE™ 


it’s different... it’s practical ... it’s a money maker! 





A beautifully designed tie-slide — with a keen hardened 
steel blade that positively cannot open on tie — and locks 
safely and securely when extended for use. 


We recommend that you order as follows: 6 “Nife- 
Slides” mounted on a handsome burgundy and gold easeled 
window and counter display (as shown) — together with 
12 additional “‘Nife-Slides” in the distinctive Anson gift- 
boxes. Retail price — $2.50 each (plus tax). 


Here's really a gift, he'd choose for himself! 
Immediate delivery from your Anson wholesaler. 


Anson is advertising in 


ALWAYS LOOK for trade name Shum 


on our jewelry and boxes. 





© Anson Inc. Providence, R. |. Anson Canada Ltd. 
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THE NEWEST “GRIP-CLIP” 
BY . 









Tiny midget tools, perfectly executed in life-like detail, 
though diminutive in size. Sold from attractive gold & 
burgundy counter displays. We suggest the purchase of 2 
displays — one for your window, the other for your counter 
with an assortment of Midg-ettes gift hoxed. Immediate 
delivery. Ask your wholesaler. 


DISPLAY (above) UNIT #1149 
COMPLETE $6.00 (retailers cost) 


Saw & Hatchet B3555_~—s Pick & Shovel B3550 
Wrench & Pliers B3552 Compass & Square B3554 
Knife & Fork B3553. Hammer & Chisel B3281 


i ee All items shown at retail $2.00 each. All Grip-clips shown 
‘fs a. fo also come in 1/20 12 Kt. Gold-Filled fronts. $3.50 and $4.00. 


%* THE FAMOUS — EXCLUSIVE ANSON & 
GRIP-CLIP. It opens. Cannot injure the Anson is advertised in 


sheen of the finest ties. A truly masculine 
anita) (Zh enem 


gift ““He’d choose for himself.” 
FOR FEBRUARY, 1950 19 








© Anson Incorporated, Providence, R. I. 
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Far Above the Rest 
Down to Earth Prices 


One ECaral Co Biflr y Carats, those 
who knoe diamonds, choose 
from one of lhe worlds largest 
collections .... the House i 
Diamonds ” fabulous auay of ‘ 
diamonds and diamond 


ador ned fowelry. 
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“! hear that Forstner has perfected 
a process for manufacturing watch bands 
that assures even longer wear 


and greater satisfaction.” 


“You mean the new 


CLIMATEST watch bracelets?” 


Yes, it’s another FIRST by Forstner. 


See a preview of the CLIMATEST LINE 
in leading OL3LHE?, 


Jewelry Trade Publications next month. JEWELRY’S NAME FOR QUALITY 


FORSTNER CHAIN CORPORATION, IRVINGTON Il, NEW JERSEY 























SPECIAL BULLETIN from the 


So many of you have 


asked us for more infor- 
malehiteli Melle) hae dilcmeOhaalalel 


Swiss Decal that we’re 


giving you the full story 


on these pages. 


22 


WHAT IS IT? 


A 4” x 4”, three-color decalcomania to be 
placed on your store window or door. 


WHAT’S ITS PURPOSE? 


To identify your store to customers as an 
Official Swiss watch sales and repair station. 
When customers see this decal, they know 
that: 1) Your store carries quality watches 
with Swiss jeweled-lever movements, 2) that 
your store will provide prompt and econom1- 
cal repair service for Swiss watches with 
jeweled-lever movements, and 3) they auto- 
matically associate your store with the big, 
colorful Watchmakers of Switzerland adver- 
tising campaign. Thus, the decal becomes a 
companion piece to the now-famous slogan... 
For the gifts you'll give with pride —let your 
jeweler be your guide. 


The WATCHMAKERS OF 
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THE OFFICIAL SWISS DECAL 


This decal will be featured in every ad by 
The Watchmakers of Switzerland. It’s an- 
other step to help you combat the sale of 
poor quality watches, and to meet the com- 
petition of outlets that do not offer full serv- 
ice in sales and repair. So, it’s to your advan- 
tage to display and promote it—and, above 
all, to call it to your customers’ attention. 


WHO CAN HAVE THIS DECAL? 


Those jewelry stores and departments, watch- 
makers and watch repair experts who are co- 
operating with the Swiss Watch Advertising 
and Repair Programs are eligible to apply 
for the decal. But, you must act now! Have 
the store owner or manager send in the cou- 
pon on the next page. Be among the first to 
display the Official Swiss Decal. 
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WATCHMARERS of SWITZERLAND 


1950 campaign continues to promote quality watches 








Here’s your March ad—scheduled 
to make,.49,549,640 reader-im- 
pressions in Look, Saturday Eve- 
ning Post, Time, and Country 


eT hale Le 








For a token of love on a birthday, an anniversary,on day's new fashions wi watches owe their beauty, versatility 
© Easter Sunday and every day in the year, there is no vl value Co Swiss ae oe shi - im se clop ee led-lev. 

OTE € we cerca “inser watch—no other gilt in which ement. 1s the mei co — he sure your 
style and sentiment and service are so superbly blended. Tue neu wach Has « worn Swiss oled-le movement 


She’ll fall in love 
at first sight... 






Full-page, full-color ads like this one will be 
appearing every month in leading magazines. 
very ad will be a salesman for you, selling 
harder than ever on such quality features as the 
Swiss jeweled-lever movement, the many types 
and styles of quality Swiss watches, and the tra- 
ditional excellence of Swiss craftsmanship. 











It’s to your benefit to plan your Swiss watch : 2 OO ie ~ 
sales and merchandising around this campaign. | ‘} ey ~— ef = - a stone 
Use the ads and the merchandising displays to : 
their fullest extent. And, above all, be sure that 
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you place an early request for the Official Swiss 3, Baraat warani For the gifts you'll give with pride—let your jeweler be your guide 
ff els at ends of fork i red ch Y 
Decal sion asthe act i lever night) can never do. Don't be The WATCHMAKERS OF } SWITZERLAND 
- 4. abe us & hi at yuu pay Jor = a e o° Federation «6 Baked Manaim ene 
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TO OBTAIN THE OFFICIAL SWISS DECAL, READ THE COUPON THOROUGHLY, GIVE ALL INFORMATION 
AND HAVE COUPON SIGNED BY STORE OWNER OR MANAGER ONLY. 


























| 
| To: The Watchmakers of Switzerland, 
| c/o The Swiss Watch Repair Parts Information Bureau, 
| 730 5th Avenue, New York 19, N. Y. | 
| request an Official Swiss Decal. I agree to display it prominently on my store window or door. My store is cooperat- | 
| ing with the Official Swiss Watch advertising and repair programs by using the follov ing: 
| 
| Check those parts of the Programs which are used by your store(s). 
| 
| MERCHANDISE DISPLAYS [ ] | 
| OFFICIAL CATALOGUE, PARTI [_} OFFICIAL DICTIONARY [, | 
| 
| OFFICIAL CATALOGUE, PART I [7] PACKAGED PARTS 0 | 
| STORE NAME sicaataees NAME OF OWNER | 
| ADDRESS ene an NAME OF MANAGER 
, | 
| ont. ZONE___STATE SIGNATURE OF OWNER OR MANAGER ) 
| In the case of chains or multiple stores, each store manager should request his own decal. | 
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GENUINE SWISS MATERIALS 
MAKE YOUR REPAIR WORK EASIER! 


— Insist on getting genuine Swiss parts from your supplier 





Staffs and stems for the most popular 
Ebauches movements are now in this 
Official Package. So, when you order 
packaged staffs or stems you’re sure 
of getting genuine parts. 


However, staffs and stems for the most widely used Ebauches movements are 
the only parts now packaged. Therefore you must insist that your supplier 
provide genuine parts when ordering other material. 


All suppliers have liberal stocks of genuine Swiss material, and they will 
send you genuine parts at your request. Remember, it costs no more to get 
the best — genuine imported Swiss parts. 


Here’s how the use of genuine parts helps you: 


e They’re factory-perfect parts, so there’s no danger of a poor fit or of having to make 
troublesome adjustments. 


e They’re easily ordered, in accordance with the system in the Official Catalogue 
of Swiss Watch Repair Parts. 


. They make the repair job a better one, build the reputation of your repair depart- 
ment. 


So, don’t take a chance on inferior, so-called ‘bargain”’ parts. Insist on the 
genuine imported Swiss material. 
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The Official Repair Parts Program 
ls Your Program-Make the Most of It! 


1. The Official Swiss Watch Repair Parts Information Bureau, at 730 Fifth Ave., 
New York 19, N. Y. is in full operation. Although the bureau does not supply 
parts, it 1s a source of repair information and data about the repair program. 
Trained technicians are ready to supply you with any information you need. 


2. The Official Catalogue of Swiss Watch Repair Parts (Parts I and IT) is in use. 
More than 45,000 requests for Part I have been processed and, recently, Part 
II has been mailed out to all holders of Part I. ‘This complete distribution 
insures wide usage and acceptance of the new identification and ordering 
system set into operation by the Catalogue. 


3. The Official Dictionary of Watch Parts has sold out its first edition. It’s used 
principally by highly skilled watchmakers and large watch repair depart- 
ments—who need the complete coverage of parts given by the dictionary. 


4, Official Packaged Parts. Jewelers and watchmakers are now receiving, through 
their regular distribution channels, packaged staffs and stems for the most 
widely used Ebauches movements. Refills, packaged in threes, are also avail- 
able from regular jobbers. 


3. The Official Cabinet for Swiss Watch Repair Parts is being manufactured in 
the U.S. A. from a Swiss design. It has been well received by the trade as a 
companion piece to the packaged parts. ‘This is the only cabinet especially 
designed to hold these new, packaged parts. 


6. Official Speaker’s kits. ‘Two of these kits, complete with informative slides, 
are now available to jewelry and horological trade groups. ‘The first kit covers 
the Swiss program; and the second, entitled ‘““The Automatic Watch — 
Watch of the Future,” covers the automatic movement. 


AND the Official Swiss Decal, described on other pages in this 
ad, is just as much a part of the Repair Program as it is of the 
sales program. This decal is another assurance to your cus- 
tomers that you can give them complete repair service for any 


quality watch with a jeweled-lever Swiss movement. 
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sunburst 


crystals 


10/4; WA; 6/O€: 
6/OH;: 6/OW;: 4/OE: 
10AX; 10BC. Available 
with all white stones 
or white with colored 
stones at quarter 
hours. Flat, sunburst 


“tS 
1068/89 
10'/p 10BC, 410 Gruen 
New, jewel corrugated 
bezel. Flat, dome, 3 
way, sunburst crystals. 
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1114; 6/OW; 6/OE; 
307ETA; BEN. BB: 
11'/) thin curved dial, 
3 way, sunburst, dome 
crystals. 
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1149/88 
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ner. @ 10BC: Flat 
sunburst crystals. 
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sunburst 
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... this Walter Lampl Charm Display sells 
MORE charms to MORE of your customers. 


Designed to show thirty-six charms, this 
handsome, sturdy display unit given FREE 


... On request ... with every order for Gold 


or Sterling Silver charms of $100.00 KEY- 
STONE or over. 





Background of display 
unit... Black velvet 


criss-crossed in aqua. 


All charms illustrated are Sterling Sil- 
ver and retail from $1.00 to $4.00. 


Most of them are movable, many 
feature famous views. 


: 608 FIFTH AVENUE 
‘‘ereators of the unusual — as usual”’ 


NEW YORK 20 













Wee Are Now Located 


AT OUR NEW OFFICES AND PLANT, WHIcK 
ARE ENLARGED, AND MORE CENTRALLY 
LOCATED QUARTERS AT 


25 WEST 47th ST. 
NEW YORK 19, N. Y. 


FORMERLY AT 26 JOHN STREET, NEW YORK 












FOR BEST RETURNS 
SEND US YOUR SWEEPS, FILINGS, OR SCRAP 
CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 





tt 


HONESTY (62) ACCURACY 


RGA 













FOR MANUFACTURERS: 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 






REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON inc 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
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DIAMOND RING SETS 


Rings enlarged 27 Diamond 

to show detail Combination Set 
Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc’ feature. 





Simple to couple, matching Miracle. | — 
Interloc’ Diamond Rings can be joined — 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
»e-no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme 


The Diamond Engagement and Wedding 
rings so ingeniously designed that they 
can be bought separately or together... 
and worn separately or together. 


NONE GENUINE UNLESS STAMPED “MIRACLE” 


Miracle Sets priced from $20.00 up 


Styled to Sell - - Priced to Sell! 


WARNING: 

Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 
of the law. 


fry of the Miracle rings. 


The Miracle-Interloc’ clasp keeps the 
matched bridal ensemble perpetually 
aligned... prevents awkward ring 
twisting and shifting, saving rings 
from costly wear! 


For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Interloc’. Besides, the diamond looks at least 
25% larger in the registered Miracle’ Diamond 
Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 
you, write us. 


*Patented and Reg. U. S. Pat. Off. & Patents Pending 


MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 


SHIMAN BROS. & CO., Inc.) 


No connection with any other firm 


———————— 


234 WEST 39th STREET NEW YORK 18, N. Y. 
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VETERAN'S SE 


DON’T MISS THIS CHANCE TO CASH-IN. 


Over Five Billion Dollars will be distribu- 
ted to VETERANS during the early months 
of this year. They'll be looking for watches. 
Use this promotion to get your share of this 
BIG BUSINESS opportunity. 
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\\\ HITCHCOCK 
$39.50 





Sos 








PROMOTION 












(AMPA G N O b ae ke ft D 4 ELEANOR — DODECI 
$62.50 ry $49.50 
-MAILING CARDS! . se 
NEWSPAPER MATS! Only a few of the special Veteran's models 
WINDOW DISPLAY CARDS! are shown here... WRITE, WIRE or PHONE... 
RADIO SCRIPTS! for complete details. 
~— < 


AS ADVERTISED IN. 






i REE — In your promotion of this series .. . eas cee LIFE-postr-Colliers-Look <3} 


OTHERS FROM $24.75 TO $2500.00 ey 
OQUTLALLLLGLAS 
Product of Olendortt Watch Go INC, 20 W 47th STREET, 


| a a 2 ee i ae wm 8a eae ae 


don't trust 
your naked eye 


Let Your Own LOUPE 
prove the PERFECTION of 


Loupe-tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
© Sse ase' o, through your own Loupe. You will then share the enthusiasm 
ee of other thousands of jewelers who are now successfully 
“Onod no” 


~ 


and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 
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630 FIFTH AVENUE, NEW YORK 20, N. Y. 
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SNUG, CUSTOM FIT! 
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3039 — 1/20-12 Kt. G.F., ¥.P.W. Retail $6.50 
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3044 — 1/20-12 Kt. G.F., ¥.P.W. Retail $6.50 
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3047 — Safety-Center Clasp & Chain, 1/20-12 
3046 — Same as above, without safety 














ese No need fo carry a big assortment of = = 
= watch bands with different end at- £2 | gS rete 


=== _~—‘ tachments. Just carry an assortment 
of J-B styles... the End-O-Matic End 


Z == fits all ladies’ watches! 
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3039 — 1/20-12 Kt. G.F., ¥.P.W. Retail $6.50 
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3044 — 1/20-12 Kt. G.F., ¥.P.W. Retail $6.50 
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3047 — Safety-Center Clasp & Chain, 1/20-12: Kt. G.F., Y.P.W. Retail $6.35 


3046 — Same as above, without safety chain. Retail $6.50 
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3049 — 1/20-12 Kt. G.F., Y¥.P.W. Retail $5.95 





3316 — Sitk Cord, 1/20-12 Kt. G.F., Y.P.W. Retail $3.95 






VAY Se 
GRR apn svevvessvsvonnrocey Biter 





Royale Petite Expansion, 1/15-12 Kt. G.F., Y.P.W. Retail $7.75 








“ ~ 


’etite Expansion, 1/15-12 Kt. G.F., Y.P.W. Retail $6.95 


All Prices Include Federal Tax 


‘xpansions have stainless steel backs 
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the only watch bands with 


End-0-Matic End 


U.S. PAT. PEND. 
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*6055 — La Petite Expansion, 1/15-12 Kt. G.F., Y.P.W. Retail $6.95 











3045 — 1/20-12 Kt. G.F., Y.P.W. Retail $6.25 
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*6056 — La Petite Expansion, 1/15-12 Kt. G.F., Y.P.W. Retail $6.95 
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*6065 — La Royale Petite Exp., 1/15-12 Kt. G.F., Y.P.W. Retail $7.75 


GET THIS BIG J-B ‘34’ DEAL! 


All with the new End-O-Matic End 


Choose either of these fast-selling assortments: 











THE PERFECT WATCH BAND 


wit, 2 nctmnree bik Se anbes pek ome 
Cary werk oe TRA ye wMth 







a” 





ASSORTMENT "34”A — 12 Mixed Expansions and Snake Chains. 
Two each of Nos. 6065, 6055, 6056. 
One each of Nos. 6044, 6039, 3039, 3044, 3045, 6045. 


ASSORTMENT “34”B — 12 Full Expansion Bands. 
Four each of Nos. 6055, 6056, 6065. 











RETAIL SELLING PRICE ror cach Assortment $85.00 
YOUR COST ror citHer ASSORTMENT. ..... 34.00 


| eee 


(After deducting $13.10 Fed. Tax) 



























All J-B Watch Bands Are Now Fair Traded 





WIRE — PHONE; OR MAIL 
THIS ORDER FORM TO YOUR WHOLESALER! 






Please send me J-B ‘‘34’’ Deals as follows: 
Assortment ““34”A 


QUANTITY 


and include display tray case with each assortment. 


Bill me in the usual manner. 
BEAUTIFUL COMBINATION 
WATCH BAND TRAY & DISPLAY FIRM NAR 


WITH EACH ASSORTMENT STREET 


Rich velvet lining; covered with CITY. 
long-lasting fabrikoid; easel back. 


Assortment ‘‘34’’B 
QUANTITY 


i i ee i ee ee se 


POSTAL ZONE__ STATE 


YOUR NAME 
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to any size watch lug 


Proved in a dramatic 
“Stop-Watch Test” 


Statt ...Miss Palmer picks up a J-B Watch Band conducted by the 
End-O-Matic End; studies it for a moment and finds UNITED STATES TESTING CO. 


that the prongs spread apart easily. “2222 


Report No. E672 — Dec. 7, 1949 =e 
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einen Rene ARR 2 PAA 
. ee er an . 

nae anne 


] Second . Holding watch in her right hand, Miss 3.9 Seconds ...End-O-Matic End snaps into watch 
Palmer holds End-O-Matic prongs open with thumb and lug quick-as-a wink. Fits snug and secure and can't 
orefinger of her left hand. No tools needed. come loose. 
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Even though | never be- 

ore handled a watch 

band, | attached the J-B \ | oe Py oe a 22222 SS 
End-O-Matic Watch Band Coat a - 222; ties SS = 
in less than 8 seconds. va \ | 222222 SS 


& Seconds ...Miss Palmer has followed the same es = 
JACOBY-BENDER, INC. procedure in attaching the other end of the bracelet ES 2 == S> SEA TRADE! 
161 AVENUE OF THE AMERICAS, NEW YORK 13, N to the other watch lug. THE WHOLE JOB IS DONE... 3 ee 


IN JUST 8 SECONDS! 
*U.S. PAT. PEND. 
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THE NEW LUXURY LOOK IN MEN’S WATCH BANDS 


Once more J-B captures the trend in masculine fashion 
with smart, new bold designs in men's watch bands. 





Made in the superb J-B manner, each Trafalgar Square 
Watch Band is a masterpiece of craftsmanship and detail. 


NEW DOUBLE SAFETY CATCH 


Exclusive -J-B Double Safety 
Catch...featured for the first 
time in Trafalgar Square Watch 
Bands, has an outer and inner 
lock for double security... yet 
opens in a jiffy. 


Trafalgar Square bands are 1/20-12 Kt. G.F., in yellow, 
pink and white, except 1087, which is yellow only. 
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large or small, 
1949 merchandise or earlier 





You save all the problems — 
that go with distribution. _ 
We buy the whole stock, 
buy it quickly and 


gor CASH __ 
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_. WRITE, WIRE OR PHONE GORDON BROTHERS TODAY! 
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RETAILERS SAY 


NATIONALLY 


ADVERTISED Wy YY WH 
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MAKE’ SALES WHEN ~~ f 

OTHER FACTORS FAIL... 
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» Matching bridal combinations stay together always! 

. Rings may be purchased and worn separately! 

- Lock is unnoticeable at all times! 

» Lock parts made of high-tensile strength gold! 

» No foreign metals used anywhere! 

» No springs, no forced action! 

- No disfiguration of either ring! 

. Precision engineered construction eliminates sizing problems! 
No bulky attachments to remove, attach or misplace! 
. Prices are extremely competitive always! 


Lock comes out of 


i 
2 
3 
4 
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0 


wedding ring. 


Complete Warranty and Instruction Booklets, 
promotional helps, displays, mats available. 


SOLD ONLY THROUGH AUTHORIZED DISTRIBUTORS 


FEATURE RING COMPANY, Inc. ier orits,n 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Flexible as a ribbon 


Here's a band to bring forth Ohs! and Ahs! from every man. 
Brilliantly styled with magnificent fluted links, so wide 
that it seems to be an actual part of the watch to which 

it is attached, and so extremely flexible that it hugs the wrist 


| like a golden ribbon. 


“The Executive’ is truly one of the world’s | : S | 
most distinguished watch bands . . . a band with ‘‘class’’ appeal, 7 — = a FLEXLET 


yet priced for your ‘“‘mass’’ market! + . : | 
“aor ee ace a . - . fu e 


In yellow or white 1/20 I2K. G.F., $14.95 T.1. 


FLEX-LET CORPORATION | PHOTO ACTUAL SIZE 


BAND IS 7%" WIDE 


Famous for Quality Since 1919 


Factory: E. Providence, R. |. * Executive Sales Offices: 20 W. 47th St., N. Y. 
Canada: Arennes Inc., Montreal ° Flex-Let de Mexico, Mexico City 














Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking —sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in 14 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 
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A NEW CONCEPT of BEAUTY and VALUE 





Here is dramatic, positive proof 
that careful planning in design 


and production can produce 





jewelry of superlative quality 





OUR NEW LINE 


and beauty at thoroughly com- 








petitive prices. 




















Our new line is outstanding 
from every viewpoint. Every 
piece is destgned and made 
like precious jewelry. Distinc- 
tive, luxurious packaging is an 
added sales-inducing factor. 
Finally, we offer a wide range of 
prices to allow intelligent 


merchandising. 







All pieces are of 1/20-12K gold filled. 


Available in either gold or rhodium finish. 


Mo Sold exclusively through your wholesaler. 
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72 CLIFFORD STREET PROVIDENCE 3, R. I. 











Representatives: George D. Schindler Maurice S. Taube, Inc. 
347 Fifth Avenue 37 South Wabash Avenue 
New York, N. Y. Chicago, Illinois 
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IN WATCHBAND SELLING 
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tory 75%. Save 


and 
Foster ends elimin 
bench time. Cut inven 


Most” sales. 
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STYLE 


65 spectacular numbers, beautifully 
packaged, include full & semi-expan- 
sions, mesh, ratchets, idents, links & 


snakes. 











SATISFACTION 


Foster construction is mechanically per- 
fect, technically far advanced, the 
product of expert inventors and crafts- 
men. 














THE LINE 
1S COMPLETE 


PULL OPEN 
Os 


Yes: there is a FITS-ALL end for ladies’ bands. 
It’s simple. Just pull open the prongs, as above. 
Release. And it fits all watches. 


Check with your wholesaler. The Foster story is too 
big to tell here. There are 65 numbers. There's sen- 
sational packaging, counter and merchandising 
displays, leaflets, reprints, mats. See this line NOW 
and make money selling watch bands. There is no 
profit in free bench work. 





FOSTER METAL PRODUCTS, INC., Attleboro, Mass. 
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Profitable Promotions 


Travel-minded Americans are highly clock- 
conscious people. This amazing value in a 
sturdy American-made travel alarm clock is 
a “natural” for profitable promotion right now! 
... TRAVELTIME has quality features for long 


To Retail for $5.95 service. ... It has a precision one-day move- 
ment; full radium dial and hands; rich simu- 


$ lated leather case with gilt metal edge and 
YOUR ; ‘ 

bezel. Wide choice of colors: alligator grain, 

COST EACH blue, maroon, black, green. ... Another value 

in Everbrite’s parade of Promotion Hits with 


a price that puts it right up in front. ... Order 
Minimum Shipment 6 Clocks only on your firm letterhead or order form. 


A. COHEN @ SONS CORE. 


77 West 23rd Street New York 10, N.-4. 
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M erchandising ! 


FASHION is the power that moves merchandise! 
‘FASHION makes men buy clothes—makes women 
buy everything. NOW, Kreisler harnesses the 
power of fashion for your watchband business— 
brings you the sales power of Fashion Merchandise. 





Merchandise incetesitslh <ibbvbitial 


POST for you in full color in-our 


SATURDAY EVENING POST ads! 


REISLER’S FASHIO 


For Bigg 


Kreisler gives You FAS) 
mats that tell an¢ 


Kroisar' gives ‘Yoo PRES wi for your promotion importance of fashion 


plays that are stoppers, — Kreisler promotions! 


for your counters a 


a "rr emomamanaie 
(Expansion style) $8.95 retail F.T.I. 


“THE JEWELED TOUCH OF 
TOP FASHION IN LADIES’ 
WATCHBANDS. 


Circlette or expansion types — both 

are brilliantly, beautifully stone set in 

the fabulous jeweled and ornate mode 

that Paris ordains. Kreisler makes 

TIARA the most sensational fashion | 2 , 3 

news for 1950 — with Kreisler's A caw a 

FASHION MERCHANDISING! = Riviera $10.95 Monte Carlo $10.95 retatag 
retail F.T.1. ‘ 








Kreisler gives You FASHION in 30,000,000 reader 
impressions from magnificent color ads in the 


. Kreisler gives you FASHION displays that } | : 
your windows brighten your windows with new sparkle, | pp national role ks SATURDAY EVENING POST—timed for your Spring 


that spark your sales! sales peaks. 


Golden imboo 


sit poe cect, EXPANSION WATCHBAND FOR MEN 











1 20 14 Kt. GOLD-FILLED Top 


~ YOU A COMPLETE SELLING PACKAGE 
i DEALS OF MERCHANDISE! pe 











Printed in the U.S.A. 


> 
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KREISLER GIVES YOU. 

FM assures you FULLEST MARKUP—a: 
more, you make more! No extra selling 
selling profit for you! 
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ZIM ((Z& BULOVA HAND CABINET 


seem genuine repair work with — and money-saving convenience! 
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at all these advantages! 
L008. 


a You save $18.00 2 





OF HANDS $36.75 


ECIAL 
Coe uy 









FOR OE 
UNIT — 






Bbig 
Za You get a complete range of Genuine Bulova Hands for 
all popular Bulova models. 


Va All hands are of finest quality—all steel, hand-rubbed CAB 
and polished, lipped and socketed for perfect fit. 


74 A complete Interchangeability Chart and Guide is permanently attached to 
the cabinet. 


7a The hour and minute hands are packaged one pair to a factory-sealed package. 


Companion Kits for Stems, Staffs, Crowns and 
Mainsprings are also available. An order placed. now with your Ma- 
terial Jobber will insure early delivery. Place Your Order TODAY! 


BULOVA WATCH COMPANY, Inc. 


MATERIAL SALES DIVISION 62-10 WOODSIDE AVENUE, WOODSIDE, L. I., N. Y. 
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WOLFENDEN STEAK SETS 


A AND RELATED SILVERWARE PIECES 


Out of the blue Tinto a beauty-filled line of amazing Wolfenden 






designs of tomorrow. Wolfenden. originals . . . lovely pieces of rich perfection in 





nearest you today. 


ilustrated: Steak Set, 
6%" blade, available in 


set only. 


Other pieces include: two 
or three piece carving set, 
with fork or roast-holder; THEYRE NEW BY 
ham slicer; bread knife; 
cheese knife; pie knives, reg 
ylar and offset; cake knives; 
ice-cream knife; beech and 
olivewood salad sets; bar set 
pieces, set OF individual. 


STERLING 
THE “GIFT OF GIFTS” 


J. W. WOLFENDEN CORP.  SILVERSMITHS AND MANUFACTURING JEWELERS ATTLEBORO, MASSACHUSETTS 


Representatives: Robert L. Ryder, Vice Pres. and Sales Manager — Frederick B. Platt, New York, N. Y. Samuel Feldman & Son, Chicago, Ill. 
Herman B. Hirsch, Los Angeles, Cal. Dake-Rix Co., Phoenix, Ariz. Charles W. Webb, Jacksonville Beach, Fla. Larry Lawrence, Atlanta, Ge. 


Don Johnson, Boston, Mass. L. Marvin Simmons, New Orleans, La. 
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To introduce the I | ( | N 
beautiful new 17-JEWEL DeLuxe 
7 Cues 


! FOR 45 DAYS ONLY 
FEB. 15— APRIL 1 


10 $45.00 MODELS 
TO RETAIL FOR 


10 BRILLIANT NEW MODELS! 


Designed by Henslee for the “‘young and the 
young in heart”’ these beautiful new Elgin 
DeLuxe watches have aspecial appeal tothe style- 
conscious young men and women of America. 
You'll see in the advertising that they have al- 
ready received the enthusiastic approval of an 
eminently qualified Youth Panel. 

Every watch in the series has 17 jewels and the 
famous DuraPower Mainspring.* 

This brilliant new Elgin series introduced at a 
special price is sure to build extra sales and extra 
store traffic for you. And as an added help to 
you Elgin gives you a complete promotion plan. 


*Made of ‘‘Elgiloy’’ Metal. Patent Pend. 
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PRICES INCLUDE FEDERAL TAX 


TIMED TO HELP YOU BUILD 
SALES IN A SLACK SEASON 


These new Elgin watches and the advertising 
and merchandising to introduce them were 
planned to spur your sales to new peaks in a 
normally slack season. Here’s a store traffic and 
profit builder you'll want to get behind and push. 


FREE TIE-IN MATERIAL 


Elgin has prepared a series of hard-hitting news- 
paper ads in a variety of sizes, a colorful window 
streamer and special display cards for this big 
promotion. These sales-producers are yours for 
the asking. Get a head-start, order them now. 
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y 
are now offered —for 45 days only—at the 
money sav ing $39.75! 

These are regular $45.00 watches—and they 
are @ great —— Each ie an 
Elgin DeLuse with 17 jewels! Ev -h has the 
skilled Elgin craftemanship' And each has 
Elgin’s famous timed-to-the-stare accuracy! 


And, like all Elgin Watches, cach has the 


Choose one for yourself and others as gifts. 









































CLOIM DELUXE, 17 JEWELS! AND 
WITH THE DURAPOWER MAINSPRING: 


nti 
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$67 30 = $5 ainedaapeinnee Cadet $45 00 $67 30) Preom encinde Ped sam. 


ELGIN 


Here is the big 2-color double page spread ad that will announce Elgin’s 
new All-American-Youth Series in major magazines 


BIG MAGAZINE ADS 
TO BUILD SALES FOR YOU 


Backing this nation-wide promotion are powerful double- 


page spreads and full pages. Major weekly publications will 


carry the Elgin All-American-Youth Series story with an 


estimated 90 million readers. 


This will be a terrific selling 


force, for all of these ads will be concentrated during the 
special price period. And remember, timing is very important, 
so order watches now and select your tie-in material early. 
Begin your planning now for all-time-high February-March 
watch sales with this great new Elgin promotion. 








ELGIN, ILLINOIS 


Elgin National Watch Company 




























UNIVERSAL 


GENEVE 








... offers wider variety 
of Limited Editions | 
in original styles 





at reasonable prices 


Every woman likes to wear an exclusive 
watch ...and Universal Geneve dealers 





can please her . . . with a selection 
from over 100 styles made in limited 
numbers... all created by leading 
Paris designers ... in 14 Kt. gold 

with famous 17 jewel accuracy 
movements ... priced from $71.50 FTI. 
Write for details. 





THE HENRI STERN WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N. Y. 






OH.S.W.A. 1950 
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Hand Carved. 


- . exclusivel 
In the largest exclusive assortment of Genuinely / 
Hand Carved Wedding Ring Sets.in the country, 
to please your customers’ discriminating tastes and 


designed by 


contrasting moods ...all brilliantly conceived and 
























t 


executed in the Barel Bridal plant...sold directly to 3 Ee - 


the retailer by the manufacturer. 





24 hour service on all special orders — 
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The Sensational Watch Value 
of All Time! 


OM EGA 








Automatic 


Now with 18k Gold Applied: 


Figure Dial...still at the same 








amazingly low retail price 


( ) ofS LO =: 


N O0RM™MAN M. MORRIS WATCH CO R P. 
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The outstanding watch buy in 1949... 
Omega Automatic becomes an 
even more remarkable buy in 1950! 


With the addition of gold applied-figure dial in the gold-filled model, this watch 
marks a new high in value... unprecedented in the automatic field. It will set a 


brisk new pace in your watch business. 














These are the features that have made Omega Automatic 
the best buy of all automatics. 


@ Thinnest self-winding watch made today. 





@ 14K GOLD-FILLED WADSWORTH CASE, in a design of simple masculine elegance 
that appeals to men and to women who buy for men. 


@ Omega’s highly precise Swiss ‘‘Automatic’’ movement, acclaimed the most 
accurate of its kind in the world. 





@ The Omega reputation for requiring less adjustment, less servicing than any other 
watch in its class. 


@ The extraordinary price that has made Omega Automatic the value leader in its field. Now 
an even greater business builder in 1950 with the new 18k gold applied-figure dial. 





608 FIFTH AVENUE, NEW YOR K 
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These Promotional 
ADVERTISING SPECIALS 


b 


LAN 


AMERICA’S GREATEST 
DIAMOND RING VALUE 

















Specially created to “bring in the 
business’ — high-styled matched sets 
ablaze with eye-filling, fiery diamonds! 
Sets that look far more expensive than 





the little price you put on the tag! 


One look at the sets shown will con- 


vince you—and your customers —that 
BERLAND’S AdVertiSing Specials are 


really special! 


_ All illustrations enlarged to show detail. 


JOSEPH BERLAND - Manufacturing Jewelers - Diamond Importers 
6 West 48th Street, New York 19, N.Y. 
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USE THESE TESTED MATS - 
TO BRING IN CUSTOMERS! 


Here are ads with sock ...ads that have proved 
their selling power in result-getting test runs! 
Watch them bring in customers all year to buy 
— watch them boost your diamond ring bus- 
iness...and your profits! 


See the BERLAND representative or 
Write for More Information About 


BERLAND’S AdVertiSing Specials! 


NE W / for him... for her 


; ~» . s NS Diamond 
BRIDE AND GROOM. « aN ewe es 


WEDDING TRIO 43” gg isi. 


It's new... it’s different ...compare the value! 


; VE g . Man's Gold 
We're proud to offer this handsome : f f, z S\ Wedding Band 


Mr. and Mrs. “Threesome” | yj, /, WE \ 
at such a low price. ) , 
Sparkling diamond solitaire, 
matched wedding bands in I4K yellow gold. 


Yes, All 3 Rings At This Amazing Price! $32 


STILL AVAILABLE: A limited number of valued BERLAND 
franchises. Write for complete information 





“Clair de Lune’... 
opalescent moonstones* 
punctuated with pseudo- 
rubies or sapphires 


and bogus-diamonds. 


A Springtime jewel 


trio of unusual beauty. 


design patent pending 


*Simulated 


( uel iy 
f, 


Dress by Rose Barrack 


A SILVER ANNIVERSARY FEATURE Celebrating Twenty-Five Years— 


Pathe forgiond xf Fillin 
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In the distinguished creations that 


I ORR Rcget cog OF Ge 


bear the Seidman name, no compromise 
is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 


wonder so many progressive jewelers con- 


- - 5 
pe RG Ge PRR OEE IT P R SEM PER ACEI 


centrate on the Seidman Line. 


SEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 471n STREET 
NEW YORK 19, N. Y. 4— = 
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" THESE EXCLUSIVE 
FAST-SELLING FEATURES: 


@ Exclusive ‘‘see-thru” dial enables 
clock to blend perfectly with any 
decoration scheme! 


@ Prospects who stop to wonder “how 
does it work?” stay to admire its 
striking beauty! 

@ Striking new design is years ahead 
for distinctive smartness! 


@ Revolutionary new mechanical prin- 
ciple is years ahead for practical 
operation! 

@ Durable cast base and dial, 24 karat 
gold plated . . . brushed to a rich 
satin finish! 


@ Trim modern hands and arabic num- 
erals, treated with radium for easy 
time-telling day or night! 

@ Each clock, factory pre-tested under 
rigid requirements for split-second 
accuracy! 

@ Dimensions: 8%” high, 7,” wide. 
1%” thick! 

@ Non-scratching plastic 
protects furniture! 


@ Unlimited market — ideal for use 
anywhere! 

@ Popularly priced for wide market 
appeal! 


baseplate 


‘J 


EXCITES TRAFFIC-BUILDING CURIOSITY! 
FEATURES ELEGANCE THAT HOLDS INTEREST... 
PRECISION THAT GUARANTEES SATISFACTION! 


Offering unlimited gift appeal at a popular market 
price, Jefferson’s new “Golden Hour’ will boost your 
clock volume to new heights! The unique, buy- 
appealing beauty of its crystal “see-thru” dial... its 
dynamically different time-telling principle . . and 
its precision construction to high tolerances make it 
a natural sell-on-sight item. Factory guaranteed for 
one year. Profit from the dramatic display interest of 
the “Golden Hour” now! 


JEFFERSON'S 35-YEAR RECORD OF ELECTRICAL ACHIEVEMENT 


Jefferson produces more than 30% of all trans- 
formers for neon display signs, 35% of all | LIST PRict 
ballasts for fluorescent lighting industry and $1939 
is one of the nation’s largest manufacturers — 
of electro-mechanical devices: 


ORDER FROM YOUR WHOLESALER TODAY! 
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Proved by Actual Survey!" 


JEWELERS PI 


, 
ant 


*47'%2% More Jewelers Prefer Mautner 
over the next Manufacturer. 


boeyes 1888 


THE MAUTNER COMPANY, INC. 


20 West 47th St., New York 19, N. Y. 


Los Angeles . Boston 
Factories: Buffalo, N. Y. 


THE GREATEST NAME IN THE JEWELRY BOX AND DISPLAY INDUSTRY 
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NEVER BEFORE Such Powerfu 
iLven from Speidel , 


A Super, Self-service Salesman! 


Take the magnificent Sir Galahad gift package and imagine this just twice 


its size. That’s the new Speidel Crown Unit Case with all its richness, done 


in red velvet and antiqued ivory plastic. The lift-out center tray holds nine 


ladies’ watch bracelets— (2 Golden Harvest, 3 Golden Chord (one plain), 
| 


3 Ming Tai and 1 Rhumba—the newest, wide bracelet by Speidel). The 


two side panels hold a total of six Speidel men’s watchbands—(1 Sir 


Galahad, 2 Golden Templar, 1 Golden Templar Combination and 2 


Golden Knight). 


1. Order as C/100 Unit 
and this outstanding coun- 
ter merchandiser is in- 
cluded with the new Ani- 
mated Bert Parks display 
and Boxed Merchandise. 


(See opposite page.) 


2. Order as C/300 Unit 
and you receive this 
Crown Case free with the 


15 watehbands shown. 


Your cost .... $70.15. 


3. Order as C/400 Unit 
which includes the Crown 
Case free with 15 watch- 
bands shown PLUS an ex- 
tra tray (not shown) hold- 
ing 4 Mignon and 3 
Phoenix watehbands — 22 
Speidel watchbands in all. 


Your cost... $89.90. 


EVERY SUNDAY NIGHT “Hof the Mustc”’ SELLS SPEIDEL FOR YOU! 












Size: Just twice that of the 
Speidel Sir Galahad gitt box. 








to 















































Selling Displays — 
AND THEY’‘RE FREE! 








Dizzily, Bert Parks swings back and forth 
on this “Stopper” Display to help you Sell SPEIDEL! 





Again, Speidel’s ingenuity 
gives you another unique win- 
dow attraction to cash in on ull 
the enormous consumer de- 
mand “Stop the Music” con- 





tinues to generate. Practical 
in size, too, for a center piece 
ina watch window; a sectional 
or night window and even for 
counter display. It’s furnished 
FREE with the complete 
“C/100 CROWN UNIT” as 


follows: 





Il, Animated Bert Parks Display 


2. Super, self-service Crown Case 
containing 15 watchbands (see op- 
posite page) 


3. 12 gift-boxed Speidel watch- 
hands—7 ladies’ (3 Golden Harvest. 
| Golden Chord, 2 Ming Tai, 1 
Fiesta) and 5 men’s (1 Sir Galahad, 
2 Golden Templar, 2 Golden Knight) 





—_—_—_—_EEEE 


Your Cost “C/100 Crown 


Unit”... 2. 1... . $126.77 


Your Selling Price . . . $308.75 
(Fed. Tax Incl.) 


ee 





Actual Size: 15” wide, 914” 
deep and 20” high. Combines 
Flasher Light and Motion. 








This unusual New _. 
Speidel | 
display will charm 


your customers— 


FAST! 


Something new in pink and blue to sell the 
Little Girl gift market for you. Fond uncles, 
doting aunts, proud papas and mamas will fall 
‘hard for this engaging, delightfully different 
expansion jewelry so beloved by little girls— 
Miss Mignon by Speidel! Necklaces, lockets 
and bracelets, in single pieces or in sets. 








Miss Mignon Assortment MM/3 contains 
seven expansion bracelets (including three 
new items with charms (shown below), four 
bracelet and locket sets, and one baby bangle 
and locket set. 


Your Cost MM/3 Unit... .. . $ 46.90 N 
Your Selling Price (Fed. Tax Incl.) 109.50 = 





Pn 


Y 


‘ nen jewelry can be BIG business for you! 





ia ete Up, Up, UP goes the demand for Speidel’s enchanting jewelry for little girls! 
ae ~ Now, we’ve added three new expansion bracelets to the line — all with 
| | exciting, exquisitely fashioned charms attached. Each comes in two sizes — 
& es s for little girls and the new Junior Miss bracelets for older youngsters. This 
a mics” }} is the famous jewelry that expands and grows with the child. Beautifully 
; ) - packaged in gleaming white plastic Jewel Boxes, too. You can count on 
Miss Mignon by Speidel to sell on sight! 





” 
« 


A1582 Junior Miss—Clover Leaf Dise, Retail $8.95* A1583 Junior Miss—Round Disc, Retail $8.95* A1581 Junior Miss—Heart Dise, Retail 
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e Ne ee Se as ee : — 3 ee aE deceeais ae 
A1579 Baby Clover Leaf Disc, Retail $7.95* A1580 Baby 3-Piece Charm, Retail $7.95 * A1578 Baby Heart Disc, Retail $7.95) 
* Bg nN 
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the House of Fisklails 


AMERICA’S MOST POPULAR 
DIAMOND MOUNTINGS 
AND WEDDING RINGS 
IN GOLD OR PLATINUM 


» Jewelers from all over 
America know Goldstein-Gerson 
as ‘““The House of Fishtails” ... for no 
one else has such a wide selection of 
mountings to fit every size diamond from 300 per 
carat to half carat. See this complete line of . 
superbly crafted rings in various price ranges. 


Every Popular Style and Size 
Every Popular Price You Need 


EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE” DIAMOND DUETTES 


126 W. 46th STREET 
NEW YORK, 19 
Soild only through Wholesale Distributors 
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A. B. GRODMAN @_— IRWIN GOLDSTEIN 


ARTHUR GOLDSTEIN @ JULES GERSON @ A. W. (Patty) COHEN @ 
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Fashioned in 1/20-12K Gold-Filled and Sterling Silver. 
A flattering compliment to any feminine wrist 


and very much in demand. 
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(the 10 PWV) requires no in- 
tion. Fan snaps in for kitchen ex- 
Snaps out to use anywhere around 
the house. You purchase only 3 of these 
10 PWV Ventilators and get a $10.00 dis- 
play and a $1.10 literature package for 
Ask Your Distributor For Details 





. . . Of course, it’s electric 


Tune in Ted Malone every day, Monday through Friday, ABC network. 


WESTINGHOUSE ELECTRIC CORPORATION Westinghouse 


FOR FEBRUARY, 1950 


Electric Appliance Division ° Springfield 2, Mass. 





Westi nghouse 
: Poweraire 
VW indow Ventilator 
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$10.00 Permanent Display 


OU CAN BE SURE 
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Announcing 


The smallest 


self-winding watch 


in the world 




















Actual size 


Smallest self-winding mechanism makes 
world’s smallest self-winder. Secret of Eterna: 
Matic is the revolutionary winding mechanism 
—an unbreakable ball bearing no bigger than 
the head of a match. It swings the oscillating 
weight freely in a complete circle—clockwise 
and counter-clockwise...winds mainspring at 
the slightest motion of the hand. 


Look for this ETERNA*MATIC symbol on the dial 
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ETERNA-MATIC 


STYLED TO SELL AS EASILY AS IT WINDS 


ETERNA, maker of fine timepieces for 93 years, continues to make watch 
history! In June—the first watch to wind itself on a ball bearing, the ladies 
ETERNA: MATIC. In August—the smallest men’s square-faced automatic ever 
made. And now...ETERNA climaxes its near-century of achievement witha 
new line of ladies’ automatic watches smaller and more feminine than ever 
made before by any watch manufacturer. 

At last, a ladies’ self-winding watch that is graceful in size and style! 
These new ETERNA-MATICS are exquisitely designed... flatter the wrist with 
bursts of splendor. And they wind themselves at the slightest motion of 
the hand...stay wound longer because of ETERNA’S patented ball-bearing 
winding mechanism. In stainless steel, 14K or 18K cases. $71.50 to $185.00 
(FTI). Be sure your ETERNA-MATIC line is complete...write for latest 


catalog. 
ETERNA WATCH COMPANY OF AMERICA, INC. * 580 FIFTH AVENUE * NEW YORK 19 
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Make the Most of Your 
Pearl Business Frospects | 
IAT L9IO 


MOU THE ALL-INCLUSIVE GROUP THAT 


ENABLES YOU TO SELL EVERY WOMAN 


> 











REGARDLESS OF HER INDIVIDUAL PREFERENCES! 


Of course you want to cash-in on the overwhelming 

popularity of simulated pearls. Then get set 

with a balanced basic stock of classic and couturier 

necklaces inimitably created to gratify individual 

aera? ree % oa fi tastes and preferences. Get set with Deltah’s 
: Variety Group—it insures large profits through 


quicker turnover on a very small investment! 


Necklaces shown are part of Deltah’s 1950 Variety Group 


consisting of 15 necklaces, 1 bracelet and 2 pair earrings— 


Lovely “LUCIA” 
necklace in 
exciting new 
“FAN” gift case, 
$15.75 retail, 
Fed. Tax Incl. 


Majeska-designed 

: eee ( “CANNES” Couturier 

Qh. 4 ok Vy)” 7 necklace in 
ee NI ; ree display gift case. 
Ny 2 : $15.00 retail, 

Fed. Tax Incl. 


eon 


CONSULT YOUR: WHOLESALER 


L. HELLER & SON, Inc., 
411 Fifth Avenue, New York 





Deltah National Advertising Works for YOU 12 Months a Year! 











TH CROTON 








A Remarkable New Water- 





proof Watch Which Appeals 
to Customers and Greatly P 4 a 


Aids the Jeweler... A Watch 





thatRemainsWaterproofand {°° {  oi™\% 





17 JEWELS 
Gives Incredible Accuracy 


with a Minimum of Service! 3 il Hus 39- 95 


including tax 


The best way to keep a waterproof watch sealed 
against moisture and dust is ... not to open it! Espe- 
cially for frequent “adjustments” during the break-in 
period. That’s the miracle of thenew Croton Acurator! 
a It can be adjusted, effortlessly, by the customer to per- 
font a accuracy aren opening the case. A tiny twist of the outside regu- 
lator with any coin “sets” the running a bit faster, or slower, as desired. 
And it saves your watchmaker’s time for jobs that produce revenue... 
not complaints! Show it, demonstrate it. Watch the Acurator SELL! 








SIMMONS, alert jeweler of Keene, N. H., says, “The Acurator revolutionized 
our waterproof watch sales. Now outsells ordinary waterproof by 2-to-1. Espe- 
cially popular with farmers, salesmen, students and others unable to come back 
often for watch regulating. Congratulations on the Acurator. It’s grand.” 





Croton continues its big 


New Spring Advertising i 
Breaks This Month! ( h A C U R. ATO at 





campaign of full half- F's 

page ads in “LIFE” and 

. “Merch Gch erg Wire or write for special February offer— 
[IE = sslecel edvestic- the most unique ever offered in the watch field. 
ing mat furnished free. CROTON WATCH CO., Inc., 48 W. 48th St., N.Y. 19 
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*Patented 


Build extra sales . . . establish a permanent Kiddie Kraft 


department. Contact your wholesaler — TODAY 


WRITE FOR special $50 Starter Assortment (costs you $25). Best selling 
numbers of Rings, Bracelets, Lockets, Crosses, Sets, in 10K Gold and Gold 


Filled ... all in the ‘Sweetheart’ box. Give us name of your wholesaler. 














Press Them Gently... 








til = 


Js the gentlest gesture. . 


Diamond Ring Ensembles 


.and Wed-Lok* diamond rings are securely locked together in 
two places...can’t possibly turn, separate, or wear against each other. Yet they unlock just as 
easily! This exclusive Wed-Lok* locking feature is simple to demonstrate... there’s nothing 
to break or lose... making it easy to sell, and it’s guaranteed for the life of the rings! 
Wed-Lok* rings retail from $100 to $1250 the set, plus taxes. And...available free of charge to 
Wed-Lok* dealers is an outstanding series of advertising helps: special mat series, radio spot 


announcements, leaflets, and counter cards. Write or we will have a salesman call on you. 








The New, Improved Multi-Grip Lock 


holds rings more securely than ever before... 








They 
lock together 


HERE & HERE 


j / 
/ 
/ 


114 GEARY STREET - SAN FRANCISCO 8, CALIFORNIA 





4 
— . a 
en 


More flexible and resilient, this new improvement holds 


rings more firmly and guarantees extra-long wearing quality. 











*TRADEMARK REG. U. S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U. 
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S. PATENTS. 








2303 
men's | 
bevelt 
Cases 
Chrom 
low fe 
Stoinle 
fit 104 
thin. 








p 'op/ 
p Stoin! 









































2303 
Case 
Chrome top/ steel 
Stainless Steel. 


thin. 





y 
b's 11, L: Mirror 
peed flat surface 
nel, Cases made 
White Chrome 
p/steel back; Yel- 
w top/steel back; 
B Sioinless Steel. 





NEW YORK OFFICE. Joseph Dinstman, 580 Fifth Avenue: Telephone PL 7-4257 
CHICAGO OFFICE: William Bart, 29 E. Madison Street 


men's 1041: Mirror lapped 
beveled surface bezel. 
s; made in White 
back; Yel- 
low top/steel back; All 
Movement 
fit Wl regular and 10'2L 















1D. WATER-RESISTANT WATCH CASE 


@ Precision-made 


@ Easy to Assemble 


#3120 

Men's 834L: Rectangular. 
Cases made in White 
Chrome top/steel back; Yel- 
low top/steel back. Move- 
ment fit AS-970, AS-1240, 
AS-1180 and 8x0 Eta. 


@® Hand Polished, Mirror-Lapped 









@ Flat-top pressed 
crystal, highly finished 














@ Each case tested in a 
water-pressure tank 





® Nationally accepted 





+322 


Men's 111: Mirror lapped 
beveled surface bezel. 
Cases made in White 
Chrome top/steel back; Yel- 
low top/steel back; All 
Stainless Steel. 





#90 
Men's 10'AL: Mirror lapped 
flat surface bezel. Cases 
made in White Chrome top 
/steel back; Yellow top/ 
steel back; Ali Stainless 
Steel. Movement fit 10'L 
regular and 10'Al thin. 







A> 


‘<. ‘ x 
~ Fi 
ae 


AUN 






#66 
Men's 11'4l: Mirror 
lapped fiat surface 
bezel. Cases made 
in White Chrome 
top/steel back; Yel- 
low top/steel back; 
All Stainless Steel. 
Movement fit 1041, 
6/0 Elgin, 6/0 Ham. 
ilton, 6/0 Waltham 
and 11%l avto- 
matic. 

































#323 


Men's 11141: Mirror lapped 
beveled surface bezel. 
Cases made in White 
Chrome top/steel back; Yel- 
low top/steel back; All 
Stainless Steel. Movement 
fit 10%, 6/0 Elgin, 6/0 
Hamilton, 6/0 Waltham 
and 11°41. aviomatic. 





£80 
Ladies’ 8341: Mirror lapped 
beveled surface bezel. 
Cases made in White 
Chrome top/steel back; Yel- 
low top/steel back; All 
Stainless Steel. 


Sold to Watch Importers Only 


|. D. WATCH CASE COMPANY, INC. 


General Offices and Factory: 137-11 90th Avenue, Jamaica, N. Y. 
Creators of Watch Cases of Superlative Style, Beauty and Quality 





LOS ANGELES OFFICE: Dave Diamond, 915 Pershing Sq. Bidg. 
EASTERN AND SOUTHERN REPRESENTATIVE: Dave Kay, 93 Nassau Street, New York, N. Y. 





Sw tho vow 


1950 CARL-ART LINE 
IN 14K — 10K — 1/20-12K 


STERLING SILVER 
(Rhodium Finish) 


EXQUISITELY DESIGNED 
EXCEPTIONAL VALUES “@ 
NOW AT YOUR WHOLESALER’S 


CHAINS NECKCHAINS 
WALDEMARS KEY CHAINS 
PENDANTS BROOCHES 
BRACELETS EARRINGS 


CHARMS KNIVES 


Illustrated 
Necklace 
Earring 


CARL-ART, inc. 


MANUFACTURERS OF CHAINS AND JEWELRY 
PROVIDENCE * RHODE ISLAND 
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—_—_ ~~ at ae Housewares Show! 


_ Mixette has it! 


“ALL-PURPOSE— it beats, mixes, mashes, oldie: Pestens: in smaller 
kitchens—of which there are millions. A big untapped market! 
POWERFUL, yet compact and light. All-metal—no plastic. Depend- 
able, free of service complaints that cut dealer profits. 
BALANCED HANDLE ends wrist strain. Flat base on beater unit 
prevents messy batter-drip. Important to the homemaker; hence, 


to you! 

TWO STURDY BEATERS handle heaviest batters. Snap in for use— 
snap out for cleaning. Easy to use, easy to sell! 

HANGS ON WALL or fits in drawer. Increases use, builds need, 


justifies purchase! 


SMART GIFT BOX is a merchandising p/us! Box also serves as a 


compelling counter display. 


SEE THE NEW MIXETTE. See if you don’t share the enthusiasm ii 
of all the folks in Chicago last month for this profitable, : 
mass-appeal appliance. Hamilton Beach Co., Div. of Scovill 


Mfg. Co., Racine, Wis. 


gS, THE TRADE really took to the new, value-packed Mixette at Chicago’s 
| Pier last month. For there was the portable with the flock of big-mixer 
x ae ‘fectunes that spells profit to every appliance man. See if you don’t agree! 
- QNE-HAND OPERATION lets user hold Mixette in one hand, set the speed 
with her thumb. No stopping to change os fuss, no bother. ‘ey 


Bess 


RETAIL 


(18.25 Denver 
and West.) 
includes bracket and 









screws fer 


wall-mevating. 


-« « backed by the BIGGEST Spring Advertising Campaign 





4, 033,¢ 000 
copies per issue 





3,469,000 
copies per issue 


110, 000 
copies per issue 


4,473,000 
copies per issue 


—- BEACH ... Now with 


Pyrex Ware bowls! 


DISPLAY HAMILTON BEACH 
—and it sel//s. That’s because 
*#) more and more women are 

) learning that, of all food mix- 
ers, this one is easiest to use. 
In its simple, effortless ease 
of handling they find the an- 
swertotheir needs. Display it. 
Let them see ... help them 
try ...and they’ll buy! 





$3425 RETAIL 

($34.90 Denver 
and West.) 
Includes two 


Pyrex bowls and 
extra single beater. 


JUICE EXTRACTOR, $4.25 
($4.35 Denver and West.) 


FOR FEBRUARY, 1950 


copies per issue 


in HAMILTON BEACH History! 


11 MAGAZINES! 


91,606,000 ADVERTISING MESSAGES! 





1,244,000 
copies per issve 


555,000 3,281,000 


copies per issue 


Tell the “DEEP-CLEAN” Story! 


‘‘DEEP-CLEAN” is the clearest, 
most convincing selling idea 
to hit the tank-cleaner market 
in years. It’s easy to demon- 
strate. It makes sense. Use 

it and you'll se// the Hamil- 
ton Beach 
*‘Deep-Clean”’ 
—the cleaner. 
with more exclusive 
features than any oth- 
er in its price class. 


$7250 


RETAIL 








Includes eleven cleaning 
tools and carrying cose. 


copies per issve 


Livixe 





242,000 
copies per is 


SACAN 


Joy ae mai 
x aes: t 
ey: os A. 
¥ on! 8 





RERLY 





9,868, 000 
copies per issve 


1,046,000 
copies per issve 


2,251,000 


The New HAMILTON BEACH 





















Quick-Dry ELECTRIC HAIR DRYER 


A GREAT NEW ITEM for the hu 
home-permanent market! On t 
record, Hamilton Beach 


All-metal — no 
Light, easy to 
yet durable. 


and ‘‘Hot-Cold.’’ A 
DC. 
ivory enamel. 
package doubles as 





$1490 


RETAIL 


$15.45 (Denver and West.) 


he 


is the 
choice of professionals. 
lastic. 
andle, 

wo 


switches — “‘On-Off"’ 


C- 


Handsome light 
Gift 


at- 


tractive counter display. 
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Genuine 
Multi-color 
stones 


#696 14K 


6 Diamonds (lf 


37 WEST 47 STREET e Ni 


CHICAGO: Columbus Memorial Bldg..<# SAN FRANCISCO: 657. Mission St. 
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i Bad FAM Lh odake 
JET PACKACE EVER PRESENTED 


WALL ee 


DAINTY MAID’S 
* * 



















MICE 


OS 


7 4 inch 


UNBREAKABLE 


@, REC or, 


THERE’S NEVER BEEN A PACKAGE LIKE IT, / 
Check these selling features! | es 


Bright, full colors 
Has famous Dainty Maid Jewelry 
Available with 12 different Dainty Maid items 
Nationally advertised in Parents Magazine 
Looks like a record album 
Has 2 side unbreakable party record 
Jewelry is 10 KT gold and 1/20-12 KT gold filled 
Be A window display with each assortment 
hg SERVICE BUREAU Greeting card printed on record label 


} ‘\ PARE NT S r} * To retail from $3.50 plus tax . att . | 
Rommmmes” LOUIS STERN Company \\ SS 

Na PROVIDENCE 3, RHODE ISLAND V4 

- THROUGH YOUR WHOLESALER 








(SVELY JEWELRY wad a2 RECCRS, Se 




















READERS’ BOOK SERVICE 


For the Gem Expert, Connoisseur and Student of Gemology 





1. GEMS AND GEM MATERIALS 


Drs. Kraus & Slawson 


. A KEY TO PRECIOUS STONES 


3. GETTING ACQUAINTED WITH MINERALS 
George L. English 


. REVISED LAPIDARY HANDBOOK 
J. H. Howard 


. STORY OF THE GEMS 

. STORY OF DIAMONDS 
- FAMOUS DIAMONDS OF THE WORLD 

. INTRODUCTORY GEMOLOGY ~ Robert Webster 
. GEM TESTING BB. W. Anderson, B.Sc., F.G.A. 

. GEM CUTTING J. Daniel Willems 

. POPULAR GEMOLOGY __2&. M. Pearl 

. GEMSTONES G. F. Herbert Smith 


. GEM IDENTIFICATION CARDS 
Wilburt M. Draisin 


L. J. Spencer 


H. P. Whitlock 


the Jewelry Repairer, Engraver, Designer and Enameler 





. JEWELRY REPAIRERS’ HANDBOOK 
J. G. Keplinger 


. JEWELRY DESIGN AND APPLIED DESIGN 
C. A. Jakobb 
. JEWELRY AND ENAMELING © 6G. Pack 


. REFINING PRECIOUS METAL WASTES 
C. M. Hoke 


. ART MONOGRAMS AND LETTERING 
J. M. Bergling 


(Special 16th Edition—Paper Cover) 
17th Edition—104 Pages—Paper Cover 


. METALCRAFT AND JEWELRY 
Emil F. Kronquist 


. ABC OF MODERN ENGRAVING Villiam Kassel 
. TESTING PRECIOUS METALS C. M. Hoke 


. RINGS THROUGH THE AGES 
James R. McCarthy 


. GEMS AND JEWELRY TODAY 


Marcus Baerwald and Tom Mahoney 
. 3,033 RETAILING IDEAS Emanuel Lyons 
. HAND-MADE JEWELRY 


. JEWELRY, GEM CUTTING & METALCRAFT 
W. 7. Baxter 


. JEWELERS POCKET REFERENCE BOOK 
Robert M. Shipley 


Louis Weiner 


52. THE JEWELERS’ DICTIONARY (New Second Edition) 


Feet ee Ss SF SF SS eee eS See es ee 
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Please send the following book postpaid: 


[1] CHECK 


Name ... 
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$1.25 


$25.00 


$3.50 


$6.00 


$2.00 
$5.00 


$3.00 
$1.00 
$2.00 


$2.50 


$10.00 


$3.50 
$2.75 


$3.00 


$2.75 


28. ENAMELLING ON METAL Louis & Elie Millenet 


29. THE PREPARATION OF PRECIOUS AND 
OTHER METAL WORK FOR ENAMELLING 
H. de Koningh 








30. PRACTICAL BALANCE AND HAIRSPRING 
WORK W. J. Kleinlein 


31. RULES & PRACTICE FOR ADJUSTING 
WATCHES W. J. Kleinlein 


32. PRACTICAL BENCHWORK FOR HOROLOGIsTs 


Louis and Samuel Levin 
33. SCIENTIFIC TIMING Charles Purdom 
34. KEYSTONE WATCH REPAIR RECORD BOOK 
35. WATCH ESCAPEMENTS _ Dr. James C. Pellaton 


36. THE SCIENCE OF CLOCKS AND WATCHES 
(2nd Edition) A. L. Rawlings, Ph.D. 


37. HOROLOGY J. Eric Haswell, F.B.H.1. 


38. WATCHMAKERS & CLOCKMAKERS OF THE 
WORLD (Enlarged 2nd Edition)  G.H. Baillie 


39. PRACTICAL NOTES FOR THE WATCHMAKER 
(French-English Edition) G. A. Berner 


0. PRACTICAL WATCH REPAIRING 
Donald De Carle 
41. PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly 
42. WATCH AND CLOCKMAKERS’ HANDBOOK, 
DICTIONARY AND GUIDE F. J. Britten 


43. KNOW THE ESCAPEMENT (New Edition) 


Barkus Watchmakers 


44. MODERN WATCH REPAIRING & ADJUSTING 


Bowman © Borer 
45. MODERN CLOCKS T. R. Robinson 
46. TIME AND TIMEKEEPERS W. 1. Milham 
47. MODERN METHODS IN HOROLOGY 


Grant Hood 


48. THE WATCH REPAIRER’S MANUAL 
Henry B. Fried 


$3.50 
$3.50 


$5.00 
$6.00 
$2.75 
$3.50 


$5.00 
$4.50 


$10.00 
$3.50 


$5.00 


On Silver for the Jeweler, Collector and Antiquarian 





49. ENGLISH SILVER (1675-1825) 
Stephen G. C. Ensko and Edward Wenham 


50. OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN S. B. Wyler 


51. THE STERLING FLATWARE PATTERN INDEX 


1949 Edition Without Binder 
With Leather Binder 


$6.00 


$2.59 ; 


$2.59 
For the Skilled Watch and Clock Maker, the Apprentice and Student 


$4.00 


$15.00 
$20.00 


100 E. 42ND ST., NEW YORK 17, N. Y. 


1 —2—3—4—5 —6—7—8—9 —1 0—1 1 —1 2—13—14—15—16—1 7—18—1 9—20—21—22—23—24—25—26—27 
28—29—30—31—32—33—34—35— 36—37—38—39—40—4 1 —42—43— 44—45—46—-47—48—49 —_50—51—52 


[] MONEY ORDER 


[] FOR $........ is attached 


...... Street 


Check or money order must accompany all orders. Do not send cash. 


BE phot ieee ry acecd ceuweea nck aus badude sacuhtenwoeuiwn P. O. Zone No. 


Prices subject to change without notice. No books sent on approval. 
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3 b 2 MILLION FSPECIE CUTS 
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right in - a 
Thousands g your own town One for Every Room 


fo he JASR| Table Lighters One for Every 























Gift Occasion | 






Bene 8 


pena. 


psn, OO 
ne 


Sor ee 


CUMGE LIGHTER SET 


The Most Talked of Table Lighter in All America ... Retails at $25.00, No Fed. Tax 


Impressive design, enduring beauty, superb modern finishes. A®*S*R Heritage Table Lighter, com- 
panionate cigarette server and matching tray. Famed A*S*R precision mechanism, Ebony Tenite 
handles. A matchless symbol of gracious living. 









A*S*R Heritage Lighter in Copper, Brass or Rhodium. 
Sure “‘light-switch” action. Can be engraved. Retails 


ig * gill SE a at $12.50, no fed. tax. 


oO ecco = , " r j j The ASR ee C | as si c”’ 
,ywa Ff HF Retails at $12.50, No Fed. Tax 


For table or desk. Beautifully wrought in non- 
tarnish Rhodium, Copper or Brass finishes. Preci- 
sion A®S*R Lighter mechanism. Can be engraved. 


rege OTIS = £ 
a7 = Ss For The Bed Room 


AN FIRST 
movern rinses IN CAPPER BRASS. RHODIUM 


POCKET | 


LIGHTERS 
Retail from Nationally Advertised in LIFE ... VOGUE ... and the AMERICAN WEEKLY | 


$5.95 
LIGHTER DIVISION AeS*R CORP. BROOKLYN. N. Y. 


ARBRE SOLD BY LEADING JEWELRY JOBBERS FROM COAST TO COAST 
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THEY’RE NEW! 
'RE NEWS! 
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JOHN H. BALLARD 
630 FIFTH AVENUE 
NEW YORK CITY 


PRESIDENT 


BULOVA WATCH CO. 


January S$, 1950 


Dear Friend: 


I am very proud and happy to be able to tell you that 
Bulova has won the 1950 Gold Medal Award of the Fash- 
ion Academy of New York. 


This, indeed, is another fine testimonial to Bulova's lead- 
ership in the field of watch designing. As Mr. Hartman, 
President of the Fashion Academy, states in his letter:-- 


"In honoring Bulova, we give recognition to its 
determined effort to create designs of exquisite 
beauty and to be motivated in its styling by the 
newest of fashion trends." 


I know that, just as we at Bulova take extreme pride in the 
product we make, you take extreme pride in the products 
you sell. And so I am sure you will be pleased to know 
that Bulova--the watch you sell in greatest volume--the 
watch that offers America's greatest value--is also 
acknowledged as the watch of greatest fashion appeal. 


My best wishes to you for the coming year. 


Cordially yours, 


OM 


President 
BULOVA WATCH COMP 


) 44 Hitt {| 
NK 
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7 winners of the Fashion Academy 

Gold Medal Award are selected each 
year by a board of America’s leading 
fashion authorities. It represents the 
highest honor that can be paid to an 
American industry for outstanding 
achievement in design. 
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FASHION A \ nM 
| =6s8 
i iy | L U )) \ =A = 
8it2 FIFTH AVENUE AT 6G2N9 * NEW YORK 2i aS / ne = 
—— , / a —— 
EMIL ALVIN HARTMAN. DIRECTOR + REGENT 7-023!1-2 if Ve iN \ 
January 2, 1950 


Mr. John H. Ballard 

President, Bulova Watch Company 
630 Fifth Avenue 

New York City, New York 


Dear Mr. Ballard: 


It is with extreme pleasure that 
I am able to announce to you that the 
Bulova Watch Company has been chosen to 
receive the Fashion Academy Gold Medal 
Award for 1950 on the basis of design 
achievement and fashion appeal. 


In honoring Bulova, we give 
recognition to its determined effort to 
create designs of exquisite beauty and smart 
elegance and to be motivated in its styling 
by the newest of fashion trends. 


Bulova watches encompass the 
entire realm of the modern woman's wardrobe 
and accent in perfect taste her costumes 
‘from casual sports to sumptuous evening 
attire. Possessing so much loveliness in 
design and such well-defined fashion appeal, 


they must rightfully be first. choice of 
Le, Laced 


America's Best Dressed women. 
Our most sincere cenit geiaiemeing 
EAH: alg FASHION ACADEMY 


and best wishes to you. 





ay 
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BIUVESS 


Today, the jewelry manufacturer has a new standard 
by which to measure his display boxes, the original 
Steelette box with patented feature, fully proven 
through use by leading jewelers. The construction is 
wholly new, providing a spring hinge cover on a card- 
board box with a reinforced steel frame for strength 
and longer life. Steelette boxes can be made to meet all 
the needs of the jewelry industry; our staff is equipped 
to provide exclusive packages suitable for your needs. 


When in New York, be sure to visit 
our recently opened showroom at 527 
Fifth Avenue. Our representative can 
give you competent advice and service 
relative to the design and specifica- 
tions required for all your box 
problems, 









always present 
your jewelry 
hinet chase 


es 


8 


a 


Regardless of the price class from which you expect to 
select your next boxes, look at Steelette first. They are 
the only boxes worthy of your product in today’s 
competitive market. They are more than a box; they’re 
a merchandising aid, advantageously priced so that 
you can have them, too. 

Why not call or write today for more information 
about our service and prices? Every box made to order 
—no stock items. 


BOX CO., INC. 


43 SOUTH MAIN ST. * ATTLEBORO, MASS. 





FOR FEBRUARY, 1950 


NEW YORK OFFICE * 527 FIFTH AVENUE 


73 















Briddell gives you 


two new Sales Stars 
in the Carvel Hall Line 

















Ss 
S 


STEAK CARVING 
SET for steak, game and fowl A 


Here is a real he-man gift for the gourmet or 


ve ee eae 
ner 
eI OP 


sportsman! A carving set specially designed ; 
for steak, game and fowl. Six inch hollow- 
sround, high carbon, chrome-vanadium steel ~ “x 
blade and stainless steel forged tines . . . packed | 
in “jewel-box” chest. Available in all three handle 
styles: } ogue—ivory Lustrex with sparkling trim: 
Classic—tine silver filigree overlay on ivory Lustrex: 
Regal—ine silver filigree overlay on ebony Lustrex. 
Set No. 67. 





SK your cutlery supplier to show 
you these new additions to the | 
Carvel Hall Line by Briddell. If vou 


haven’t seen the latest carving sets and 


handsome packaging, ask to see them. 
too. Remember, Briddell is vour best 


bet for a profitable, fast-moving qual- 
itv cutlery line . . . nationally adver- 


tised in Better Homes & Gardens, Good 


HAM AND 
ROAST HOLDER 


Every frustrated carver’s wife is your customer for this 


Housekeeping and House & ( sarden., 












remarkable roast holder. It gives even the amateur a 
substantial grip on a roast or turkey which is half the battle 


BRIDDELL | | 


CRISFIELD, MD. 


won. Die-cast in one piece from aluminum with alloy 
cripper studs inset. Highly polished. Packed in attractive 
self-merchandising gift carton ... just remove the lid and 





the bottom becomes an attractive display piece. Has dual 
use of holding roast while carving and as serving fork. 
A truly indispensable, practical gift. Set No. 71. 
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Pacific Silver Cloth increases your store 
traffic, sales and profits...and builds silver- 
ware business too! 


National advertising and friends tell your customers 
that Pacific Silver Cloth chests, bags, rolls and wraps 
... nothing but Pacific Silver Cloth ...save work, 
time and energy for life. No rubbing! Keep silver 
always bright and clean without polishing. 

Your Pacific Silver Cloth customers enjoy their 
silverware, use it more often, take more pride in it and 
find ownership of additional silver more desirable. 
They show it off in its original beautiful appearance, 
talk about you and Pacific Silver Cloth and their silver 
at parties, and increase your store traffic... give you 
more silverware business. 

Every customer you sell Pacific Silver Cloth is in 
effect insured against ‘“‘silverware prejudice’’ caused 
by tarnish. Tarnish cannot dampen their ardor for 
silver. That is why Pacific Silver Cloth customers buy 
more silver. 

In a recent survey of average housewives at Home 
Arts Guild, Chicago, 38% now use Pacific Silver Cloth 
to make polishing unnecessary. The other 62% without 
Pacific Silver Cloth are generally of the opinion 
“polishing is a disagreeable chore’, many saying that 
polishing makes silver less desirable to own. Learning 
that silver can’t tarnish in a Pacific Silver Cloth con- 
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DO YOU KNOW... 


tainer, 9 out of 10 now desire to buy a Pacific Silver 
Cloth chest, bag, roll or wrap. Most say that with 
Pacific Silver Cloth protection they are more apt to 
buy new silver. 

Carry a complete line of Pacific Silver Cloth prod- 
ucts and display the new beautiful Pacific Silver Cloth 
self-selling wrap on your counter. Order from your 
favorite distributor now or send the convenient cou- 


pon below. 


PACIFIC MILLS, Department JC 2, 
214 Church Street, New York 13, N. Y. 


Gentlemen: I am interested in Owraps,U chests,O hollow ware bags, 
C1) place-setting rolls, 0 packets made with Pacific Silver Cloth. Send 
me names of sources of supply and descriptive literature. 


NAME 





POSITION 





DEPT. 





STORE 








STREET ADDRESS — 





CITY — . ZONE STATE —_ 
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Start the New Year with this REAL 


Be the first in your market to introduce the revolutionary new 


Once in about 20 years a product is born 
that is a natural SALES LEADER. A proved 
success in the Los Angeles market, these 
simulated Star Sapphires are unrivalled in 
their likeness of the natural legendary 
gem’s glowing beauty. 


FREE MATS * FREE BROCHURES 











LIBERAL ADVERTISING ALLOWANCE SIE Simolated 
ss z eet Mot, = Star Sapphires 
Write today for details on our S ef = nes ae 
<= ! = it , 
complete proved promotion Wye » ww color and star 
program especially adapted $995 os mn nN cthacs‘ne tas tale 
for progressive merchants. 2 to +6 retail as — stone. 
ach radiant, luminous 
FARRING Ss stone, imprisoning a 
an, perfect six-rayed star, 
Ljaw is exquisitely set 
G - : with dazzling rhinestones. 
CALIFORNIA 4, “ae Available in rings, ear- 
- NW rings, pendants and brooches: 
448 SOUTH HILL ST. $495 to +6? retail all of high quality in creative 
LOS ANGELES 13, CAL. jewelry styling, displaying the 
Star Sapphire at its very best. 

ALL PRICES vaceriga 

| KEYSTONE 
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then of course.. 


an Médddlt De Lune 
VACUUM PITCHER! 


Customers seeking a truly masculine gift, 


that’s both beautiful and useful. 
will appreciate the suggestion. 





In offices and homes, reception rooms and dens... 
Aladdin’s superbly-styled De Luxe Vacuum 

Pitcher lends a colorful and sparkling note. It’s the 
gift for birthdays and special occasions . . . 

Display it prominently for year ‘round selling. 


A vivid display item that stops passers-by and builds 
store traffic. Complete with Chrome Tray and 
two Platinum banded Glasses. Quart and pint sizes, 
in Maroon, Sorrento Green or Black crackle 
finishes with Chrome trim . . . or combination Satin 
and Burnished All-Chrome. Each set guaranteed. 


Medd: De Luve VACUUM BOTTLE 


Here's another splendid gift item . . . good-looking and 
practical. Quart and pint sizes, in the same four color 
combinations as the pitcher. Designed and styled with rich 
simplicity, it’s one more Aladdin quality product that 
distinguishes your store as a place for the unusual and out-of- 


the-ordinary. 


Backed by 4-Color National Advertising in LIFE, 
SATURDAY EVENING POST, LADIES’ HOME 
JOURNAL, and TODAY’S WOMAN, for gifts . . . offices .. 


homes... hotels . . . institutions. 


i 703 MURFREESBORO ROAD, NASHVILLE, TENNESSEE 





LOOK FOR “2G the name in Vacuum Bottles, Lunch Kits, Electric Lamps, Kerosene Lamps and Heaters. 
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HARRY & BEN FRACKMAN 


Ir N C O R P OO R A T EB D 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. 


DALLAS, Tex. Emil F. Burger 
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THE Goon News IS OUT! 


(VVNUNAIQUEUUQUHUUUO00 00000000 SQ000UR000STUEUTUUUEOESEOEOOUERUUELEUCOOOOULLULYUUAE OOOO YUU 


Hfere itis... 





THE BALL compat / 


~one ” the oldest and largest wholesale: sawelels ' 
known for 85 years and for 3 generations to Retail Jewelers — 
all over America, has opened a new office at 


610 SOUTH BROADWAY, LOS ANGELES 


The Ball Company is pleased to announce 
this new office will be in charge of 


Wendell White 
who has 26 years of wholesale jewelry experience 


———~ 


eo 
The new office will be completely staffed, stocked, and ready to serve you better. 


INTERNATIONAL + ONEIDA - SUNBEAM » TELECHRON 
_SETH THOMAS - WESTCLOX > RONSON 
Diamonds » Watches +> Jewelry — 
Clocks + Silverware + Electrical Appliances 


You are cordially invited fo visit us 


CHICAGO e CHARLOTTE 
MINNEAPOLIS ¢ WINNIPEG @ LOS ANGELES 
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DIAMONDS — barometer of jewelry success. 
DIAMONDS — least exploited and greatest potential source of profit 


DIAMONDS — key to your successful jewelry operation. 


COLUMBIA DIAMOND RINGS provide you with a line in 1950 that is the product 
of three decades of master craftsmanship plus an unsurpassed merchandising plan 
that will furnish you with the “know how” for its successful promotion...unique point-of-sale 
displays ...aggressive merchandising tools...successfully proven advertising methods... 


traffic-building planned promotions...extensive national advertising 
© 4 
) 


’ 


There is a place in your store in 1950 
for the COLUMBIA DIAMOND Him 


FN ? 

RING line and merchandising plan, 
acclaimed by over 3,000 retail 4 “ \ 
x. IEG RY arene: / 


jewelers throughout America. 


Co 
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A Product of AXEL BROS., Inc. 
21-10 49th Avenue, Long Island City, N. Y. 
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&() 


THE JEWELERS’ CIRCULAR-KEYSTONE 























1 Te RNIN 














FOR FEBRUARY, 1950) 






A FEW HIGH SPOTS 
FROM THE 
TABLE OF CONTENTS: 


® What Makes 
People Buy? 


® Showing Is Selling. 


® How to Treat the 
Question of Price. 


® Handling Difficult 


Customers. 


® Preventing 


Walk-Outs. 


Copen! 











ive your salespeople this 


JMLLS [RAUMMG CK 


and see how much better 


they SF7// 


HERE’S WHAT YOU'VE been waiting for! ‘“‘How to Sell ‘Toastmaster’ 
Toasters’’ is a complete, highly condensed study in retail salesman- 
ship. It plainly ¢e//s your salespeople how to do a standout selling job. 
It’s packed with pictures to make it interesting and to show them how 
to do it. It’s a refresher for experienced salespeople and a stimulant 
for new ones. 

AND HERE’S SOMETHING you'll especially like. “‘How to Sell “Toast- 
master’ Toasters” isn’t theory—it’s practice. Written from inside the 
retail store by merchandising experts who have rubbed elbows with 
customers—who know at first hand the technique of sound selling. 
Your salespeople will be quick to recognize this “floor level’’ approach. 
This booklet talks their language; it gives them tips that are usable. 
So they'll read it thoroughly and apply its principles to their profit— 
and yours. 

THEN, TOO, ‘‘How to Sell ‘Toastmaster’ Toasters’’ arms your sales- 
people with all the ammunition they need—not only to sell ‘““Toast- 
master’’* Toasters—but every other item you carry. Take these ABC’s: 


A ® APPROACH—Sell Self on Sight. 
® ASCERTAIN—Customer’s Desires—Listen. 
B © BE A SHOWMAN! Demonstrate Skillfully. 
® BE A MIND READER! Anticipate Customer’s Questions. 
© BE CONFIDENT! Overcome Hesitation and Objections. 
C © CLOSE THE SALE! Know the Signs for Closing. 
© CLINCH A COMEBACK! Let Customers Leave with Urge to Return. 


iF YOU WOULD LIKE really comprehensive sales training for your 
staff, we will supply Meeting Guides to assist you in conducting your 
own sales meetings. These, too, are free, are not overly time consum- 
ing, and will insure your salespeople getting the most from the Sales 
Training Manual. For full details check the coupon. 


TOASTMASTER Automatic Pop-Up Toaster 


*POAsTM ASTER” is a registere “d trade mark of McGraw Electrie C ompany, make rs of 
‘Toastmaster’ Toasters, ‘““Toastmaster’’ Electric Water Heaters, and other ‘“Toast master’ Products. 
Copyright 1950, ToastmMasrer PRopucts Division, McGraw Electric Company, Elgin, Il. 


- 
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TOASTINAST 











ctric Company, Elgin, lil. 


DIVISION ° McGraw Ele 


R PRODUCTS 
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1 Please ego wien” Toastm 

co etings. 
hold sales me 

” Fret full Sales Training 


Please “— me details 


Program. 





























| le you ust KARAT GOLDS 





Cok EE nme re cae 


HERE'S INFORMATION YOU SHOULD HAVE 


a .‘s 





This BULLETIN describes a series of Karat Gold compositions developed by 
Handy & Harman for use on a wide variety of work. Each 
composition has properties and characteristics meta!lurgically 
balanced to meet specific requirements. These Karat Golds are 
true to karat, gauge and finish. If you are looking for smooth, 
economical, profitable production — WRITE today for your free 
copy of this informative BULLETIN 16. 








& HARMAN 
82 FULTON ST., NEW YORK 7, N. Y. 


Bridgeport, Conn + Chicago, Ill. + Los Angeles, Cal. « Providence, R. 1 * Toronto, Canado 





+ 
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.~ an odd earring? Then the 
place to send it, according to an 
article in This Week Magazine, is 
Marcelle Dorsay’s Earring Exchange 
at 1819 Broadway in New York, 
where she operates a sort of Reno 
in reverse by mating single ear clips 
whose other half has been hopelessly 
lost by its owner. In fact. she liter- 
ally saved the cost of a trip to that 
Nevada town for one couple whose 
union was rapidly dissolving because 
of the loss of a silver-and-coral ear- 
ring. half of a honeymoon gift from 
the husband. When the wife reluc- 
tantly told him of the catastrophe, he 
immediately stopped speaking to her. 
But, keeping her fingers crossed, she 
sent the twin to Miss Dorsay who 
promptly matched it and returned 
the pair to the wife. The husband 
was a lot happier when his wife told 
him that she found the stray behind 
the refrigerator. 

Miss Dorsay’s concern for match- 
ing ear jewelry began when she 
thought of thousands of single ear- 
rings stuck away in jewelry boxes. 
all quite useless without their coun- 
terparts, which had slipped away in 
telephone booths. railroad stations. 
and other public places. Since cos- 
tume jewelers produce thousands of 
one design. it was reasonable to as- 
sume that many could be easily 
matched and bureau drawers would 
become less cluttered and women’s 
dispositions better. So Miss Dorsay 
began the Exchange partly out of 
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sympathy for lonely earrings and 
partly to publicize a tiny latex, ear- 
ring-grip cushion she invented. 

As such, an odd earring is about 
the most superfluous thing there is 
and for one that remains in that un- 
happy state for three months, the 
divorce is final; Miss Dorsay sends 
them to Veterans’ institutions for the 
blind where they play a part in occu- 
pational therapy and are transformed 
into something more useful. If you 
submit an earring to the Exchange. 
vou can't always be sure of receiving 
a pair in return, for the person who 
sends the first one gets the pair. 
which is, after all. fair. 





Something to Think About 


LIQUID SAVINGS 


OF INDIVIDUALS 
10.4 IN THE U.S. 




















Ss ~\ Ni 
Yj LIONS OF DOLLARS 
7/7 ae PER QUARTER © 
Uli ——" o 


1944 "45 "46 "47 48 IS aNo 


949 


SOURCE: SECURITIES AND EXCHANGE COMMISSION 
GRAPHIC BY PICK-S.. V4 











The above chart does not show total liquid 

savings in hands of individuals (now at an all- 

time peak) but annual rate of accumulation of 
liquid savings. 
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OTICE to jewel thieves—would 

be, that is! The familiar little 
sign in the corner of a jewelry store 
window that has so many times been 
the factor which has decided a thief 
contemplating a “job” on a particular 
store. against it, has been changed. 
Instead of the small but well known 
JSA sign that thieves have been quick 
to note—and shy away from—the 
Jewelers’ Security Alliance has issued 
to its members a new metal stand-up 
plaque for their windows. The new 
sign bears the same offer, however. 
namely—*“‘$100 reward for the arrest 
and conviction of any person or per- 
sons commiting burglary, robbery. 
sneak theft, or window smashing on 





these premises.” 

As is well known by the under- 
world fraternity, this reward has 
been a most effective incentive for 
police as well as private citizens in 
helping to prevent and solve crimes 
against Alliance members. In an end- 
less number of cases it has been the 
means of bringing to light the evi- 
dence that has convicted literally 
thousands of thieves on “jobs” in 
which they thought they were clear. 
More than $275,000 has been paid 
out by the Alliance during its 67 
vears of existence for just these re- 
wards and it has spent more than 
$1.000.000 for detective services for 
its members and the trade at large. 

Good advice for anyone planning 
a job against a jeweler would be to 
take a second look at that jeweler’s 
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TWO NEW CHAMPS inthe champion baby ln 




















"Pandas Silver Friends’ 


educator set |! 


Fork and spoon in real child’s book, illustrated in color! 
Book tells an enchanting little story for the first few pages, 
then reveals baby’s new Educator Set! One of the most 
appealing things ever introduced in juvenile silverware . . . 
$2.00 retail. 








“Koko the Clown’ == 
educator set! 


Koko is a jolly little pink and blue crib toy that rattles 
when shaken, and forms a cute holder for baby’s new fork 
and spoon. Koko displays silverware nicely... feature him 
for that extra something that sparks sales... $2.00 retail. 


ISA7 Rogers Bros. gives you a juvenile silverplate item 
for evety customer... 75¢ to #1375 ! 


Companion Set: Matching fork, spoon, and cup for baby 
just learning to eat by himself... $5.00.* With matching 
napkin band... $6.50* retail. 


Bent-Handle Baby Spoon: Traditional shape, ‘individually 
packaged . . . $1.00 retail. 


3-pc. Youngster Set: Matching knife, fork, and spoon for 
4 to 10-year-olds. Gift and display packaged . . . $4.50 retail. 


Step-Up Set: Baby Feeding Spoon, 2-pc. Educator Set, 3-pc. 
Youngster Set... all in a deep-blue plastic gift and storage 
box .. . $6.75 retail. 


Little Folks Set: Matching Educator Fork and Spoon, cup, 
napkin ring, and porringer. Attractively packaged for dis- 
play . .. $13.75* retail. 


Kiddie Kit: Matching Educator Fork and Spoon, and cup 
...With gay duck plate in pink or blue. . . $6.00.* Without 


cup... $2.75 retail. 


Baby Feeding Spoon: Sized specially for baby. Individually 
gift-boxed ... 75¢ retail. 


Educator Set: Matching fork and spoon for babies learning 
to feed themselves. Gift-boxed . . . $1.75 retail. 


Fora BIG BABY BUSINESS, PUSH THE BIGGEST BABY LINE! 
KKK 
47 Kogers Bros. The Most Famous Trademark in Silverplate 
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*F ed. tax extra on holloware items 


Copyright 1950, The International Silver Co., Meriden, Conn. 
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windows. This new sign will be as 
easy to recognize as was the old one. 
If it’s there, and in most cases it will 
be, stay away from that jeweler! 

Speaking about the Jewelers Se- 
curity Alliance, when this crime-pre- 
venting organization was formed 
hack in 1883 it had 17 charter mem- 
hers. Today, 12 of these original 
frms are still in business and still 
members of the JSA, along with 
manv thousands of others. 

That’s a pretty good recommenda- 
tion for the Alliance and, incidentally. 
a small note of optimism for those in 
the trade who might be worrying 
about the stability of the jewelry busi- 
ness. 


© © 


EWELER we know had such a 

Christmas rush that faces became 
a dull blur at the end of the day. 
After completing sale after sale, he 
looked around for the next customer 
and spying a young woman. he in- 
troduced himself and asked if he 
could be of service. The young lady 
looked at the over-engrossed jeweler 
with a combination of surprise and 
wonder. “Perhaps I can help you,” 
she said. “I am Eleanor Kinnie. one 
of your salesladies. Remember me?” 

















q Uri had a poor year—com- 

paratively — but the farmer’s 
daughter seemed to retain her old 
appeal, for her city sister didn’t do as 
well in the matrimonial sweepstakes. 
According to the Metropolitan Life 
Insurance Co., about 1.580.000 were 
married in the United States during 
1949, as compared to 2.291.000 wed- 
dings in the all-time peak year of 
1946, and most of the down trend 
can be traced to the cities. 

Although Cupid didn’t twang his 
bowstring as many times in the past 
year as he did during the war and 
postwar years, he made up his lack 
of volume by going after bigger 
game; Vice-President Barkley, Clark 
Gable, New York’s Mayor O’Dwyer, 


and Dick Tracy. to mention a few. 
© © 
As almost everyone knows, the ’20s 


are having a renaissance in what 
might be termed, if a hasty judg- 
ment may be allowed. the beginning 
of the “fabulous °50s”. A mani- 
festation of this. in addition to the 
charleston, short skirts, and bobbed 
hair, is the custom of wearing 
jeweled shoes. A recent picture ar- 
ticle in Life displayed rhinestone 
trimmed pumps. jewel studded san- 











“Just what | wanted for my birthday—a key ring!" 
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dals, and rhinestone heels. Another 
interesting item was a bowknot of 
sequins meant to be worn on stock- 
ings just above the ankle. Just what 
the effect of this will be on the 
jewelry trade, we're not sure, but it 
might be advisable for enterprising 
jewelers to watch milady’s limbs for 
indications of future sales _possi- 
bilities. 


© © 
ILLARD  O. GEE, 34-foot 


watch and clock repairman of 
Nassau, N. Y., has a system for 
tackling the repair of six-foot grand- 
father clocks. 

He cuts them down to his size by 
laying the towering clocks down and 
tackling them horizontally. 

But while his small size may make 
it complicated for Gee to repair 
srandfather clocks, he finds it mighty 
handy in most of his work. His 
hands are small, too, and he finds 
their size makes it easy for him to 
manipulate the tools of his trade. 

Until he was 32, Gee had no idea 
of competing with the standard-sized 
artisan in any trade. It was at that 
time that a watch repairman in Nas- 
sau. annoyed by the inconvenience 
of his big hands complicating his 
work on small watch movements, 
suggested that Gee take up the trade. 

He began during the early days of 
World War II and made his contri- 
bution to the war effort by repairing 
all servicemen’s watches free. Spe- 
cializing in watches which were dam- 
aged during combat he said _ that 
some he received sounded like bean 
bags when shaken. 


© © 
LTHOUGH we do publish a lot 


of statistics on marriage (as a 
service to jewelers) we never did 
attempt to ascertain just how many 
Smiths got married each vear. We 
did find out one vital statistic, though. 
It seems that about thirty-nine years 
ago some Smiths from Pearson, 
Georgia, got married (just what their 
first names were, we don't know), 
but their offspring was christened 
“5/8”. Naturally, an explanation was 
needed. They said it was to keep him 
from getting confused with any other 
Smiths. To date, it has worked with 
everyone except his wife who calls 
him Willie. 5/8 is a City Council- 
man, a jeweler, and a manufacturer 
in his own home town. 
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Above: The striking simplicity of the lace 
hearts in the display of this Minneapolis 
jeweler emphasizes the smaller gift items. 


Below: Lots of hearts in this display from 
a large Boston store brought these presents 
close to the eyes of passers-by and proved 
to be the best way of getting them inside. 


To Set The Theme ::- 


Valentine Window Hits 















Above: The Smith Patterson store of Boston 
drew attention to their window by a broad 
display of glassware and china tastefully 
arranged in a theme of red and white with 
green ferns interspersed for added effect. 


Below: Mass display of heart-shaped silver 
bon bon dishes attracted customers to this 
window of Friedlander & Son, Seattle, Wash. 
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Below: Another Friedlander window featured 
mass display of rings with large red heart 
in the background for the Valentine theme. 
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Above: Long's in Boston, Mass., summoned 
customers to make their choice among the 
many gifts in their window. The heart in | 
the center was effective for silverware. | 


The mannikin in this window proved to be 
a star performer in attracting customers 
to the Michaud store in San Mateo, Cal. 











The pair of cupids on the solid red panel i 
reached the heart of the matter in display L | 
appeal at Stowell's store in Boston, Mass. 









Curved front highlights Brenner's corner location. 


ed 


Cellar Shops 


Double Stores 


see ORS, 



















A, unique as the store itself, is the hand- 

forged aluminum stairway which leads the prospective 

@ 4 customer from the street floor to the “Cellar Shops” in 
the remodelled and enlarged Raymond Brenner store in 

Youngstown. Ohio. The Wendell August stair, in which 


artistically engraved discs are set in its glass sides, is | 





but one of the many striking features Raymond Brenner 
has incorporated into this smart, new jewelry store. 
Although the street floor is a combination of the latest 


in architectural design and lighting, and provides an 
Patterned after the walk-down antique shops of exquisite setting for the diamond, sterling silver, watch 


Old Boston, the new basement department of the and fine jewelry displays. the Cellar Shops are an out- § 
| standing feature of the store. Resembling the walk-down | 


gift and antique shops in Boston, the idea and layout 
divided into separate sections devoted to silver, for the lower level store was originated by the brother of 
Raymond Brenner, Howard T. Brenner, who is merchan- 
dise manager of the Gorham Co., in Providence, R. I. 

The addition of the Cellar Shops, which cover 2,900 
square feet of selling space, and has been divided into 
various departments devoted to silver, china, glassware 
and gifts, almost doubles the size of Brenner’s. 

Upon entering the lower level shops, the Silver Corner 
is on the customer’s left. This section is devoted to 
domestic and English silver and other metals. Brass, 
bronze and aluminum items are available here, as well [ 
as items of wood. Focal point of interest is the corner 
shadow box, which effectively displays some of the choice 
items of the Silver Corner. The attention-getting feature 


Raymond Brenner store in Youngstown, Ohio, is 


china, glassware, gifts and rare collector items. 


by MARGARET ADAMS 
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The Court of Gifts occupies the center of 
the Cellar Shops. Open displays of china 
and crystal enable shoppers to view the 
entire selection before making a purchase. 
Individual "shops" are off Court of Gifts. 


e 


Below: Standing in a wide passage between the Court 
of Gifts, right, and the Silver Corner, left, customer 
looks into Collector's Corner at rear. Bottom: Vases, 
.o.. or ae .— = yy, _ decanters, figurines, music boxes and other crystal 
Tres TSR a e2 ee ae and china items suited for gift-giving, line the 
shelves of the Gift Court in many open displays. 


DORE 


of the shadow box is its distinct shape. the outline of a 
huge urn. An attractive table setting of china and silver 
displayed with a floral centerpiece, and a desk-type show- 
case at which customers may be seated and shown 
samples of place settings, increase the effectiveness of 
the department. 

: The Court of Gifts occupies the center of the down- 
stairs store. It has been designed to display crystal and 
china so that the shopper may view the complete selec- 
tion before making a purchase. Vases, figurines, music 
boxes, and decanters line the open wall shelving which 
runs between white brick pillars. With the accession of 
merchandise now available in the gift court, Raymond 
Brenner has introduced to the city such items as hand- 
made Lalique glass and the original “Pixies” of Millesan 
Drews. 

In the southwest corner of the Cellar Shops is the 
Collector’s Corner, which features rare antiques and 
collectors’ items ranging in size from perfume bottles to 
breakfronts. Wallpapered in an imported design which 
was printed in France, the predominantly maroon paper 
affords a pleasing background for the collectors’ haven. 


ee ore 


Two of the larger items in the corner are furnishings for specific items. Mrs. Clementine Medley, buyer for 
from the home of the Earl of Hamilton in Devonshire, the Cellar Shops, has affirmed, “We have many sources 
England. One is a console made in 1812; the other is to fill the collector’s needs.” 

a breakfront dated 1910. On the left of the Collector’s Corner are displayed 

If the store cannot supply a collector-customer’s re- crystal and glassware. This is bordered on the right by 

quest from stock, Brenner’s is prepared to take orders (Please turn to page 124) 
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Prestige Building Silver Display 


Sets Standard for Year "Round Promotion 
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This window exhibit of Barr's silverware lines set the pattern for all their future displays, 


Making full use of manufacturer-supplied promotional material, Barr’s of 


Germantown, Pa., concentrate regular window attention on their silver lines, 


upping both sales and store traffic at little increase in advertising budget. 


We three windows of Barr’s Jewelry 
store in Germantown, Pa., were transformed to make one 
dramatic display, a plan was launched which, in less than 
two years, increased silverware business 25 per cent and 
multiplied store traffic by a larger figure without substan- 
tially augmenting the advertising budget. Interest 
created by this display is developed by a well-integrated 
system of promotion including an effective interior pres- 
entation utilizing formerly wasted wall space, abundant 
distribution of literature from silverware manufacturers. 
and telephone solicitation. 

The windows which started the whole thing are on the 
side of the store along a small street off busy German- 
town Avenue, but they command the attention of pedes- 
trians and thus merit the care and attention usually 
lavished on front window displays. For the twelve years 
the store has been located here, at 5600 Germantown 
Avenue, costume jewelry, luggage, cameras and other side 
line items have in turn profitably occupied this valuable 
space. 

But Assistant Manager William B. Stewart decided that 
silverware was not being allotted its rightful share of 
display space. It was shown in less conspicuous side 
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windows near the rear of the store and in a single display 
case inside the store, with only a few samples of hollow- 
ware on enclosed shelves. “Silverware is a prestige item 
yielding high unit sales and rightfully belongs among 
the first four items in the consideration of a jeweler,” 
Mr. Stewart reasons. So he planned removal of the par- 
titions between the three windows nearest the corner to 
allow a single prestige-building silverware picture in 
place of the miscellaneous merchandise. Store Manager 
Perelman and J. J. Barr, Director of the six Barr stores 
in the Philadelphia area, agreed to the plan. Many 
arrangements were tried before a permanent pattern for 
the new exhibit was established which would give silver- 
ware the same emphasis placed on watches and precious 
stones. 

Recently Roland Parker, the local Oneida salesman, 
cooperated in arranging a display which established the 
format for current and future displays. A large, framed 
picture of a table set with silver flatware in the new 
Heirloom pattern in the background directed attention 
to the merchandise. A bridal doll dressed in satin stood 
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just beneath the picture pointing to five place settings 
| ed on painter's palettes around her. Two un- 
aa utdoor scenes superimposed with institutional 
inet ; ‘nino why one should buy silverware at Barr’s 
copy explaining why 

vraced the doors on each side of the centerpiece. 

° Almost directly beneath these balanced bouquets of 
“flowers” softened the effect. The “flowers” were really 
ornamental weeds, in rich brown and tan shades, pur- 
chased for $2.00 at a nearby Horist and arranged by 
piercing the stems in an “ice block made of styrofoam. 
(Incidentally this inexpensive block of ice” has had 
other uses in promoting silverware. William B. Stewart 
used them to hold silver flatware upright for the 1948 
Silver Parade.) In these “other windows” wares of 
other manufacturers were shown. While no partition 
breaks the view of the entire silver display, two narrow 
metal strips joining the three window panes form di- 
visions, thus allowing several manufacturers’ representa- 
tion in a Window featuring one. 

Neat rows of silver spoons, of different patterns, re- 
clined on velvet backgrounds framed by antiqued wooden 
frames, one at each end of the display. On the cus- 
tomer’s left, the “International Sterling” picture was 
shown, while on the right was silverplate with several 
well-known trade names. Harmonizing hollowware took 
the middle places and more flatware lay on the floor. 
Instead of the conventional velvet, the floor was covered 
with a protective rust-colored fabric on which were 
strewn rust-colored particles of foam rubber treated to 
avoid oxidation. This whole exhibit displayed 29 pat- 
terns and others showed up to 45 with the neat, unclut- 
tered appearance of a single silverware picture. 

This display occupied the large window during the 


This interior display 
unit, built at a cost 
of only $125, shows 45 
flatware patterns, sev- 
eral pieces of hollow- 
ware, and incorporates : 
ample storage space for = 
extra stocks of silver. 
































month of October, 1949. Eventually, each trade name 
handled by Barr’s will receive an equal chance at the 
center of the stage. At the same time, almost all trade 
names are represented in this window at all times. This 
rotation is not new at Barr’s but the dramatic use of 
travelling displays supplied by such manufacturers as 
Oneida is the most recent innovation. Stewart stresses 
the great value of travelling displays which are usually 
far more costly than most small jewelers can afford if they 
had to be bought. 

Rotating trade-named silverware assures a_ well- 
rounded showing of merchandise in the specially-built | 
interior display. The unit was designed by William | 
Stewart with the help of J. J. Barr, to utilize formerly 
wasted wall space. The lights near the ceiling are con- i 
cealed behind glass panels which bear the words: “Ster- 
ling—F latware—Plate.” Immediately beneath them, in a 
slightly recessed strip about five feet long, four rows of 
metal molding, the kind often used in kitchens to finish 
linoleum, were attached to the wall. Additional strips 
were placed in line with these to extend another foot 
and a half along the unrecessed wall. Into these, place 
setting pads were slid, which hold a total of 27 place 
settings vertically in neat rows—much like a constant 
silver parade. Total additional cost for showing these 27 
patterns so conspicuously amounted to only $1.28, cost 
of the molding. Beneath these, on what had been two 
graduated shelves for the display of small radios and 
appliances, a cabinet maker built a display case for 
hollowware, a knee-high shelf for showing less expen- 
sive silverware sets in chests, and storage bins for ad- 
ditional silver. The lowest shelf protrudes slightly to 





(Please turn to page 129) 
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A sculptured hand with an outstanding diamond holds ribbons leading to the merchandise. 


indows to Set the Stage 
for 1950 Diamond Exhibi 


i= big promotion event in March is the 
1950 Diamond Exhibit, sponsored for industry-wide co- 
operation by the Jewelry Industry Council. This year’s 
Exhibit is scheduled to open in the nation’s jewelry stores 
on March 23rd, running through April 12th. 

In calling this year’s promotion the 1950 Diamond 
Exhibit, the Council is operating on the very sound idea 
that more people can be persuaded to visit your store to 
see an exhibit where there is no compulsion to make a 
purchase, than can be brought in the store on purely 
merchandising ideas. Of the group who “visit” a good 
percentage are bound to buy and return to buy again. 

The success of the Diamond Jubilee last year and of 
other similar industry-wide promotions is convincing 
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by VIRGINIA DIXON 


evidence of the value of these campaigns individually. 
As they are continued from year to year, the cumulative 
power of these promotions makes them increasingly effec: 
tive and it becomes more and more important for every: 
one to participate so that past gains are not lost. The 
Council’s excellent efforts to make the public jewelry 
conscious are of little avail without complete cooperation 
from the industry—particularly from the retail stores— 
for that is the point of contact with the customer. 

An excellent program of suggestions for all types of 
promotion to tie in with the Diamond Exhibit is offered 
in the Council “idea” booklet. These include several 
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The second industry-wide diamond promotion will run in the nation’s jewelry 


stores from March 25rd to April 12th and is geared to the principle that many 


display suggestions and a set of display cards are also 
available. To be completely effective all of these sugges- 
‘ions must be adapted to the requirements of each indi- 
vidual store. Whatever materials and ideas are used must 
be in harmony with the store’s customary policy, but 
the basic ideas suggested by the Council are applicable 
to almost everyone. For example. they urge suggesting 
diamonds for a number of gift occasions not so fre- 
quently featured as wedding and engagement rings. 

The diamond as April’s birthstone deserves generous 
promotion and can offer modestly set pieces of jewelry 
as well as more expensive rings. A diamond ring for 
mother when the baby is born—a belated engagement 
ring, most appropriately presented on a wedding anni- 
versary, but welcome at any time—the exchange of gifts 
of diamond jewelry between the bride and groom—a 


diamond as a testimonial gift—diamond religious jewelry 
(Please turn to page 130) 


more people will visit a store to see an exhibit if they are not obliged to buy. 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Scroll Window 


Material 


Heavy background paper 
—white or pastel color 


about 26” x 40” 


Ribbon—‘2 inch width— 


pastel colors 


Lettering and copying dia- 
mond designs on back- 


ground 


Source 


Artist material or display 
supply house 


Department store 


Show Card Writer 


Wedding Window 


Bells — papier mache or 
meshed tissue paper as- 
sorted sizes 5” to 10” 


Ribbon for hanging bells 
Wedding bouquet—real or 
artificial 


Local Dennison dealer or 

Garrison-Wagner Co. 

2018 Washington Ave., 

St. Louis 3, Missouri 

Department store 

Florist or Department 
Store 





Wedding theme in white and pastels accents natural beauty of the gems. 


: 
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Woes the Duval Jewelry Company pre- 
pared to open its new store in Jacksonville, Florida. it 
had the experience gained from opening fourteen stores 
in Florida during the past thirty-eight years. They have 
accumulated enough stores and sales volume to be un- 
questionably entitled to their slogan: The South’s Largest 
Jewelers. As a result, the opening made use of every 
conceivable method of promotion that had proved valu- 
able to this company through the years. 

Duval began the promotion for their removal sale by 
the use of unique teaser advertisements to arouse curi- 
osity. On each of the advertisements was printed, in large 
black type, the letters, “W. M. D. ???,” and these words: 
“Coming: the greatest of its kind ever in Jacksonville.” 
Three of these advertisements were scattered around in 
different sections of the paper every day for a week. By 
that time everyone was wondering what “W. M. D.???” 
meant. 

On the opening day of the sale Duval came out with 
a full page advertisement in the morning paper announc- 
ing the removal sale, and explaining the mysterious large 
black letters: “We’re Moving Duval. Get in on the big 
Values During Our Store Wide Sale.” 

To give added value to the promotion, thirty thousand 
tickets were printed and given to the customers coming 
into the store during the removal sale. These numbered 
tickets were signed by the customer and the detachable 
stubs were dropped into “Duval’s Lucky Red’n White 
Barrel,” which stood outside the store entrance. On each 
ticket appeared the letters W.M.D. and a picture of the 
new store. This promotion was continued through the 
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Long line of Curved 
wall cases Presents 
a panorama of mer. 
chandise to Customers 
upon entering store 


| ILI ee 








1 Doors | 


Will OPEN 





Crowd jamming opening of Duval store was continuous all day. 


evening of the formal opening day in the new store: 
names were deposited in the barrel right up until the time 
of the drawing for the free prizes. 

Beginning in the Gift Department, the removal sale | 
lasted two and a half months before opening day. 

At three o’clock in the afternoon the wide plate-glass 
entrance doors swung open, and Oliver A. Jenkins, prest- 
dent of the company. stepped forward to cut the tape 
that officially opened the new store to thousands of visitors 
sathered there. 

Mayor Haydon Burns. who assisted at the inaugural 
ceremonies, gave a brief talk in which he described the 
opening of the new store as an asset to the downtown 





business section. 
Gifts were given to the thousands of people who visited 
the store during the three-day Grand Opening. Children | 
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attending this gala affair were given little red-and-whiie 
paper caps. Grown-ups received key-shaped, pearl handle 
knives attached to key chains with a printed message 
saying a “Key to the New Duval Jewelry Store at 34 
West Forsyth Street.” 

The fourteen babies born in the city of Jacksonville 
during the three-day opening of Duval’s most modern 
store. were given a diamond ring upon presentation of 
the birth-certificates. Prizes were also awarded to the 
holders of the three oldest receipts presented on opening 
dav. The dates of the receipts, originally obtained at 
previous Duval openings, were 1916, 1922 and 1924. 

The final event of the opening day was the drawing 
and awarding of over $1000.00 in prizes. at 7:30 Thurs- 
day evening. The huge crowd gathered outside the store. 
blocked traffic on West Forsyth Street for about one hour 
during the drawing. Henry V. Jenkins, vice-president of 
the company, awarded the following prizes: 

First prize a $300 diamond ring; second prize a home 
movie outfit, consisting of a camera, projector and 














Giftwares are given accent in new store in large depart- 
ment of their own on second floor. Merchandise is shown 
in well lighted, easily accessible open display fixtures. 
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~ Combines Promotion Successes of Past 


Teasers, display and radio advertising, direct mail, drawings, give-aways and 
personalities—all used with good results as individual promotions—were 


successfully combined in all-out effort at Duval opening in Jacksonville, Fla. 


by FLORENCE HUNTER 


screen; third prize was a motion picture camera. 

Other prizes were a man’s wrist watch; a 17-jewel 
lady's wrist watch; a choker and earring set: a set of 
silver; a silver water pitcher; a electric percolater and 
several men’s and ladies gold filled metal watch bands. 

Printed invitations announcing the formal opening of 
the new home of Duval Jewelry Company were mailed 
to each regular customer. In addition ten thousand new 
names were selected from the telephone book and checked 
against the regular store mailing list. Twenty thousand 
in all were sent out. 

Of special interest and attracting large gatherings dur- 
ing the opening was a Portable Television Set on display 
in the Radio and Appliance Department. When television 
officially arrives in Jacksonville, Duval will be ready to 
serve their customers. 

The first publicity promotion in the new store was in 
the form of a “Meet The Author Party,” which was held 


in the lounge of Duval’s new Gift Department. The party 
(Please turn to page 132) 
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A large and well-stocked silver department is located on 
the main sales floor where specially-built cases display 
flatware patterns on removable trays at easy-to-see angle. 
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Introducing . . . 


A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Instructor in Engraving 
Bowman Technical School 


Dedicated to business-building for retail jewelers, this book, to run 
serially in JEWELERS’ CIRCULAR-KEYSTONE beginning next month, is 


introduced here by John J. Bowman, head of the Bowman Technical School. 


I, this foreword to Allen Hardy’s book on 
learning engraving, I have chosen to emphasize the prac- 
tical business aspect of the subject, the earnings and 
certain other profits to be gained from practicing the 
art, rather than to dwell at any length on the beauties 
of the art itself. This, because I believe that not many 
students of the branch of engraving with which the book 
is concerned, would pretend that their interest is mainly 
in “art for art’s sake.” 

It is well known in the retail jewelry trade that the 
work of a really artistic letter-engraver is valuable in two 
entirely different ways, one of them being, of course, 
profit that may be figured on a price-per-letter basis. 
But a much greater profit can be realized on beautiful 
engraving in quite another way, in terms of business- 
building and added sales volume in jewelry store mer- 
chandising. 

During nearly a half century devoted to directing the 
work of Bowman Technical School, I have had intimate 
knowledge of the histories of hundreds of retail jewelry 
businesses, in their growth from very small beginnings, 
in some cases to become great and leading establish- 
ments of today. Many of the graduates of our school 
have started businesses as repair shops, with little more 
invested than their tools and their technical skill in 
repairing timepieces, in engraving, and/or jewelry work. 
Then, the successful business-building is seen to have 
been largely the result of giving customers service on 
individual jobs of shop work, superior to that given by 
local competition. 

For example, in the engraving field, a customer given 
an unusually beautiful piece of work shows it to friends, 
and incidentally, becomes an active promoter of the busi- 
ness of that particular jeweler by sending customers to 
him. These, in turn, recommend him to their friends, 
and so on, thus setting up a veritable chain-reaction of 
business-building for the jeweler, at no cost to him, but 
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Cognizant of the extra-profit possibilities open to the 
retail jeweler through engraving, both from direct 
profit and business building potential, JEWELERS’ 
CIRCULAR-KEYSTONE will begin in the March issue a 
course in practical engraving, designed to broaden 
the jeweler’s scope in customer service. 

Written by R. Allen Hardy, Instructor in Engrav- 
ing at the Bowman Technical School, in Lancaster, 
Pa., this course is based on the systematic course of 
instruction developed by this nationally-known trade 
school during the past 50 years. 

While it cannot and is not intended tv take the 
place of personal instruction in a good school, this 
course is offered for those who are unable to take the 
time from their business to attend a school. With 
its background of practical in-school training, this 
course, following as it does as close as possible a 
course of personal instruction, not only is set up for 
learning engraving from the beginning but is designed 
to be helpful to engravers as a guide in making them 
more proficient in their work. 





surely more effective and resultful than other kinds of 
advertising that would cost a great deal of money. 

By this simple means of circulating jobs of highly 
admired shop work in his community, the jeweler gains 
progressively a personal reputation as a master of his 
craft, technically, and people very naturally go to him 
when they need to buy things in the jewelry store lines. 
Why? Because most people realize how much technical 
knowledge is needed to choose good values safely in the 
precious things sold by jewelers, so they are apt to seek 
advice and buy merchandise from one who is believed 
to have expert knowledge, rather than trust to guidance 
by the claims of the ordinary forms of advertising ol 
the jewelers’ wares. This is the psychological basis of the 
remarkable effect of better-than-average shop service, 
including engraving, in building up selling power and 

(Please turn to page 133) 
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every month is a selling month for you with... 
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the word is RONSON 


... that famous name and trademark of the world’s greatest lighter! 
We could write a volume about what this trademark stands for... 





the outstanding quality, the precision craftsmanship, the exacting 
jewelry standards ...the built-in integrity that make Ronson the 
world’s largest selling line...the dominant national advertising 
and year ’round dealer helps, creating ever-increasing demand... 
the coast-to-coast network of 15 factory-operated service 
stations, maintained for customer convenience and goodwill. 


All this makes it possible for you to write a volume—a volume of 


steady, profitable business. 


Sell Ronson proudly. And profitably! Because Ronson is always 
alert to new features, new developments that keep your profits 
climbing! And because every model bears the confidence-inspiring 
trade-mark RONSON, your customers know they can depend on it for 
years of faithful service... Yes, it pays you to concentrate on Ronson! 


ONSO 


WORLD’'S GREATEST LIGHTER 


Tune in Ronson’s “20 Questions” Saturday nights (Sunday nights, Pacific Coast), 
Mutual Network...and Ronson’s“‘Johnny Desmond Show” Wednesday nights, ABC 








® 
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Mass Display Means More Sales 


By picking out specials to attract customers to the store 


this Houston dealer found that more expensive items were 


purchased—if they were mass displayed with eye appeal. 


by C. 
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Kasrs in Houston is observing its first 
birthday. And there is reason for celebrating and re- 
joicing. Starting from scratch in a highly competitive 
city, the store showed a net profit. Records prove that it 
is unusual for a jewelry store to break even in its first 
year of business, but Bob Eckstein, though not from 
Missouri, is one of those you-gotta-show-me type man- 
agers. Having no precedent he followed none. Success 
ensued! 

Kent’s acquired a building that had once been a bank, 
one of the old fashioned types with awe inspiring height 
topped by a metal ceiling. One would not deliberately 
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THOMAS 


The gift department of Kent's 
on their first anniversary is 
indicative of the __ intelligent 
mass display methods utilized. 
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pick the location as an ideal one for a jewelry store. The 
store is located on Main Street,—but the city is growing 
away from it. The traffic breaks two blocks south. Mer- 
chandisingly speaking they are on the wrong end of a 
one-way-street. 

The first problem was to attract customers to cross the 
new store’s threshold. “And to do this,’”’ said Eckstein, 
“we picked specials from our gift department, for without 
these customers we'd have no one to patronize our jewelry 
department.” Eckstein pointed out that there is a limit 
to the demand for watches, diamonds, and other jewelry 
items.” 
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Bob Eckstein, Kent's manager, 
presents a radio and a lamp to 
the young lady as a reward for 
procurement of 93 new clients 
who spent more than $15 each. 


Eckstein knew that electric irons are repeatedly being 
replaced. He ordered in a big stock of a certain kind 
and lesser stocks of other manufacturers’ types. He placed 
a big display ad in the paper advertising one of which 
. he had fewer on hand, for $7.95. 

No, this was no mistake; Eckstein definitely wanted 
to sell the irons in which he had the largest stock. And 
he did. 

This display unit was built up with nothing but electric 
irons. About 60 of the advertised irons were put in the 
| center of the display,——but on both sides and above and 
| below were some three hundred of the irons not adver- 
| tised, while other makes were displayed at both ends. 

The first day of the sale 493 irons were sold, less than 








This display unit, running down the center of 
the store is used primarily for mass displays. 
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100 of these were the ones advertised at $7.95, while over 
200 of the mass displayed irons were sold. The people 
came in to buy a $7.95 iron and the majority walked out 
with one for $12.95. 

Mass display did it. 

“People are impressed by what they see,” said Eckstein. 
“When they saw the big display of one kind, so many 
more of them than the others, they inquired if they, too, 
were on sale. Immediately when they saw the name they 
thought of other items of the same make. This we know, 
for they commented on it. Obviously, if we had so many 
of this type iron, customers reasoned that we must be 
sold on them ourselves. It pays to pay strict attention 
to customers’ comments. From these comments you learn 
how to appeal to people.” 

The merchandising angle employed here was to appeal 
to them with an attractive price to get them in the store. 
Once inside the store a knowledge of merchandising re- 
sulted in nearly doubling the sale without high-pressure 
tactics. 

Eckstein did the same thing with smoking stands. He 
bought a quantity of bright, highly polished stands to 
retail at $12.50. Did he advertise $12.50 stands? Of 
course he didn’t! Eckstein bought a few cheaper ones 
and advertised them for $5.95. The mass display of the 
higher priced stand made the sale. 

“It must be remembered,” said Eckstein, “that people 
are in a different frame of mind sitting home reading an 
ad than they are in a store comparing values. And you 
can't attract as many people with a higher priced item 
as you can with a low priced one. In an ad you want 
to arouse the reader’s curiosity. You want them to ask 
themselves: ‘Just how good can a $5.95 smoking stand 
be?’ And to satisfy their curiosity they come in to in- 
(Please turn to page 136) 
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*Personals’ 


Spot Jeweler 
In Public Mind 





Ingenious advertising of Harry Curtis plus 
policy of customer service, has made him a 


very well known jeweler in Santa Monica. 








ies problem of creating advertising copy 
that attracts attention, yet maintains a jeweler’s dignity. 
has been solved successfully by Harry V. Curtis, owner 
and operator of Curtis Jewelers and Watch Hospital. of 
431 Santa Monica Blvd.. in Santa Monica, Calif. So 
successful has this advertising been, that Curtis is now 
the most talked-of jeweler in his city, as well as being 
one of the busiest; a combination that can only add up 
to profits. 


These effects were not achieved with elaborate cuts in 
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Regular display advertising 
telling of complete services 
available at Curtis Jewelers 
is interspersed with ingeni- 
ous Personal Column notices. 





by JOSEPH MURPHY 


A steady advertising schedule 
has given the jewelers name 
to this prominent, busy down- 
town corner in Santa Monica. 





costly. large-space ads. To the contrary, they were 
brought about by a mere two or three lines of 6-point 
type. costing less than two dollars a line. The “secret” 
behind the ads’ appeal is the ingenuity and knowledge 
of human nature possessed by the copywriter—Curtis 
himself. He knows that people are interested in other 
people, and especially in the private affairs of other 
people—which is the main reason we have newspapers. 

In most newspapers there is an advertising column 
for “Personals,” and it is in this column that Curtis 

(Please turn to page 135) 
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Your customers don’t know... 


... that nature labored for countless ages to 












produce crystalized carbon... the element 






whose atomic structure forms the diamond. 











diamond 











_.. that only the Circle of Light reveals ALL the fire 

and brilliance that nature imbedded in this 

priceless gem. They can see for themselves the greater 
loveliness, greater blaze of glory. They can see the extra 
value, too... for this brilliant gem costs no more, 

and sometimes less than ordinary diamonds. 


Los Angeles Office: 
220 West 5th St. Brothers. Ine. 62 WEST 47th STREET, NEW YORK CITY, N. Y. | 








Melee Plant: 
305 East 45th Street, N. Y. C. 


Diamond Tool Research Co., 304 East 45th Street, N. Y. C. | 





Gift-Wrapped Store 
‘Presented’ 


On City Anniversary 


by P. H. PATRICK 





Steady barrage of pre-opening advertising brought 
large crowd to opening ceremony. Sidewalks were 
thronged for blocks in both directions from store. 


A TWO-DAY celebration, inspired by the 
200th anniversary of the founding of Alexandria, Vir- 
ginia, featured the opening of the fourth Franc jewelry 
store in the Washington area. Since it was a birthday. 
the new store was gift-wrapped in a thousand square feet 
of non-inflammable cellophane tied with green satin 
ribbon, a proper setting for the presentation of 5000 
Princess Aloha orchids flown from Hawaii by American 
Airways. 

Although ambitious plans to stop traffic on King 
Street, the city’s main thoroughfare, were promptly 
vetoed, such projects were hardly necessary, for people 
began arriving two hours before the opening and the 
sidewalks were thronged for two blocks on each side of 
the entrance. The first woman to enter was presented 
with a gift, which she readily deserved after queuing 
since eight o'clock. 

Of course, without good publicity in all media, the 
opening could not have been the success it was, but 
Franc’s had wisely arranged for a steady barrage of 
advertising to keep the public’s attention centered on the 
new store. Four full pages were carried in the city news- 
papers and “spots” were used every thirty minutes on 
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Wrapped in cellophane and tied with a ribbon, 
Franc's was opened on city's 200th anniversary, 


Three finalists of the Miss Washington contest 
were on hand to pin orchids on store visitors. 








the local stations during both days. Opening day cere- 

monies were the subject of a half-hour, morning broad- 

cast at 10:30 over Washington station WWDC and a 

re-broadcast from inside the store that night over Arling- 

tons WEAM. On Friday noon, Connie B. Gay, radio 

star and impressario of Hillbilly music, entertained over 
(Please turn to page 125) 
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Use this ‘‘Diamond Cutting’”’ Display 





in your window and on your counter 








Keep diamond sales 
coming your way 


Tie in your sales efforts with the diamond promotions that 
are working for you. They include... 


ADVERTISING supporting the engagement ring tradition 
—in leading national magazines. Advertising stressing 
the fashion significance of diamonds—in outstanding 
fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—‘‘The Eternal Gem’’—to show in your town. 
Write to Association Films, 347 Madison Ave., New 
York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL . . . Helpful FREE booklet, 
“More Dollars from Diamonds.” Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th St., New York 17, N. Y. 
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tees interesting, educational display shows the 
evolution of the gem stone from the “rough” to the finished 
58-facet “brilliant”? cut diamond. There are 9 accurately 
cut oversize glass models, each with a handy metal stand, 
and appropriate descriptive card. There is also an informa- 
tive brochure covering each model and the various stages 
of cutting. It’s a set you'll use for years on end, for window 
and store displays, and for describing the intricate diamond- 
cutting operations to prospective customers. 


Made in Czechoslovakia, this set comes in a handsome, 
sturdy box with velvet trays. Cost complete is $60. 


Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 East 45th Street, New 
York 17, N. Y. 


De Beers Consolidated Mines, Ltd. 
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Promotion Plus Service 


Makes Most of Potential Lighter Volume 


Cigarette lighters account ~ 
for considerable amount of | 

this store's gross. Much of im 
this volume can be attributed 
to frequent, effective displays. 





A large, varied stock of cigarette lighters attracts customers through 


effective displays and brings rapid turnover through increased sales. 


Here are some suggestions on how to expand sales and service income. 


Renaiaeia lighters are a type of merchan- 
dise particularly susceptible to well-planned promotion in 
the jewelry store, according to Millard G. Krisman, head 
of Krisman-Frey Jewelers, 8th and Washington, St. Louis, 
Missouri. 

While recognizing the fact that every corner drug- 
store, hardware store, tobacco shop and even grocery 
stores represent competition in the cigarette lighter field, 
Krisman cheerfully tosses aside any notion that their 
combined competition is too strong for the jewelry store 
to compete with. “What the average jeweler is likely to 
forget is that there is always a certain amount of prestige 
connected with buying a well-known, nationally-adver- 
tised cigarette lighter from a reputable jewelry store 
with a fine name,” he indicated. “I believe that over- 
looking this point is responsible for the fact that too many 
jewelry stores carry small, limited lighter stocks, and 
make no effort to service the market, with the result that 
much potential sales volume is lost.” 

At Krisman-Frey, an entire seven-foot counter-case is 
devoted solely to cigarette lighters, and there is invariably 
an unusual, eye-appealing window display facing St. 
Louis’ most heavily-traveled downtown street. Unlike the 
average jewelry store, Krisman-Frey carries more than 
12 brands in stock, and sometimes augments this to as 
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by R. L. ATKINS 


much as 15 or 16 when acceptable new types come on the 
market. “Of course, we carry all of the leading, reliable 
brands of cigarette lighters which have become the stand- 
ard of excellence with the average customer,” Krisman 
said. “However, there is an equally good market for 
similarly sound, dependable lighters which, in many 
cases, have staunch followers of their own. Thus, while 
we do not handle trick cigarette lighters of any kind, we 
are willing to give any tested, thoroughly dependable new 
line space in our merchandising program.” 

By far the most effective sales asset in lighter merchan- 
dising at the Krisman-Frey store is the display window 
pictured—which is repeated several times a year. As 
shown, the display with seven step-back rows of lighters, 
shows all 12 of the brands carried by the store, including 
pocket lighters, table models, and heavy-duty varieties. 
For a simple stunt which has insured that the windows 
command maximum attention, Krisman scatters actual 
cigarettes through the display, with three or four laid here 
and there along the shelves, projecting out of cigarette 
trays at the rear of the display, etc. People will stop and 
look at the cigarettes lying in the window, where they 

(Please turn to page 137) 
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Greatly adding to the display effec. 
tiveness of remodeled Wallace store 
are the new fixtures which permit q 
greater part of the merchandise to 
be shown and plainly seen by buyers, 








by E. R. LARKIN 


Concealed illumination (below) high. 
lights the displays of china, glass. 
ware and gift items occupying cases 
along the entire right wall of store. 
Bottom: Counter fronting the repair 
department is used for open displays 
of less expensive items of giftware, 


Ageressiveness 
Is a ‘Must’ 


For Small Town, Too | 





= the only jewelry store in town does 
not thereby place the owner in an enviable, competition- 
free position. Rendell Wallace, of Wallace’s Jewelry. 
Poulsbo, Wash., can count at least four major sources of 
competition for his customers’ dollars from where he sits 
as owner of the only jewelry store in this town of 1,500 
population. These are: the city of Seattle, the city of 
Bremerton, the mail order catalogues, and other retailers. 
Seattle is just 15 miles and a ferry ride from Poulsbo and 
Bremerton is less than half an hour’s drive away. 
Aggressive merchandising policies were therefore just 
as necessary for survival in-the case of Wallace’s Jewelry. 
as for a jeweler in a high-rent, large city location. Inaugu- 
ration of just such policies has been primarily responsible 
for growth of the store from its original watch-repair shop 
status to a well stocked, modern jewelry store. 








The repair shop was established in 1911 by Rendell years, and includes a move to a new and modern store In 
Wallace’s father. Rendell went to work in the shop in a better location, and gradual expansion of inventory. 
1932, and later took over following his father’s death. Though jewelry and giftware sales were already an 
The main store expansion has taken place in the last ten important factor, the move to their present location, 
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Pence 
Dilishy 


for those who desire the finest. 
Individual treasures available on 
consignment for your special requirements. 


A complete selection of 


platinum and gold jewelry, precious 


-olored stones and loose diamonds. 





: r aymond abrahams 551 Fifth Avenue, New York 17, N. Y. 
Phones: VAnderbilt 6-0457-8 
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which took place two years ago, has brought a number of 
important benefits. 

By moving about ten doors up the street, it placed the 
store in a much better foot traffic location. Since window 
display is an important part of Wallace Jewelry’s promo- 
tional program, this made the windows just that much 
more effective. 

Second, it approximately doubled the floor space and 
quadrupled the display area. This latter improvement 
was due to installation of new and more attractive display 
fixtures. Though relatively little new stock was added at 
the time, greater display area enabled them to place vir- 
tually all of it where it could be plainly seen by prospec- 
tive buyers. 

Third, the new lighting arrangement increased effec- 
tiveness of the displays still further. Concealed fluorescent 
lighting on the tops of the wall cases highlights the mer- 
chandise below. In addition, these cases were built to 
cast light upward on the walls as well. This brings out 
the light green color of the walls and makes the store’s 
interior more attractive. Lights over the service cases are 
focused to cast the light directly onto the cases instead of 
dispersing the beam. Two spot bulbs are used in the 
window for colored lighting effects. 

Other features of the new store are the shelves for 


Much of the window attention value 
is due to the efforts of Mrs. Wal- 
lace and Wallace's sister who plan 
displays together and add to their 
effectiveness with clever artwork. 


108 


Much emphasis is placed upon good 
window display. Interior of store 
seen through backs of windows pro- 
vides effective background display, 


replacement stock at the back of the left-hand wall case, 
and the diamond room. The shelves are both a space. 
saving and a step-saving convenience. The diamond room, 
at the left front of the store, is concealed by a curtain 
and is invaluable in closing sales with easily embarrassed 
customers. 

Results of the move to his new location have been an 
increase in sales the first year of approximately 100 per 
cent over previous totals, Wallace reports. Sales have 
since fallen off considerably due to local and other fac- 
tors. A local factor of importance has been the decline in 
population due to cut-backs in wartime industries. How. 
ever, sales are still at least double what they would have 
been in the former location, he estimates. 

Window display has been used to particularly good 
effect at Wallace’s Jewelry. On the assumption that “our 
window is our counter,” considerable pains are taken to 
build a display that will attract the attention of passing 
pedestrians. 

One display which served this purpose exceptionally 
well was built around a collection of South American 
butterflies which a local resident loaned to the store. 
Another was a local man’s antique gun collection. These 
not only stopped traffic, but in the case of the insect dis- 

(Please turn to page 131) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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TAR SAPPHIRE 


We have a large stock of Precious Stones, mounted and unmounted from 
which to make your selection. Let us cooperate with you on your special calls. 


EROME RICHHEIMER | Inc. 


GEMS OF 


608 Fifth Avenue nie New York 20, N.Y. 


THE MOOE’* * Reg. U. S. Pot. Off. 
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A beauty shop and jewelry store is 
a unique combination but the Evans 
of Chattanooga, Tenn., have built a 


sideline into a profitable business. 








Jewelry, the store's chief draw- 
ing card, receives the major em- 
phasis in the front show windows. 


A BEAUTY shop and jewelry business is a 
strange combination to be housed under the same roof 
but for the Evans, of Chattanooga, Tenn., it is one that 
has worked out very profitably. 

Carter H. Evans and his wife, Irene, have been in the 
beauty shop business for 15 years but the jewelry side of 
this unique business combination was an outgrowth of 
circumstances that like “Topsy” in the story “Uncle 
Tom’s Cabin,” “just growed.” Until 1942 when Carter 
H. Evans was called for his “stint” in the army, he and 
his wife, Irene, operated a profitable beauty salon in the 
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Display counters at Evans’ store 
line the path to beauty salon in 
the back and after her coiffeur 
is finished, many a lady cannot 
help but stop to see what's new. 


by CHRIS FREEMAN 
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rear of a millinery shop in an excellent downtown loca: 7 
tion. During his army service his wife carried on the | 
business alone. Shortly after his discharge in 1945, the | 
millinery shop lost its lease which automatically cancelled” 
the Evans’. A search for a new location was begun. | 
A spot was finally found; a shoe shine and dry clean 
ing store which was closing. The location was good and — 
the Evans signed the lease. They drew up their own | 
plans and had a contractor do the work, costing them — 


some $5,000. 


(Please turn to page 138) 
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We obtain “rough” direct from the 
source... expert cutting and polish- 
ing is done right on our premises. 

Your selection can be made from 
complete stocks ... whether it be ten 
pointers... quarters...halves...or 


even 20 carat stones. 


Pues thai Chidllenge He Fndudliy! 
Visit our building ... or write... we | 
would like to show you how our 
rigid manufacturing controls result 


in prices that challenge the industry: 
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Valentine’s Day 
Leads JIC 1950 | 


2 
mane 


Promotion Parade | 


perms the new year off to a flying start 


promotion-wise, the Jewelry Industry Council has sched- ee 

uled and laid plans for six nation-wide cooperative pro- le a 
motions designed to keep jewelry store merchandise in nei 
the public mind from February through June, with at 


least one promotion event scheduled for each month dur- 
ing this period. 

Specific promotions scheduled during this period in- 
clude: Valentine’s Day Promotion, February 14; a na- 
tion-wide promotion for diamonds called “The 1950 
Diamond Exhibit” from March 23 to April 12; a nation- 
wide promotion for silver called “The 1950 Silver 
Parade” from April 20 to May 6; a promotion for 








Mother’s Day, May 14; a promotion for Graduation, and Among the persuasive appeals for jewelry store mer- 
a promotion for Father’s Day, June 18. chandise, it is emphasized, are beauty and long life of 
Since work on the first three of these promotions, Val- the gift, qualities that make the jewelry store Valentine's 
entine, Diamond and Silver, has been completed, Albert gift long and happily remembered. 
E. Haase, Executive Director of the Council said, it was It is also pointed out in the Council’s plan book that 
now possible to give detailed reports on them. Valentine’s Day is the first fixed gift-giving occasion 
First of these promotions is that for Valentine’s Day, after Christmas and as such it provides the retail jeweler 
February 14. The Council’s promotion idea book for with a real opportunity to break the usual post-Christmas 
retail jewelers for the Valentine’s Day promotion em- sales lull. 
phasizes the fact that jewelry store merchandise has an The Council’s Valentine’s Day idea book for the retail 
appeal for Valentine’s Day gift-giving that is lacking in jewelers includes layout and copy for newspaper adver- 
a number of other products that are promoted as gifts tising; radio commercials; direct mail suggestions and 
for this occasion. (Please turn to page 139) 
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WRITE FOR PRICE LIST 
TODAY 


Kimberley Diamond Co. 


18 JOHN STREET NEW YORK 7, N. Y. 
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Cut Down Those Merchandise Returns! 


A seven per cent slice in your sales, represented by returned goods, is 


something to consider. A cooperative plan worked out by Dallas, Texas, 


retailers has upped their year-end net by a considerable percentage. 


Wen returned merchandise runs to 7 per 
cent of your sales, that’s a big slice being taken out of 
your profits. And 7 per cent—7.1 per cent, to be exact— 
is the percentage of returns averaged over the nation, 
according to Department of Commerce figures for 1947. 
Yours may vary from this, but it is a fact that in many 
jewelry stores, returns cut down the profits considerably. 

What can be done about it? Is there a way to reduce 
this business hazard and profit-chopper? The fact that 
returned merchandise is running higher now than in 
previous years lends interest to a scheme worked out by 
Dallas merchants that has reversed the trend to returns 
in that Texas city, thus increasing the net sales figures 
and upping the year-end net of Dallas jewelers by a con- 
siderable percentage. 


THREE-PART PLAN 


Briefly, the plan consists of three phases, according to 
R. C. Dolbin, executive secretary of the Dallas Retail 
Merchants Association. The three are—customer educa- 
tion, employee training, and cooperation between par- 
ticipating firms. 

“We started this promotion in 1936,” Mr. Dolbin says, 
“and discontinued it during the war. But at the close of 
the war, we took it up again without delay because we 
foresaw an increasing trend toward merchandise returns, 
as selling became more and more of a chore when con- 
ditions turned competitive. 

“Now, we run two promotions a year. Each continues 
for about five weeks, and during those five weeks, every 
selling tool is employed to put across the advisability of 
fewer returns. We use newspaper space, radio time, and 
direct mail advertising. The Association has about 350,- 
000 booklets or folders printed, and gives these to the 
stores to be sent out as statement stuffers, package stuffers 
or in other ways. The promotion has been extremely 
successful.” 

The first phase—customer education—was accom- 
plished by means of heavy and continuing advertising, 
run over the signature of the Association and supple- 
mented by insertions over the signatures of the Dallas 
firms. These were combined with radio and direct mail 
ads that all harped on this theme (expounded by the 
insert sent to customers by the Dallas stores) : 

“Life is too short to live it hit or miss... . 

“I plan my time. ... 1 budget my money. ... I arrange 
my work and play to get the most from every minute of 
living. Take shopping, for example. Decisive shopping 
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by BETTY LEE GOUGH 


is fun. I’ve learned to make up my mind before | buy 
. and I save myself both time and money. No tire. 
some going back to return shopping mistakes. No doubled 
bus fares or parking fees. Returns mean double time 
shopping, and I want no double time for me!” 

The circular went on to explain that, “Returning mer. 
chandise means doubling back for others, too . . . fo; 
the salesperson (perhaps your favorite salesperson) whose 
efforts to please you have come to naught; for the de. 
livery man whose call was needless; for inspection clerks 

. all must duplicate their tasks for each return. The 
smart person shops with accuracy to prevent returns and 
saves time and trouble.” 

The folder went on to explain what it termed a “Shop- 
ping Code of Ethics,” relating to the time merchandise 
can be held before returning it, gift returns and adjust. 
ments, and non-returnable articles. 

Employee training is an important factor in reducing 
returns. 

“The committee in charge of this promotion has de- 
vised a chart, three by four feet,” Mr. Dolbin says, “that 
contains about twenty pages. Each page is devoted to a 
single fact about the returned goods problem, and how 
it affects both the store and the employee. The Dallas 
stores purchased these charts (at $22.50 each) for use 
in employee-teaching sessions. Usually, the charts were 
employed to dramatize and punch across points made by 
a trainer, who either gave his lesson in a single sitting or 
devoted one meeting to a few pages and a few facts, 
taking up the next data at another session. 

“One reason the charts proved so effective is that all 
stores used them. All employees learned the identical 
facts, and so the handling of customers at each place was 
as nearly identical as possible to the salespeople’s han- 
dling at the next store. 


COOPERATION BIG FACTOR 


‘“Cooperation—in the advertising, the sales training, 
and the handling of customers by all the Dallas stores. 
was a big factor in the success of this don’t-return-what- 
you-buy promotion. No single firm could have put it 
over nearly as well as all did the job together, because 
you can’t half-educate your customers in a thing like this. 
You've got to teach all of the customers in a city while 
youre at it.” 


(Please turn to page 140) 
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BE READY FOR EASTER... 
your customers are certain to ask 
for IMPERIAL CULTURED PEARLS 
at Eastertime and all through 
the year. . . Today’s Jewels 
of Fashion... Tomorrow’s 


Cherished Heirlooms! 


PEARL SYNDICATE 


607 Fifth Avenue, New York 17, N. Y. 
5 North Wabash Avenue, Chicago, Illinois 


607 South Hill Street, Los Angeles, Calif. 
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_.. the only Cultured Pearls 
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your customers and you! 


Richly Packaged 
NATIONALLY AND INTERNATIONALLY 
ADVERTISED AND ADMIRED 
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at two world’s fairs. 
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WILBER A.MA 
The front of the Marr store is 


| 
| ) eo I Bs | modern yet simple and dignified. 
en ciesiiiilitiaaia ees Walnut panels in the background 


of the display windows fold up 
at night to allow a fuller view 
of the interior and its setting, 
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Experience Is Foundation for Modernization 


This jeweler knew what he wanted and when he moved to a new store 


it was through his retail experience that he got the right design. 


I, October, 1939, Wilber A. Marr and his problem of finding another suitable location with enough 


wife decided that Clarksburg, W. Va., had the trade and space to accommodate a business which was now growing 
| the room for an exclusive, top-quality jewelry shop, that too rapidly to handle. 
such a shop would prosper and that they were the people Due to wartime restrictions and post war expansion, 
to undertake this development. At that time store space store space remained on the “hard to get” list and it was 
in the desirable business section was almost impossible not until 1948 that a suitable place was finally secured. 
to find and although the final choice enjoyed a fairly The proposed location was on a good street and con- 


good location, it was extremely small. The room mea- 
sured 1] feet 6 inches, by 17 feet, and had a compact 
balcony office and storeroom. 





After much painstaking floor planning and fixture 
designing, an extremely attractive custom-built shop 
was created. Every inch of space was utilized to best 
advantage and the result was an intimate type of shop 
particularly advantageous in selling to an _ exclusive 
clientele. 

This 1939 store enjoyed an immediate and unusual 
success. In fact, within a year, it was evident that the 
business would shortly outgrow the available space. By 
1941 it had become difficult on occasions, to properly 
serve all the customers who came to the shop and addi- 
tional clerks seemed only to increase the already crowded 
conditions. Particular difficulty was experienced in the 
proper presentation of large diamonds and other expen- 
sive items which required time and consideration. 7 ) . 

By 1941, the Marrs once again faced the exasperating The efficient, gracious interior sparkles like the gems on display. 
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sisted of a large room 18 feet 6 inches, by 36 feet, with a 
16 foot 9 inch ceiling, and a small back room 10 by 12 
feet. A great glass window covered the entire front. This 
space seemed tremendous when compared with the quar- 
ters occupied in 1939, but upon closer inspection, it did 
not prove particularly adaptable to many of the ideas 
which Mr. Marr was determined to incorporate into his 
new store. 

The lesson of cramped quarters had been well learned. 
It was decided that the new store must be as modern 
and sparkling in design as the jewelry it was to sell... 
that it must have graciousness and space without losing 
the intimacy of the first store . . . that it must be con- 
venient for selling, handling, administration and limited 
storage . . . and above all, that there must be privacy 
for the consideration of the jewelers’ favorite item— 
diamonds. To include all of these factors in their proper 
proportions posed quite a problem. 

A local architect, a local contractor, and a representa- 
tive of The Spearhead Cabinet Manufacturing Company 
met with Mr. Marr, to find the answer. Here is what 
they did: 

The 16 foot 9 inch height was divided into two floors. 
The main or downstairs floor measuring 18 feet 6 inches 
by 36 feet with a 9 foot 6 inch ceiling and the second 
floor measuring 18 feet 6 inches by 36 feet with a 6 foot 
> inch ceiling. The upper floor contained an office, a 
china cleaning department, complete with double sink, 
cupboards, etc., and an 18 foot 6 inch by 18 foot china 
storage space, shelved on three sides from floor to ceil- 
ing. Thus the main space divisions were determined. 

The 10 by 12 foot room in the back remained the same, 
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Another view of the interior of 
Marr's reveals the beautifully 
designed and constructed Amer. 
can Walnut show and wall cases 
which seem a part of the room, 


except for the space occupied by a staircase leading to the 
second floor. 

The large front window was removed and work was 
begun on a rich maroon and burgundy porcelain enamel 
front. The design of the display windows for this new 
front became quite a problem in itself. Marr had a very 
definite idea for those windows. He wanted one window 
exclusively for the display of diamonds, and he wanted 
this window to extend in a curve of about 6 inches 
beyond the main store front. After considerable mis- 
understanding, he sat down, carved his window design out 
of a bar of soap and went to the enamel manufacturer 
with it. 

The two display windows were made of American 
Walnut, matching the furniture, and are constructed so 
that at night they fold back and allow a view of the entire 
store interior. The two-toned front and the handsome 
display windows attract continuous attention. 

Particular care was taken with the design of the wall 
and show cases. They were beautifully constructed of 
American Walnut, and designed so that they seem a patt 
of the room and make a wonderful background for mer- 
chandise. 

Color was extensively discussed and the wall above the 
cases was painted light peach, the acoustic ceiling mn 
white, and the end walls above cases were papered with 
a very handsome black, flowered wall paper with light 
gold tracing. A cool light blue was used in the interior 
of the wall cases. This has proved particularly good for 
the display of silver hollowware. Low palette green and 
maroon asphalt tile was laid diagonally in the main store, 


(Please turn to page 141) 
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NOW FEATURES 


This magnificent Bracelet of Emerald- 
Cut, Round and Baguette Diamonds 
—very new and very smart. 





MR. RETAILER: For your profit, we offer In- 
dividually designed pieces for your Special 
Preferred Memorandum Requirements — in 
Necklaces, Bracelets, Clips, Rings and Earclips. 


NN NE SEE SSC ™ 


JEWELERS 


The Mark of Distinctive Jewels for Over 30 Yeors 
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2 WEST 48th STREET, NEW YORK 19, N. Y. 


From the KOSLOW Collection 4 
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OLD MINERS 


Through our secondhand sources, we are 


able to maintain stocks of Old Miners in 5 
a range of qualities, and in sizes up to 2 
‘ half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, R 
and for stones recut from Old Miners — 2 
all advantageously priced. e 
V7 : 
Paul de Vries, me. 
" DIAMOND CUTTERS & IMPORTERS ? 
535 FIFTH AVENUE 
f NEW YORK 17, N. Y. \ 
ANTIQUE JEWELRY RE-PURCHASED JEWELRY ? 
CI Kt Ke ; 
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Repair Control 





peeds Service 


To Customers 





A WATCH repair control system so efficient 
that there have been absolutely no losses, delays or 
customer complaints in handling 100 customers per 
day for over one year is a subject of particular pride 
with Kortz-Lee Jewelry Company, Denver, Colorado. 

Since watch repairs are often the No. 1 source of 
many new customers, and invariably reflect the in- 
tegrity of the jewelry store most effectively to new- 
comers, every effort was expended when Kortz-Lee built 
its new downtown Denver store to develop “the perfect 
watch and jewelry repair department.” Instead of fitting 
the repair department in wherever space permitted, as 
is often the policy in jewelry-store remodelling, Kortz- 
Lee made it a primary consideration during the con- 
struction of the new store, with the result that the depart- 
ment has functioned with maximum smoothness ever 
since. Not only a handsome service counter, efficient 
watch storage cabinets, and good location, but a “fool- 
proof” bookkeeping system which anyone in the store 
can operate, are basic assets. 
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Customers don't have to wait for 
the "watch man” to return in this 
store. Any salesman on the floor 
can efficiently do this service, 


by R. A. LEWIS 


This watch repair shop, located 
in the basement for privacy, in- 
sures good service with excellent 
work in an air conditioned room. 


“We felt it important that the repair department control 
system be such that any salesperson could step over to 
the counter and serve the customer,” K. A. Lidholm, in 
charge of repair services, stated. “Naturally, there will 
be times when the man in charge is out to lunch or tied 
up with the telephone or other considerations. Instead of 
requiring the customer to wait, with consequent irrita- 
tion and delay, anyone on the floor can deliver the watch, 
accept payment, and send the customer on his way fully 
pleased.” Nothing, Lidholm indicated, is more likely to 
cause ill-will and dissatisfaction than asking a customer 
to wait until the “watch man returns.” 

The system revolves around the service desk at the 
right rear corner of the Kortz-Lee store. Here is located 
an &-foot polished hardwood counter with an_ inset 
Formica top which has proven proof against scratches 
or mars, and most protective for watch cases, jewelry, 
etc.. laid on its surface. Angled at the left is an accom: 
modation desk, presided over by Lidholm, where minor 

(Please turn to page 142) 
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Vocue’s “Stitch in Time” 
by Belding-Corticelli 








eae Gillette ARISTOCRAT 
Sheaffer Gift Set 


You are probably long acquainted with “Planned Packaging by Farrington.” It may well be that 
your company’s product already goes to market in a Farrington Package designed expressly to help 


that product make better sales records. Records such as those made by outstanding names. 


Ml doce ul mewn Gow” 


That’s easy. When you combine top materials with quality pack- 
aging experience ... then, for good measure, throw in consumer 
knowledge, merchandising initiative and plenty of good old cost- 
conscious horse sense... you're going to end up with a package 
that knows how to ring the bell. The cash register bell! With- 
out obligation, we should appreciate an opportunity to consult with 
you on your 1950 packaging. 





Packaging achievements of this calibre result from the use of finest 


materials by two generations of craftsmen who know how to use them. 


A good example of the artistry which, in packaging, belongs to 
Farrington alone is sturdy, all-metal Duroframe* construction ... the 
identical construction employed in those famous jewel cases “fash- 


ioned by FARRINGTON?” and selling for as much as $15 retail. MANUFACTURING COMPANY 


MASS. 


FARRINGTON 


GENERAL OFFICES: 70 ATHERTON ST., BOSTON 30. 
CANADIAN PLANT: FARRINGTON MFG. CO.. LTO., 1191 BATHURST ST... TORONTO 4 


- 


PackacED 4 





Yes, and the Farrington that makes sales-boosting packages for your 


products is the same Farrington whose sales-making inventiveness 





resulted, twenty-odd years ago, in the present nation-wide Charga- 
Plate* Service. 


DISPLAY PACKAGES JEWEL CASES METAL SPECIALTIES CHARGA-PLATE SERVICE 


*REG. U.S. PAT. OFF. 
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Simulated RUB Yond EMBLEM 
1/20. 12KT.- G.F. CU FF | | N KS 


Here's the pertect companion to an established 
success... CUFF LINKS to match our lie chain 
“hit™ of last Fall! Authoritative 1}& R hard-enamel 











emblems against a rich background of Ruby Red, 


framed in 10K Gold, for a wide variety of 5] 00 





Orders and Clubs. Individually, or in (7.1) 
KEYSTONE 
matched sets with tie chains. $10 PAIR 


Order from Your Wholesaler ~ Today 





i 


Available with these hard-enamel emblems 


8401/1 Masonic Blue Lodge 8409/1 Elks 

8403/1 Shrine 8410/1 Eagles 

8404/1 32nd Degree 8411/1 Lions 

8405/1 Odd Fellows 8412/1 Rotary Made like precious 
8406/1 Knights of Pythias 8413/1 Kiwanis metal links ... the 
8407/1 Knights of Columbus 8416/1 Knights Templar face swivels to 
8408/1 Moose match and fit the 


To order sets, use same number with /2 angle of the cuff! 





Trade Mark 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 




















SUTTON 
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i Size 615” x 9%” 





JEWELERS’ 
DICTIONARY 


NEW COMPLETELY REVISED 
x SECOND EDITION x 


“Knowledge is Power’. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised Sec- 
ond Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 


Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 


Selling points on karat quality, rolled gold plate and 
electroplated articles are backed up with the authority of 


the printed word, compiled by experts in these fields. % 00 
Terms in allied fields such as china and glass are also , 


explained in detail in easy to understand language. Post Paid 


In one comprehensive volume, THE JEWELERS’ DIC- 
TIONARY contains an invaluable wealth of information— HARD COVER BOUND 
indispensable to the jeweler, watchmaker, gemologist, IN RICH BLUE CLOTH 
advertising man; in short, to anyone seeking information WITH GOLD STAMPING 


pertinent to the jewelry and allied fields. 
ORDER TODAY 
AUTHORS Delivery February Ist, 1950 


Dr. Frederick H. Pough en 
Curator of Gems and Minerals of the 
THE JEWELERS’ CIRCULAR-KEYSTONE 


American Museum of Natural History 
100 E. 42nd St., 


New York 17, N. Y. 
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John J. Bowman 
Director of 
Bowman Technical School 


C. M. Hoke 
Consulting Chemist 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 
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Junmeet Verens Renin Te. Check ................ is enclosed 
A limited quantity available. Money order ......... is enclosed 
Orders filled until supply is 
exhausted. MIs cn ns. ccc ce eceecenencascedsbacenaceedexans 
Check or money order must 
a ne eee ee ee eee eee ee 
accompany all orders. 
City .......... P. O. Zone No...........State .......... 


DO NOT SEND CASH 
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lew Watch Styles 
Keyed to Fashion 


1950 Swiss designs, presented at press showing, are 


dramatized as fashion accessories for all occasions. 


Woman's sport watch is tailored 
for informal wear with business, 
travel and casual clothes. The 
round case is of 14 karat gold. 





This covered watch is embellish- 
ed with a brilliant and colorful 
landscape in enamel. The rich 
gold trim is studded with pearls. 
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evening wear 





Above: 18K gold wire is intri- 
cately woven in this case. The 
unusual suede strap is wrapped 
This gold mesh pin-up watch for and tied around wearer's wrist. 


is hand-fashioned 


and set with diamonds and rubies. 


Hand-made of gold and platinum, 
this evening watch is set with 
32 diamonds. The bracelet is 
an intricately designed weave. 


A, extensive collection of new women’s 
watch styles, inspired by American and _ continental 
fashion trends, was introduced last month at a preview 
for the fashion press at the Park Lane, New York, by 
the Watchmakers of Switzerland. 

Intimate glimpses of the exclusive Swiss creations, 
which ran from classic formal watches for the most in- 
portant social occasions to more reserved, functional 
models for business, travel and informal wear, were 
shown. 

The “wardrobe of watches for 1950,” as the display 
was described, complements the new trends in feminine 
fashion wear. With greater simplicity the keynote in 
clothes, these watches are designed as fashionable acces- 
sories for the style-wise American woman. 

The watch styles were exhibited by means of enlarged 
artist sketch pads illustrating current designs in morning: 
to-evening wear. Watches created to fit all smart, dressy 
occasions and situations were correlated with the full 
range of new feminine styles. 

To accent many of the more provocative watch fash- 
ions, live models in contemporary clothes designs wore 
the latest Swiss creations for the woman. The designs 
included the world’s smallest watch, concealed watches 


(Please turn to page 143) 
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CULTURED PEARL NECKLACES 


AND ALL SIZES OF LOOSE 
PEARLS FOR MOUNTINGS 


L. BORRELLI Corp. 
Direct Importers of Finest Quality Cultured Pearls 





a 


Selections Sent on Approval 














665 Fifth Ave. New York 22, N. Y. 
Tel. MUrray Hill 8-0648-0649 
RUBY AMETHYST PEARL TOURMALINE 
SAPPHIRE TOPAZ QUARTZ LAPIS LAZULI BLACK ONYX 
° (citrine) 
EMERALD GARNET TURQUOISE AQUAMARINE 


Diamond Wedding Rings and Dinner Rings 
Vew Designs constantly being P jodmend 


MEYER KOULISH Co., INC. 


Manufacturers serving the Jewelry Trade since 1920 








228 East 45th Street New York 17, N. Y. 
CHICAGO PACIFIC COAST SOUTHEAST 
LOUIS N. ROSE MOE DIAMOND CREDE W. WILSON, JR. 
29 EAST MADISON ST. 220 WEST FIFTH ST., LOS ANGELES 
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‘Cellar Shops’ 


(From page 89) 


dinnerware and linen. These are labeled the Glass and 
China Shops. Complementary linen and china is being 
featured in Youngstown for the first time by the Ray- 
mond Brenner store. 

The Men’s Gift Corner in the northeast corner of the 
downstairs shops caters to the business, social and hobby 
needs of men. Here, the availability of all types of gifts, 
with the exception of rings and watches, enables the 
gift-seeker to make a selection without shopping from 
department to department. Cocktail needs are also satis- 
fied in the Men’s Gift Corner, where such items are dis- 
played on an old Peter Hunt sideboard which has been 
transformed into an unusually attractive bar. The side- 
board has been done over in Pennsylvania Dutch design 
of hearts, flowers and fruits. 

Gray carpeting with a floral design. mauve-gray show- 
cases, plum, grape and royal purple backgrounds for the 
distinctive shadow boxes, and projector spotlighting have 
created an atmosphere of stunning beauty in the lower 
level store. It has the kind of appeal that evokes such 
comments as the one made by a lady shopper: “I'd work 
in the Cellar Shops for nothing, just to be down here— 
they’re that beautiful!” 

One of the new features of the store is a complete 
gemological laboratory which is under the direction of 
William O. Theis, first floor manager. 


Other outstanding innovations include a bay windoy 
resembling those in English shops, which holds a display 
that is changed from time to time, and a large eta 
box in which ten colonial wall brackets are affixed j, : 
triangular arrangement for the display of art wares. 

From the fashionable front, which draws the casual 
window shopper naturally along its graceful curve to. 
ward the entrance, to the innovation of the Cellar Shops 
the completely rebuilt Brenner’s stimulates store trafic 
and sales through its inviting, elegant appearance, which 
connotes quality and refinement; its encouragement of 
leisurely shopping in the departmentalized lower |eye| 
store; and the addition of new pieces of merchandise 
which complement conventional jewelry store items, and 
which, in some instances, are now available to Youngs. 
towners for the first time. 

The type of merchandise now carried in the Cella; 
Shops is not entirely new to Brenner’s. Before the jp. 
stallation of the lower level shops, such merchandise was 
sold on the street floor, but there was not sufficient room 
to display all the various items carried. Now, having 
ample display space, the store has been able to greatly 
enlarge the number and variety of articles in each line, 

Brenner has said that, since the introduction of the 
shops, there has been no problem whatsoever in getting 
people to go downstairs. Although store officials hesi- 
tated to estimate the percentage of folks who go down. 
stairs, it is believed that the majority of people who 
enter the store do visit the shops. at least to “look 
around.” And, of course, those who come in just to 
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Ricthes Bogoff achievement in rhinestones of diamond 


brilliance held in rhodium finish mounts. necklace about 


10.00. bracelet about 6.00. chandelier earrings about 
4.00. button earrings about 2.00. at fine stores 
everywhere, Or write 


jewels by BOGOFF CHICAGO 


366 FIFTH AVENUE - NEW YORK CITY 


design pat. pend. 
all prices plus federal excise tax 
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browse around in the “Cellar,” pass most of the display 
cases on the street floor. The Cellar Shops have definitely 
increased the traflic of the store as a whole. | 

Setting precedents in his home town is nothing new 
for Raymond Brenner, who has expanded his store three 
times. When he moved to his present location in 1933, 
he was one of the first Youngstown businessmen to use 
black structural glass on the exterior with stainless steel 
trim. The door and steel windowstripping were the first 
to be made in the city. 

Although carrying on the traditions of quality and 
service begun by his uncle, John Brenner, when the latter 
opened the first Brenner store in the city 72 years ago. 
Raymond Brenner still finds time to be an outstanding 
personality in community activities. A registered jeweler 
of the American Gem Society, he has been vice chairman 
of the Retail Merchants Board of the Chamber of Com- 
merce, director and president of the Rotary Club, director 
of the Chamber of Commerce and Morris Plan Bank, 
and secretary and treasurer of the Mill Creek Riding 
Club. He has also served as a member of the executive 
committee of the Ohio Retail Jewelers Association and 
as president of the Jewelers Association of Youngstown. 





The use of free street car transportaion on sales days 
has been found to be a good puller by merchants in 
several cities. Coupons entitling shoppers to this free 
transportation are inserted in cooperating merchants’ 


newspaper ads. 


Gift-Wrapped Store 


(From page 102) 


Alexandria station WARL with the courtesy of Franc’s. 
It was no wonder that the orchids ran out on the first 
day, for three lovely finalists of the Miss Washington 
contest were on hand to pin them on visitors attending 
the ceremonies. Twenty-five gift baskets of flowers were 
distributed to local hospitals after the festivities. 

When the ribbon wrapping the store was cut by 
Alexandria’s mayor, Edward Wilkins, the cellophane 
cascaded to the ground to reveal the attractive exterior 
of grey limestone with red granite above and below the 
display windows and a center panel on the upper part 
and clock tower of cadet blue structural glass. 

Inside the store, the opening day guests saw a ground 
floor and balcony done in mahogany woodwork. Counters 
and showcases are arranged in irregular lines with floor 
coverings and ceiling decorative lines in the same pattern. 

In addition to the main lines of diamonds and watches, 
the main floor is also devoted to cameras, electrical ap- 
pliances, china, and silverware; while the balcony dis- 
plays dinnerware and gifts. 

Every effort has been made to keep the atmosphere of 
the store informal and inviting with such arrangements 
as keeping the display case for zircon costume jewelry 
against the wall, so that the customer and sales person 
stand side by side in front of it while the former chooses, 
thus giving a more agreeable ambiance. 
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UNUSUAL ASSORTMENT 
OF 
EARRING MOUNTINGS 







MEN’S SEMI-MOUNTED 
RINGS and MEN’S MOUNTINGS 


126 WEST 46th STREET, NEW YORK, N. Y. 
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AMETHYST 


Beautiful February Birthstone 








9 CARAT STONE 
14K MOUNTING 


$37-°° 


KEYSTONE 


A\VAILABLE in three sizes — in 
sturdy hand-set mountings. Quality 


merchandise at unbelievable prices. 


Write in for a Selection Today 


——— mR eT 


‘IF ITS JADE WE HAVE IT” 


Al rt- raft ewelry Co. 


HOUSE OF JADE 
| WEST 47th ST. 
NEW YORK, N. Y. 
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Can You Help Me? 


My Display Problem |, 


by VIRGINIA DIXON 


Readers’ questions above window and inside-store display yj 
be answered in this department each month by Miss Virqul 
Dixon, one of America’s topnotch display experts whose leben 
have been brought to a focus on the jewelry field. Miss Diese 
already well known to JC-K readers as the author ae 
stand-out articles on jewelry store display. 


Of many 
EK would like to use a miniature mannequin jn our 
jewelry window, one which could be re-dreggeq 

from time to time in different kinds of costumes—bridg] 

sown, evening gown, street dress, and so forth. We haye 

a dressmaker here in town who will make the clothes {o, 

us quite reasonably, but we don’t know just where to vet 

a figure in the size we would like—from twenty to thirty 

inches in height.—J.M.T. 


Answer—tThis is an idea which many stores could 
use to advantage. A fashion figure, especially one jy 
miniature, will always attract a woman’s attention and the 
fashion angle in jewelry merchandising is one which 
needs much more attention than it usually gets. The 
Rubber Products Company, 2066 Canalport, Chicago 8, 
Ill., have recently put on the market several miniature 
mannequins of rubber composition which | think would 
fit your needs. The figures are about twenty-six inches 
high and have detachable arms, making them easier to 
dress. They are priced at under ten dollars. 


HERE can I get clear glass cylinders which can be 
used in the window? Can you tell me in what stock 
sizes these cylinders are usually available ?—R.T.M. 


Answer—The Dunbar Glass Corporation, Dunbar, 
West Virginia, have a complete line of glass units for 
display purposes, a catalog of which will be sent on 
request. This catalog lists glass cylinders (open at both 
ends) in 114 in., 3 in.. 4 in., 5 in., 6 in. and 8 in. diam- 
eters, 10 to 15 inches in height, but I believe other sizes 
are also available. 


SHOPPING NOTES 


Those of you who take real pride in the windows you 


‘decorate have an opportunity to compete in an_inter- 


national display contest sponsored by Display World, 
the display magazine. Gold, silver and bronze plaques 
and medals are to be awarded in each of a hundred 
classifications covering every type of merchandise. A 
sold medal will be awarded each month for the best 
display entered in the contest that month—contest to 
run for the entire year of 1950. 

Every displayman, everywhere, is invited to participate 
and urged to submit as many entries as he wishes. There 
are no entry blanks—just send black and white glossy 
photographs, preferably 8 in. x 10 in. in size, clearly 
marked on the back with the name of the entrant, store, 
city and classification number (jewelry is class num- 
ber 13) to Contest Editor, Display World, Cincinnati |. 
No entries will be returned—all become the property of 
Display World. 

All entries must be of displays installed during the 
year 1950. The purpose of the contest is to give recog: 
nition to the fine work done by displaymen in the hope 
that it will benefit the profession and have a stimulating 
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effect on creative display work, and to encourage better 
display in every type of store. a _ 

Anyone living in and around New York who is inter- 
ested in learning more about display methods and tech- 
nique will want to know about the courses to be offered 
this year at the Evening Extension Division, City College 
School of Business, 1% Lexington Avenue, New York 
Citv. A. Robert Schoen. industrial designer for The 
Prop Shop will conduct two courses, “Visual Merchan- 
dising and Display” and “Window Display Techniques.” 
Courses begin the middle of February, one night per 
week for fifteen weeks. Registration must be made in 
person early in February. For further information write 
to the college. These courses are, of course, general in 
application and not confined to jewelry display. but 
should no doubt be extremely helpful in executing jewelry 
windows. 

For the wedding displays that youll be doing very 
soon. Bois Smith Studios, 228 West 39th Street. New 
York 18. N. Y.. have some extremely lovely bouquets of 
white wedding flowers and white lace fans which seem to 
lend themselves to the wedding idea particularly grace- 
fully. The wedding bouquets are made in such a way 
that they are almost impossible to tell from real flowers— 
the kind of artificial flowers which look perfectly appro- 
priate in a jewelry window. Many artifical flowers do 
not look at home next to fine diamonds and silver! 

Another item for the Wedding window and also for 
Easter, Graduation and even Christmas, are scale repro- 
ductions of Gothic architectural details from the Cathedral 
of Notre Dame. These are executed in composition in 


full relief. The two units available include a Rose Win- 
dow, 18 in. square and a Lancet Window (rectangular 
frame enclesing arch and circle shapes) 36 in. high 
by 18 in. wide—both are one and a half in. thick in 
relief. These units would give much dignity to Wedding 
or Easter displays, used in combination or singly. The 
finish is natural composition—there is no representation 
of stained glass—just the frame itself, but it might be 
possible to achieve a window effect by using colored 
cellophane behind the frames. 


Aeceent on the Past 


A new type of jewelry, the materials for which date 
back to prehistoric times, is finding its way onto the 
market these days, and a thriving jewelry business is 
growing up in Canada’s last frontier—the Yukon. 

Mastodon tusks, tossed up as the gold dredges work 
their way up the Klondike River, and real gold nuggets 
and gold dust still being found in that fabulous north- 
land, are being combined into “good” jewelry that is 
finding instant favour with the tourist trade (90 per cent 
of it American) that is beginning to flow into the Yukon. 

Dick Diment, who operates the first gold “factory” in 
the Yukon, says he cannot keep up with the demand for 
the jewelry or for the Klondike souvenirs that also make 
use of the ivory and nuggets. 

Born in Vancouver Island, British Columbia, he came 
to Dawson City in the Yukon in 1935 and went to work 
as an electrical engineer. Today, he has the full-time job 
of chief operator of the Dawson Electric Light and Power 
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Watches of Distinction, 
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Each ALTON Watch is 
Beautifully Boxed, 
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SEND FOR OUR LATEST 
ILLUSTRATED REDUCED PRICE LIST. 


Weksler & Goodman, Inc. 


5 South CHICAGO 3 
Wabash Ave. ILLINOIS 























128 


Plant, a subsidiary of the Yukon Consolidated Gold 
Corporation Ltd. which controls most Klondike “aa 
operations. As a result, the manufacture of gold me. 
must fall into second place but, with the assistance q 
his wife, Margaret, who operates a gold shop for him 4 
town, and with two assistants in his “factory,” he ak 
manages to turn out a sizeable volume of work. 

The “factory,” which came into being when his hobb 
overflowed his single work bench, is housed in the on 
building as the power plant, and makes use of some of 
its electricity. Here, Dick Diment and his assistants turn 
out 135 different patterns in jewelry, ranging from sold 
bracelet charms in the shape of pick and shovel sets 
bear heads, and tiny gold pans containing real, miniature 
nuggets, to gold and ivory chatelaines in the shape of 
dogwood blossoms, lockets set in nuggets, ear Tings to 
match chatelaines and brooches, and tie pins made from 
the solid, lumpy-shaped nuggets. 


One of the most popular patterns proved to be 4 
pendant with loose gold dust filling the transparent centre, 
and a circle of small, polished nuggets forming the setting. 


Diment never works in anything less than 10 karat 
gold, whether it is an expensive piece of jewelry or a 
miniature golden pick and shovel that will decorate a 
cigarette case. He makes his own designs, casting tiny 
replicas of dog teams and other Yukon items first in war, 
then in gold. As his jewelry business expands, he adds 
other typically northern items such as cribbage boards 
made of the polished horns of mountain sheep or the 
rough, “natural,” horns of moose. The pegs for the crib- 
bage sets are usually gold plate. 


MAKES HIS OWN DESIGNS 


Yukon “black diamonds” are also finding their way 
more and more into the jewelry business. Actually not 
diamonds at all but tinstone or cassiterite, they are only 
a few points softer than diamonds and take on a high 
polish. In beige, brown and solid black, they are 
matched for earrings and pendant sets, used in brooches 
and often combined with the Klondike nuggets fot 
settings. | 

Cutting and polishing are the secrets of the value of 
the “diamonds,” which are fairly common throughout 
the Yukon. These are the stones—looking like ordinary, 
dark pebbles but much heavier—that fall to the bottom 
of the sluice boxes with the gold. Composed of 60 per 
cent tin and 40 per cent iron, they frequently have lovely 
erainings in them, and provide sophisticated jewelry 
pieces. Cost of the Yukon jewelry—black diamonds, 
gold and ivory—does not come cheap. Expensive ma- 
terials go into its making, and extreme care must be 
taken with the manufacture. Particularly in the darker 
mastodon ivory is this true, for it is more apt to chip 
and break than the cream and white in some of the tusks. 


In Dawson City, capitol of the Yukon, two shops now 
specialize in Yukon jewelry, although only one has a 
“factory.” In Whitehorse to the south, there are several 
more, but the total number in the whole territory could 
be counted on the fingers of one hand. 


It is still a new business, but one that shows signs of 
erowing at a tremendous rate, especially with the open- 
ing for general travel of the Alaska Highway into the 
Yukon, and the increased flow of tourists northward. 
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Silver Display Sets Pattern 


(From page 91) 


attract attention and extends the length of the wall unit 
bringing the unrecessed part of the silver parade into the 
picture. The entire exhibit permits the showing of 45 
patterns of flatware plus several pieces of hollowware in 
six and a half feet of space. The redecorating cost 
about $125. 

Barr’s executives had their sales psychology well in 
mind when they arranged this display in the rear of the 
store near customers waiting before the repair desk. 
Almost any time of day someone is standing next to the 
display and on Friday nights eight to ten customers are 
always there, according to Stewart. All ten employees, 
including Perelman and Stewart watch these people when- 
ever they have a spare moment. As soon as a cus- 
tomer’s eyes light on the silver exhibit someone ap- 
proaches him with a conversational opening statement 
or question such as “Have you seen the new pattern?” 
The customer is then handed descriptive literature. 
Before he leaves the store he has received a copy of each 
manufacturer’s literature and, if possible, a bit of sales 
talk about it. 

Those who buy diamonds and wedding rings receive 
not only this literature, which the Barr’s employees 
attempt to place in the hands of every customer, but 
follow-up selling as well. The name, address, date of 
birth and wedding, and the customer’s choice in silver- 
ware are listed on a card chronologically cross filed in 
the central office for the six Barr’s stores at 1211 Chest- 


nut Street. Salesmen refer to these files daily and tele- 
phone husbands a month in advance of the special day. 
The conversation is brief but effective, going something 
like this: “Just to remind you, Mr. Customer . . . your 
anniversary is coming up in a month and Mrs. Customer 
needs a gravy bowl. We have one to match her other 
silverware. May we send it out to you?” Quite often, 
although Barr’s won’t divulge the exact percentage of 
times, the answer is “Yes.” 

If the prospective customer hesitates because of lack 
of immediate funds, the “Sterling Silver Club” plan is 
suggested. At present, a large percentage of Barr’s cus- 
tomers use this plan which permits a one dollar down 
payment and two dollars monthly per place setting and 
correspondingly low monthly payments on other mer- 
chandise. 

A bride’s book, offered free of charge, is another 
trafhc builder. Many who come into the store to ask 
for it would feel embarrassed to walk out without at 
least looking at the wares and listening to a sales talk. 
Once a known prospect gives the salesman her attention, 
half the selling battle is won. 

Of course, a substantial portion of advertising in all 
media utilized in the Barr’s well-rounded advertising 
program is devoted to silverware. It is promoted on the 
radio, in newspapers and by direct mail. However, no 
increase here or in other phases of the business con- 
tributing to the silverware promotion plan has been 
necessary. The window which started this increase in 
silverware volume is a “self-advertising pedestrian 
stopper.” 
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simple in design, 
yet rich in beauty 


10K yellow gold Cross and 18” chain 
illustrated is one of a variety offered by 
Church. 


Others are available in both 10K and 14K 
= yellow gold including some set with 
== cultured pearls. 


== Because this jewelry enjoys a constant 
popular demand, it will create year ’round 
sales for you. 
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Windows to Set the Stage 


(From page 93) 


and tiny diamond set lockets and bracelets for the baby 
are some of the additional promotional angles suggested 
by the Council. Any of these can be developed into a 
window of its own or all of them can be worked into one 
display. 

If you have or can collect any material for an edu- 
cational display on diamonds, this would be time to 
show it... either in the window or in the store. In the 
latter case, invitations to visit the Exhibit would be gen- 
erously distributed—in the mail, in the press, in the 
window. 

Pride and sentiment are probably the strongest of 
the buying motives which impel the purchase of fine 
jewelry. This “special” appeal of a gift of a diamond is 
emphasized in the Council’s slogan adopted for this 
promotion and should be featured in all windows and 
advertising—“No Gift Says Quite So Much as a Dia- 
mond.” 

This phrase and the diamond insignia used this year 
are featured in the first of the accompanying window 
sketches as suggestions for adapting the Council’s mate- 
rial. The lettering and the diamond designs are painted 
on a large sheet of heavy background paper. A sculp- 
tured hand wears an outstanding ring and holds narrow 
ribbons which extend to various groupings of merchan- 
dise. Each merchandise grouping has an explanatory 
copy card suggesting various gift occasions. The cards 


offered by the Council could be used here. If you prefer 
the lettering and diamonds can be done directly on the 
window background if you have plain walls which er 
be covered smoothly with paper. The large sero} ’ 
effective and can be used against any type of Ww: 
ground. The merchandise is arranged on simple rectanoy. 
lar elevations which carry out the “exhibit” feeling, Ij 
is best to avoid crowding merchandise in such a display 
as this, but there is good opportunity to show a variety 
of prices and types of jewelry pieces. 

For the second sketch, the wedding theme is used. 
Tissue paper on papier mache bells are hung from the 
window ceiling. A large framed photograph of a bride 
is grouped with a wedding bouquet and a white velye 
covered heart-shaped pad on which diamond merchap. 
dise is shown. Other rings are displayed on slender cone 
which may be made of wood, painted or fabric covered. 
or of heavy white paper, rolled and glued. Tiny white 
flowers are scattered across the window background, 
Pastel colors may be used for the background of this 
window and for the ribbons from which the bells hang 
It is hard to show in a sketch, but the entire display 
done in white would be very effective—white back. 
ground, bells, cones and heart pad. White is an excellent 
background for diamonds. 





Several merchants in one city displayed maps of their 
town and nearby towns in their display windows during 
a sale, showing distances to the town from various points, 
Roads were lettered “Roads to $ Savings,” and all pointed 
lo town. 


































tinguished design, enchanting chimes, its “look of life” 
its faithful accuracy, make it the most unusual of home 
furnishings — irresistible to those who appreciate and 


want distinction. 


ts, today — in buying power, in re- 
e. those who are keenly interested in 
™ me their omes ever more beautiful and charming. 
- Sc metchandiser, by pointing your efforts at 

| the m it worthwhile _ trade, by displaying a 
iming Floor Clock in operation. Its dis- 

























No. 294 
(illustrated) 
superbly portrays 
English 18th 
Century styling. 
Honduras mahogany 
case has crotch 
mahogany overlays. 
8612” high. 
Either Westminster 
or Westminster 
Canterbury and 
Whittington chimes. 





Send, today, 
for catalog 
presenting 
the whole 
magnificent 
line 
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Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO we 
NEW YORK OFFICE: 37 West 47th Street © CHICAGO SHOWROOM: 1422 Merchandise Mart és 









Cathedral 
Chimes on 
Tubular bells. 
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Aggressiveness is ‘Must’ 


(From page 108) 


lav. the schools had the teachers bring their pupils down 
to look at the collection. The unusual nature of these 
displays were also worth free news items in the local 
weekly newspaper. 

The window is also used to tie in with events of local 
importance. An example of this was the placing of a 
group picture of the graduating class of North Kitsap 
High School in the center of the window. Other seasonal 
events are capitalized upon as well. 

Much of the window’s attention-getting value has been 
due to the efforts of Mrs. Wallace and to Wallace’s sister, 
Mrs. John Campbell. The two women plan the windows 
together, and add to their interest with drawings appro- 
priate to the theme of the windows. Mrs. Campbell does 
the brush work, two examples being the Santa in the 
interior Christmas decorations, and a rabbit in a recent 
Easter window display. 

The windows are backless, and displays are usually 
kept low so that the view of the interior is not blocked. 
The purpose is, first, to get the passerby’s attention, then 
set him to look up at the store’s interior. 

Handling of lower-priced giftwares is essential, par- 
ticularly in a small town jewelry, Wallace believes. This 
not only brings in the traffic which sells the more expen- 
sive jewelry and silver, but supplies a valuable sideline as 
well. Ordering and merchandising of both giftware and 
jewelry is the particular responsibility of Mrs. Wallace. 

On all items, Wallace’s handles standard brand mer- 
chandise at standard retail values. without price-cutting. 
Fast moving items are given preference in their inven- 
tory, with additional variety available by order. In such 
cases, Wallace can often sell by the picture of the article. 
He then calls up the wholesaler in Seattle for delivery by 
airplane. Due to air service, he can get an article to the 
customer two hours after ordering. 





Pick the Winner 





Somewhere on this large sheet of glass are eight diamonds scattered 
among rhinestones. She's not picking the right one either. This 
novel idea for sales publicity was used by the Moffat Jewelry stores 
of San Fernando Valley, Cal. The lucky winner was rewarded with 


the diamond found. 
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~~ above is only a 
part of the vast Jacco line 
of crosses, lockets, dia- 
mond mountings and 
wedding ring sets, cuff 
links, ladies’ stone rings 
with genuine, synthetic 
and imitation stones, 
men’s stone rings, signet 
rings, tie slides, spray 
pins, cameos, brooches, 
wedding rings, chatelaine 
pins, Miraculous Medals, 




















boys’ and babies’ signet 
and stone rings, earrings, 
chains and pendants. Al- 
most all are available in 
great variety of styles, 
sizes and prices, boxed or 
carded. In 10K and 14K 
gold, white and yellow. 
Investigate by writing 
now for full information 
and extremely popular 
prices. 


NEWARK JEWELRY 
MANUFACTURING CO. 





Founded 1905 


18-20 Columbia St. Newark 5, New Jersey 
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Princess 


BONDED 


— Rings 


ARE EASIER TO SELL BECAUSE ... 


... Princess Diamond Rings represent 
the finest values backed by a Bond 
which guarantees free replacement in 
event of burglary, theft, or proven 


loss. 


Packaged in the beautiful “Crown” 

box, they will have instant appeal to 
, y PP 

your customers for a momentous 


occasion and lasting prestige. 


Advertising service and merchandis- 
ing helps are offered to jewelers who 


carry the Princess Diamond Ring line. 


Write us today for a memo selection 
and full details for better, quicker 


profits. Princess Diamond Rings are 


easier to SELL. 


The Gerwe Brown Co. 


NEW ORLEANS 
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Combines Promotion Succegge, 


(From page 95) 


was given in honor of Lorene Thompson Royal. author 
of the book entitled “The Embers Glow.” The little figu. 
rines, of early colonial period, that adorn the cover of 
the book, were purchased from Duval Jewelry. This 
party was well attended not only by local people but large 
numbers of guests from other states who wanted especi- 
ally to meet the author. Among city officials attending 
this party were the mayor and several councilmen, 


“We spent six thousand dollars for advertising during 
Duval’s ‘Removal Sale,’ ” Rodman Shutt, advertising man- 
ager, explained, “but we feel that the results were most 
satisfactory in that we were able to open the new Store 
with practically one hundred per cent new merchandise 
stock. 


“To arouse human interest and make interesting read. 
ing for the public,” Shutt continued, “we included in oy 
store opening advertisements the history of Duval, telling 
how it grew from a black satchel, selling from door to 
door. to fourteen stores. 


“Also to tie up the human interest idea with jewelry, 
we printed the story of the “Koh-I-Noor” diamond, the 
world’s most famous diamond although it is not the 
largest,” Rodman Shutt said. 


There were five full pages of paid advertising telling 
all about Duval’s modern new store, in the morning paper 
the first day of the three-day grand opening; four pages 
the second day and two pages the third day. Each 
separate department, accompanied by photographs, was 
fully described. Included also in this advertisement was 
a photograph of each employee telling of their position 
with the company. “This was done so that the public 
would become acquainted with our salespeople,” Shutt 
explained, “and feel the warmth of their friendly service.” 


Everything in the Duval Jewelry Company’s store is 
new, from the green terrazzo floor to the “lifetime” roof. 
The concave display cases on the west wall is a new and 
revolutionary idea in jewelry store design. The counter- 
sunk showcases greatly aid the customer in selecting 
merchandise. 


The front section of the main floor displays diamonds, 
watches, silver and associated jewelry items. The east 
wall is devoted to the luggage and camera departments, 
and located in the rear of the store is the spacious credit 
department, the cashier’s desk and burglar proof vault. 
Adjoining the cashier’s desk is the gift-wrapping and 
lay-away departments. 

On a completely concealed balcony, running the entire 
width of the store, are found the watch repair shop, 
jewelry repair and manufacturing shop, the general 
offices, and the executive and buying offices of the firm. 
This balcony, while not apparent, is readily accessible 
to all. 

The second floor features the spacious gift department, 
which contains the comfortable “Fireside Lounge”; the 
radio and television department; and the electrical 
appliance department where every conceivable appliance 
from small traveling irons to complete electric kitchens 
is featured. 

Not visible to the public, but vitally important to the 
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functioning of the store, are the stock rooms, the room 
housing the scientifically designed air-conditioning and 
heating systems, the advertising department and the 
employees’ club and rest rooms. 

Lighting in the interior is indirect and countersunk, 
and features an intermixture of fluorescent and incan- 
descent lights, with spots used to point up displays. Mer- 
chandise is displayed almost exactly as it would be in 
full daylight. 

Another interesting room is the completely concealed, 
carpeted diamond room located at the front of the 
store. Placed in the facade of the store are two windows, 
especially designed to furnish direct, unobscured north 
light, the only proper light for the examination of fine 
diamonds, according to O. A. Jenkins, president. Be- 
tween these windows, and just above the striking new 
Duval store sign, reposes an all-aluminum clock. 

A comparative new endeavor for the Duval Jewelry 
Company’s advertising department is in the field of 
direct-mail advertising by which Duval keeps constantly 
in contact with each of its thousands of satisfied cus- 
tomers. Special merchandise can be offered directly to 
both old and new customers. 





In one southern town merchants got the local news- 
paper to print a number on each copy of newspaper issued 
with sales ads. Corresponding numbers were then posted 
in merchants’ windows. Persons presenting copies of 
the newspaper with corresponding numbers received at- 
tendance prizes. The stunt went over well. 


Engraving Course 


(From page 96) ‘ 


solid business success for a jewelry store. Some other 
supposedly “clever, smart”? schemes of sales promotion 
are not only inferior in observed results, but usually 
require a heavy investment of capital to be risked on the 
chance of success; whereas in the other way the enter- 
priser may actually create his own capital, besides mak- 
ing his living, as his business grows. 

Turn for a moment from any more general considera- 
tion of business building, and look at a typical example 
of selling a piece of merchandise and at a detail of it in 
which the ability to do a good job of engraving, immedi- 
ately, is what it takes to clinch the sale. The customer is 
led by the salesman through definite mental steps toward 
making a purchase. He may reach a point where he 
desires to own the merchandise, but hesitates about mak- 
ing a decision. Danger looms of hearing those sad words: 
“Tl think about it” that really mean “no sale.” At this 
critical moment, some final new idea injected into the 
situation may turn the scale of decision and make the 
sale. Experience has shown, for this, the great value of 
being able to show fine samples of engraving and offering 
to do a selected style of job then and there. This is very 
superior as a sales-maker, to having to say: “We could 
send the job away and have it engraved for you,” which 
lacks that quick-clinching effect needed for a sale. A 
by-product advantage of engraving goods sold, is that 
they are not readily returned as lost sales or for exchange, 
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by customers with vacillating tastes, of which every 

jeweler has had plenty of nuisance-experience, 
; ; 

RACINE Presents The yal S Now for something very important about the back. 

ground of this book with its bearing on the value of the 

book as a guide toward becoming a proficient engraver 


La a! e St § e | e CTI ons 0 f FI ne Sixty-two years ago, Ezra F. Bowman, then a Manufae. 


turer of tools for the watch and jewelry trades, foundeg 


the Bowman Technical School, at Lancaster, Pa,, wit) 
the aim of upholding high craft-standards for workme, 
in those lines. For the school’s fiftieth anniversary jy 
1937, Dr. Daniel W. Hering, past Dean of the Graduate 


Faculty of New York University, wrote a_ historical 
° . ' hates ‘ — — : 

CMSA TE ncn inillianty verified hie she Oe 

... Ezra Bowman brilliantly verified his ideas jn COn- 
nection with one vocation. . . . A mechanic with well. 
rounded ability is much more to be admired than ap 
indifferent doctor or preacher, and is much harder t 
find. Among the Bowman school’s graduates are many 
of the leaders in the business and technical fields 0 
horology today.” 

Prior to his establishment of the school, Ezra Bowmay 
had introduced to the trade some of the improvements jp 
tools and methods that have since become standard ll 
over the world; and the same progressive spirit ruled 
the development of the courses taught in the school. When 
the founder died in 1901. his sons succeeded him in the 
management of the school and they have always held to 
his ideals in taking continual care to make any possible 
improvements in course-content, teaching method, and 
school equipment. 

Longest in service as head of the school’s Engraving 
Department was James W. Leonard, from 1899 to 1942. 
a teacher well remembered and esteemed by hundreds of 
successful men and women in the jewelry trades whose 
development as artistic engravers was his main life- 
interest. Allen Hardy was one of his outstanding gradu- 
ates and after Mr. Leonard’s death, he was our choice to 
carry on his predecessor’s work and the school’s tradi- 
tion. A successful career in the trade further qualifies 
him exceptionally well to be the author of this book 
Cty which, in my opinion, is not just another book on en- 

facy Counts: sraving but the best one ever published; it being a 
systematized treatise on learning to do artistic engraving 
The book is based entirely and exactly on the course 
developed by the school during its many years of experi- 
ence; the course that has been proven practical by the 
achievements of the school’s graduates. 








Write for the Latest RACINE anne te ——— 
While it is true that personal instruction in a good 
CATALOG Just Off Press... school is best of all for the mastery of an art, | believe 


that for the many who are unable to attend a school, this 
book comes the nearest possible to a thorough school 
course, not only for learning engraving from the begin- 
ning, but to be helpful to many engravers now at work, 
as a guide in making worth-while improvement in their 


* GUINAND and GALLET TIMERS abilities. 
* GALLET CHRONOGRAPHS 


Lake Geneva, Wisconsin, merchants staged a sale day 

T WW program, setting aside two mid-October days for this 
JULES RACINE NY COM PAY} event. Ten days prior to the event, every merchant in 
vio , town pledged their whole support to making it a success, 
Specialists in Fine Timers—Since 1890 and a copy of this pledge was published in a local news- 


20 WEST 47th STREET, NEW YORK 19, N. Y. paper, together with a picture of himself. This brought 
thousands of people from the trading area. 


Featuring Fine Timers and 


Chronographs for Every Purpose. 
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‘Personals’ 


(From page 100) 


Jewelers runs its appealing human interest copy. 

JANE: Please forgive me! Meet me at Curtis 
corner tomorrow noon and let me explain. Frank. 
Such a notice would pique the interest of any “Per- 

<onals” reader. And when it is followed by: 

FRANK: How dare you stand me up? I waited 
at Curtis Corner for an hour. I'm through! Goodbye. 
JANE. 

the readers have gotten deeply interested in the romance, 
which. after some weeks, concludes with: 

JANE: Marry me and [ll buy the ring at Curtis 
Corner. FRANK. 

When the love story proved so popular, Mr. Curtis 
dreamed up a mystery story, then a tale of international 
intrigue. All of them aroused lively interest and, Curtis 
estimates. one out of four walk-ins mentioned his clever 
advertising, comparing it favorably to the radio serial. 

Today, while preparing new plots revolving around his 
well-known Curtis Corner, the jeweler runs two personals 
daily of the type illustrated. 

Besides being cheaper than display ads, which require 
cuts and more elaborate make-up, Curtis has found the 
personals a shade more effective in the long run, although 
he uses display ads regularly to describe his services. 

Chief of these services is his popular and busy Watch 


Hospital, whose “Doctors” are five watchmakers to treat 
ailing timepieces competently and without delay. This 
service has, so to speak, become the mainspring supply- 
ing impetus to his retail jewelry business. The words, 
“Watch Hospital,” are prominently displayed on the 
good-looking building exterior. They are neon-lighted at 
night and are featured in all display advertising and 
other promotions. One of the latter is a post card offered 
free to all customers and shoppers. It contains a glossy 
reproduction of his watchmakers at work in their prom- 
inent location in the store. 

An inexpensive gimmick, the post card brings good 
results. Mailed far and wide around the country, it estab- 
lished the name of Curtis Jewelers in the minds of many 
people long before they visit the popular vacation city 
of Santa Monica. 

Another effective promotional device is based on public 
service, and is offered gratis to all townspeople. The 
notice of this service appears on his display advertising. 
It reads: 

For Correct Time, Phone SM 52577. 

Although Santa Monica is a large city (73,000 pop.), 
its telephone company has no facilities for supplying 
callers with the correct time. Curtis Jewelers has capi- 
talized on this need, and by supplying it has gained 
thousands of friends, and many customers. 

Added to his policy of “skill, integrity, and responsi- 
bility,” the qualities of public service and ingenious ad- 
vertising have made Harry V. Curtis a very much talked- 
of jeweler in Santa Monica. 
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Priced for every budget and backed by a 
reputation of almost half a century. 
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Mass Display 
(From page 99) 


vestigate. Then the mass display of the item yoy wend 
to sell does the rest. 

“If you question the power of mass display,” Eckstein 
went on, “ask anyone how difficult it is to close oy the 
last one or two items left over from a promotion, Dig. 
playing one or two items is the way not to sell merchap. 
dise. Give me any item and the surroundings to mag 
display it effectively, and I'll sell it.” 

Seemingly there is no end to the sale of one lamp tha 
Eckstein picked out to feature. It is not really a lamp; 
but a lamp and table combination that retails for $13.95, 
In less than four months they have sold 5,230 of them, 

Eckstein has an uncanny way of touching off the spark 
that moves people to action. When radio prices came 
down, many retailers made an announcement, byt 
Eckstein dramatized it. He hit the reader with wha 
interested them. ‘“Kent’s have saved Houston $27,550,060,” 
They sold 551 Bendix radios at a saving of fifty dollars 
each. Figure it up: 551 x $50. With savings like that, 
who'd ask for a better place to trade? 

Eckstein appeals to readers’ emotions rather than give 
them bare information. If readers knew the radio situa. 
tion, they would realize this price was not unusual. It's 
the way the information was presented, not the radio or 
the price that rang up 551 sales. 

Eckstein leaves no merchandising stone unturned. 
Many retailers accept as dictum that one satisfied cus- 
tomer brings another. And to prove the maxim to him. 
self, he had some folders printed with four coupons on 
them. Across the front in bold letters is written “This 
is worth $8.00 to you.” If a client got the store four 
new customers who spent $15.00 or more he was credited 
with $2.00 for each one. This brought an immediate 
response. What is easier for a customer to earn them- 
selves $8.00 than recommending the store to four friends 
or relatives? 

One customer really took advantage of this. It took 
her about three months, but she finally sent in 93 cus- 
tomers and as her reward walked away with a $186.00 
radio. Eckstein was so pleased he added a $20.00 lamp 
with the radio. 

Intelligent merchandising is only one factor that con 
tributes to this store’s phenomenal success, for customers 
must be made to feel welcome. “People buy willingly 
where they are well treated,” said Eckstein. “We sell the 
customer what they want. That’s why they keep coming 
back. We don’t have to worry about holding our old 
customers, we can devote our efforts to continually get- 
ting new ones. 

“For example, a customer comes in and tells one of 
our salespeople he wants to look at a $28.00 watch. 
Obviously, there is little profit in selling this watch. But 
that is what the customer asked to see and that is the 
watch that will be shown him. The salesperson will also 
show the next higher priced watch in the same line, but 
the customer is not influenced by a sales talk to buy the 
higher priced watch. 

“In many instances it would be a simple matter to 
talk the customer into taking a higher priced watch. 
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—_) BM HOLLOW wari 
Te by POOLE 


Designed for beauty and util- 
ity, Poole Hollow: Ware also 
has the quality and crafts- 
See manship which make it long 
lasting and graceful. These 
things, plus national advertis- 
ing, make Poole Hollow Ware 
a fast selling item for your 
store. 
Shown are two new Poole 
pieces... 
Above No. 1901 Sauce Boat. 
At left No. 5011 Butter Dish. 


Once again the popular Poole Hollow Ware album 


is available for your store. Write for information. 





POOLE SILVER CO., INC. * TAUNTON, MASS. 


New York SHOowRoomM — 366 Firtn Ave. © New York, N. Y. 
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> doubt they would pay it out. But do you think 


dn 
a customer is coming back? Nine chances to one 
> 
hey won lt. | | | 
We want the customer happy and satisfied with their 


urchase. We know the net return of this by the number 

of two-dollar credits we have paid out to our regular 
customers for bringing us new ones. That our policy 
is sound is evidenced by the fact once we procure a 
customer we keep them. — 

“Let me stress that repetition 1s the keynote of suc- 
cessful merchandising. People like to buy what they 
assume everyone else is buying. People like to buy what 
is popular. And as I have always found, the last one or 
two items are the hardest to move. Give the items you 
want to move an even break by mass displaying them.” 





Promotion Plus Service 
(From page 104) 


would pay little or no attention to the lighter display, he 
has found—and through this simple expedient, windows 
have been given much more sales appeal. 

At the extreme front of the window, near the glass, one 
sample each of all lines carried in stock in the store are 
shown. Included are low-priced windproof lighters at 
$1 up to $100 gold-plated double-action models. Each of 
these lighters is carried in the inventory because it has 
been accepted and requested by regular customers. While 
some of the top, nationally-advertised lines sell at a turn- 
over of 10 or 15 times per year, there are others which 
move as slowly as 3 or 4. Nevertheless, in order to be 
able to offer the customer a complete choice, Krisman- 
Frey stocks them all. 

There is a much larger market for lighters than the 
usual “gift season’ which the jeweler envisages, accord- 
ing to Krisman. “By that I refer to the replacement 
market,” he stated. “No matter how well-built a lighter 
may be, the usual owner will wear it out after a few years 
of use, and in addition, a lot of people lose their cigarette 
lighters. We have found that the usual man is par- 
ticularly loyal to the brand of lighter which gave him 
good service and that he is quick to replace it after the 
loss. Therefore, we have frequently sold two or three 
lighters to the same customer in the space of 18 months.” 
The window display, with the cigarettes strewn around, 
spurs a lot of gift purchases by women buying for men, 
who buy on “impulse” after seeing some of the severely 
masculine styles carried. 

Mass display is maintained in the sales countercase 
inSide the store, which is divided into a dozen separate 
rows, each containing a different brand of lighter. One 
operating sample of each is kept on hand in the case, so 
that it springs into life when pressed, which Mr. Krisman 
has found always makes for a pleased surprise on the 
part of the customer. 

“While cigarette lighters are undeniably a common- 
place item in almost every type of retail store, the jeweler 
can benefit by giving them superior promotion and atten- 
tion,” Krisman summed up. 





For one sales event merchants in a southern city pro- 
moted a “My Day,” in which shoppers were urged to 
buy something for themselves. This was a new appeal, 
and it worked out very well. 
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THE HALE, with oll 
Revere floor clock 
features, is ideal for 
small rooms, 751%” 
high, Westminster 
: Chimes. Retails for 


$395.00 plus tax. 




















‘The most important task of 
the dealer is to sell his store 
as the place to buy at.’’ 





To create and maintain a reputation that will 
draw the most important trade, it's absolutely 
necessary to feature and display selections that 
proclaim distinction. You'll find that nothing is 
more impressive, more eloquent of distinguished 
quality than Revere masterpieces with their en- 
chanting Westminster Chimes, superb designs, 
and medern electric timekeeping. 


Send for 
catalog showing 
the superb 
models you can 
feature. 


BESTWINSTER 


Floor clock 
prices are 
slightly higher 
on the 

West Coast 


Available 
through 
Revere 
Authorized 
Distributors. 


THE REVERE CLOCK CO., CINCINNATI 6, OHIO 
New York Office and Showroom: 37 W. 47th St. 
Chicago Showroom: 1422 Merchandise Mart 


The R-953: a charming, highly appealing de- 
sign, with Westminster Chimes, retails for 
$45.00 plus tax. 
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@e MATCHED PEARLS 
FOR EARRINGS 


e LOOSE PEARLS 
Your best value in any price category! 
FERRANTE-RIVIECCIO Co. 


542 FIFTH AVENUE, NEW YORK 19, N. 





WATCHE 
Obtainable through your Wholesaler or 
RODANA WATCH COMPANY, INC. 


745 Fifth Avenue, New York 22, N. Y. . Plaza 9-6346 














Glamour to Glitter 





(From page 110) 





The idea of a combination business appealed to the 
Evans, especially so as they had the experience of eight 
years of observing the profit possibilities of their Own 
beauty salon business operated in conjunction with the 
millinery business. This combination was their jge, 
when they drew up plans for their new location. Hoy. 
ever, at the last minute, practically, the Evans decided 
to forego the millinery idea and install a small section jp, 
their beauty shop for costume jewelry which was yer, 
much in vogue right then. A beauty shop was a natural 
spot for the sale of costume jewelry, they figured, 
Women came in to be beautified, so why not add a bit of 
glitter to their glamour? 


So, a small but exclusive line of costume jewelry was 
added. As a sales incentive, the beauticians were offered 
a percentage on the jewelry they sold which gave them 
added revenue and in turn helped the Evans “sell” their 
new department. 


Did the new line go over? Within six months the 
Evans had to tear out a beautiful reception desk which 
they had installed for the beauty salon at a cost of several 
hundred dollars and add three more display cases for 
jewelry and another smaller desk with display space in it. 
They'd built a reputation for unusual costume jewelry 
among their beauty shop patrons and the word had 
got around. 

The success of this costume jewelry line decided the 
Evans that it was time to expand their operations and 
they added rings—birthstone, diamond and wedding 
bands—and watches. As neither Evans nor his wife had 
any experience in watch repair, they employed a watch- 
maker. 


Within a short time of each addition, their jewelry 
business has demanded more space. In two years’ time 
the jewelry department was enlarged again by taking out 
two beauty booths and adding three more display cases. 
This latest remodeling leaves the Evans with an eight. 
booth beauty salon and a modest but up-to-date jewelry 
store. Just recently they added sterling and silverplate 
flatware and a display case for a line of pen and pencil 
sets. 

“We do very little newspaper advertising,” says Evans. 
“Most of our promotion work is done on the radio. We got 
into all the quiz shows possible and attribute much of 
our success to that type of advertising. The beauty shop 
patrons make up at least half of our sales volume and 
our window displays of jewelry, which my wife designs, 
also bring in many customers. We notice a boost in 
business each time we change our displays, and that is 
twice a month. 

“We do not plan to discontinue our beauty salon as tt 
continues to be a profitable part of our combination 
business and is an ideal drawing card, creating traflc 
so necessary to the survival of any retail store. We plan 
to add crystal, china and more jewelry as we progress 
and in our present location there is plenty of room and 
possibilities for both beauty and jewelry.” 

While Mrs. Evans keeps the beauty shop part of the 
business running efficiently, this leaves her husband free 
to devote his efforts to the jewelry side of the business. 
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JIC Promotion Parade 


(From page 112) 


window display ideas. In addition to the idea book, the 
Council is supplying retail members with a special easel- 
hacked Valentine window display and with mats of a line 
drawing created especially for Valentine's Day promotion 
tail jewelers in newspaper advertising. 


by re 
THE 1950 DIAMOND EXHIBIT 
The Council’s 1950 nation-wide diamond promotion 
‘ ° *y *, 99 ? 
will be called “The 1950 Diamond Exhibit.” Last yea 
this promotion was staged under the name of “The 1949 
Diamond Jubilee” which resulted in confusion in some 
quarters on the meaning of the word “Jubilee.” _ 

Terming this year’s promotion an “exhibit,” is ex- 
pected to put greater emphasis on diamonds because of 
the fact that retailers generally used last year’s promo- 
tion to feature their stock of these stones as well as the 
various aspects of their production and quality factors, 
so that it was in fact more in the nature of an exhibit. 
Another fact that was taken into consideration in chang- 
ing the name this year was that the public is accustomed 
to attending exhibits of paintings and books, for example. 
without fear that they will be pressured to buy. It is ex- 
pected that jewelers who will stage their promotion of 
diamonds with this thought in mind and who make their 
showings of real interest will draw a much larger audi- 
ence than if they put on just another general promotion. 

A new and added feature for the 1950 Diamond Pro- 
motion which is believed will attract increased jewelry 
store traffic, can be summed up by quotation of copy that 
will appear on an easel-backed window display card that 
will be given retail members of the Council. 

That copy reads: “Double the Enjoyment of Your Dia- 
mond Jewelry. BRIGHTEN UP YOUR DIAMONDS— 
CHECK UP ON YOUR SETTINGS. Come in—Let us 
Clean Your Diamonds. Check Your Settings for Their 
Safety. While you Wait—At No Charge.” 

Idea books for “The 1950 Diamond Exhibit” will 
shortly be made available to diamond dealers and manu- 
facturers of diamond jewelry who are members of the 
Council so that they can coordinate their plans with the 
plans made by the Council. 

Copies of the idea book for retailers will give them 
newspaper layouts and copy, window display ideas, 
radio commercials, and direct mail promotions. 


THE 1950 SILVER PARADE 


The 1950 Silver Parade gives emphasis to a new slogan. 
namely: “Everyone Treasures Silver.” 

The Council’s Silver Promotion book emphasizes the 
importance of silver in the day-to-day life in the Ameri- 
can home and also stresses the appropriateness of silver 
for many gift occasions. 

This book gives the retail jeweler ideas and plans for 
newspaper advertising, direct mail advertising, radio 
commercials and window displays. 

The major objective of “The 1950 Silver Parade” is 
to focus public attention on the retail jewelry store as the 
place to buy silver and to help retail jewelers sell silver 
for gift occasions and for home use. 

Further details of the diamond, silver and other pro- 
motions will be published in forthcoming issues of 
JEWELERS’ CIRCULAR-KEYSTONE. 
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Benstock rings have never been known to cure insomnia — | 
they just make it more pleasant! Take the typical Benstock 
Merchandiser. He’s a fellow who used to lie awake’ nights 

to figure out a way to build store traffic. 


One day the answer came to him in 
the form of a Benstock catalog. On 
its pages were rings the likes of. 
which he had never seen — that’s 
because each Benstock is an exclus- 
ive original, designed in ovr own 
factory. 


The rest of the story has been re- 
peated often. Right away customers 
flocked into his shop, attracted by 
those popular prices, by the hand- 
made beauty of each of the many 
varied Benstock designs! < . 


Oh yes, the insomnia. We forgot to 
tell you that Benstock rings are priced 
for profit. Now our Benstock Mer- 
chandiser gets no more sleep than 





his profits! 








[73 WEST CHIPPEWA ST. 


BETTER BUY BENSTOCK! 


before — he lies awake figuring up 


RETAILERS: Ask your thbolesaler .- 
to show you the Benstock Catalog... 






. . the initial of a profitable friend 














BUFFALO 2, N. Y. 
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STOCK AND SELL... 
OUTSTANDING TRIBUTES 


FOR 
PAST MATRONS ano PAST PATRONS 


PAST PATRON BUTTON PAST MATRON PIN 
with diamond $20 with diamond $42 
$6.50 without diamond $20 without diamond 


We also offer a wide selection of other beautifully styled 
Past Matron and Patron jewelry from $10 to $200. 


All prices Keystone 


WEFFERLING BERRY & Go. 


8 ROSE ST. NEWARK 8, N. J. 


MEMBER 
AMERICAN 
GEM 
SOCIETY 
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LAIGLON BRACELETS 


Look Better... 
Wear Better . 


L’Aiglon watchbands are first in appearance 
with lasting beauty, outstanding quality and 
perfect fit. 


Created in yellow, pink or white gold with 
stainless steel back in 1/20 12K gold filled. 
Also available in stainless steel front and 
back. 


Sold Through Wholesalers Only 


L & B JEWELRY MFG. CO. 


Makers of Watch Bracelets for 25 years 
36 Garnet Street Providence, Rhode Island 


Representatives in 


NEW YORK CHICACO LOS ANGELES 
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Merchandise Returns 
(From page 114) 


A brochure on this subject published by the Domestic 
Distribution Department of the Chamber of Commerce 
of the United States, lists the following as among the 
more important causes of returns: 

Improper and faulty handling , causing dam. 
age in delivery, or arrival at inappropriate 
time. (Poor packaging might be added.) 

Defective merchandise. 

Inadequate customer analysis, i. e., “how 
well the needs and wants of customers are 
determined” and the extent to which those 
wants are met. 

Dissatisfaction with substitute products. 

Errors or misunderstanding in handling 
mail and telephone orders. 

Misunderstandings between customer and 
person making the sale. 

Inadequate labeling of merchandise. The 
report states, “For many products, much work 
with suppliers needs to be done to improve 
this activity.” 

Incompetency of sales personnel. It adds— 
“studies have shown that poorly informed 
sales persons and those using high pressure 
or other sub-standard sales methods account 
for a large proportion of unnecessary returns.” 

Mistakes in delivery, wrong item sent. 

Lack of control records to check efficiency 
of all operations, and inadequate customer 
records showing frequency of returns, types of 
goods returned, etc. 

Corrective steps include the following: 

Keeping accurate records to enable man- 
agement to detect inefficiency of products, in 
selling methods, etc. For key accounts such 
records might show: 

Volume of purchases and volume of returns. 

Kinds of goods bought and kinds returned. 

Goods not bought, but available for sale. 

Establish a time limit within which returns 
may be made. 

Set up a policy designed to discourage re- 
turns, although if it is too rigid it may affect 
sales. 

Issue due bills in lieu of cash refunds. 

Apply restrictions to those who constantly 
abuse the return privilege. Basis for deciding 
whether an account falls in this class may be 
a specified percentage of sales, or relation of 
expense of handling returns to gross profit 
realized on the account. Risk of losing future 
business is a necessary consideration in such 
cases. 

Add a service charge for returns. 

Decline to allow full credit on returns. 

Educational activities designed to minimize 
returns such as advertising; use of package 
inserts; notations on labels, packages, and 
sales slips; the use of stickers; and inserts 
with statements. Also suggested are form or 
personal letters to consistent offenders or 
personal calls. 
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Experience Is Foundation 


(From page 118) 
while black and white “marble” blocks were used on the 
floor. 
Tae attention was paid to lighting and to assure 
adequate illumination under all conditions, four large 
center fluorescents, and 17 round spots were countersunk 
in the ceiling. These, of course, were in addition to 
wall cases and window lighting. 

A number of specific “specials” were incorporated in 
this store as the result of past experience. For example, 
there is a wall opening between the main showroom and 
the packaging department which saves countless steps. 
There are “slot” windows and mirrors arranged so that 
a person working in the packaging room, or the Diamond 
Room, can have full view of people entering or leaving 
the store. 

In the package department incidentally, a series of 
deep, flat shelves have been installed close to the ceiling. 
By having boxes delivered “knocked down,” they can be 
stored flat, thus conserving a large amount of storage 
space normally used for boxes. 

The shelves of the china storage section are all linoleum 
covered. This facilitates cleaning and saves breakage. 
The installation of cleaning, and polishing facilities on 
the second floor, as well as in the packaging department, 
has already proved a wise investment. 

Another “special” which today is becoming almost a 
“must,” is the very pleasant air conditioning, which en- 
courages customers to stay longer and to buy more on 
hot days. 


A further advantage is enjoyed with the three inside | 


display windows opening on the lobby of the well-known 
Stonewall Jackson Hotel. These displays double the avail- 
able window space and reach a number of potential cus- 
tomers who might never pass the front windows. 

The largest single “special” is, of course, the Diamond 
Room. This is a small room finished in Korina, beauti- 
fully appointed, backed with a rich, dark blue drape, and 
carpeted in blue grey. A special diamond light, counter- 
sunk in the ceiling, throws a 12-inch circle of scientifi- 
cally true clear light on a kidney shaped table with three 
small chairs. 

Prior to the actual opening of this store, a well-rounded 
advertising campaign was prepared. This included a 
new name slug, the adaption of the ““M” with the emerald 
cut diamond as store trademark; the designation of 
Wilber A. Marr, as “Clarksburg’s Diamond Specialist,” 
the launching of “The Marr Diamond Collection,” and 
the preparation of direct mail and newspaper announce- 
















ments. The keynote throughout was dignity and quality. | 


A gradually increasing number of station break an- 
nouncements were used, prior to the actual opening, with 
two live broadcasts from the store on the opening days. 
The opening was held from noon until 9 p.m. and on the 
two days had close to 5000 visitors. 

“The initial opening took a great deal of time, effort 
and money; but the response was very satisfactory,” 
according to the Marr’s. “The smoothness of operation in 
this new location is a great relief, the future looks prom- 
ising, and it is intended to make the Marr “M” a highly 
respected symbol throughout West Virginia. 


FOR FEBRUARY, 1950 












BEATTIE 
Jet sowren 


>} The only lighter with the 


flame you can point. 


Equipped with wicks that 


need no replacement. 











Sure Fire 
Sales for You! 


© Consistently advertised in national 
magazines with increased schedules 
planned for 1950! 


® More and more pipe smokers insisting 
on the unique Beattie Jet Lighters have 
sent our sales to an all time high! 


Send this, 

coupon for 
complete price 

list and discount 
list for Beattie Jet 
Lighters and Flints. 


® Get your share of this business and 
stock up on all models — retailing 
from $5.00 to $22.50! 


Also Beattie extra large flints, 
retailing 25¢ per package. 


| Beattie Jet Products Inc., Box JC 

| 17 E. 48th St., New York 17, N. Y. | 
Rush complete price lists and dealer discounts for Beattie Jet 

| Lighters to: | 
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Repair Control 


(From page 120) 


adjustments, inspections and estimate work is carried out. 
Back of the counter are thirty inset stock drawers which 
with slanting exterior surfaces in neat rows, resembles 4 
ventilator rather than a battery of drawers. There js none 
of the usual rows of watches suspended bulletin-board 
fashion, and in fact, everything used in the department, 
operation is out of sight. This extremely neat, goog 
housekeeping invariably pleases women in_ particular. 
according to Lidholm. | 

No actual repairs are handled here. Instead, the 
veteran watch department head handles all estimates a 
this point, gives the customer the price, and makes cer. 
tain that this is agreed upon and actually entered upon 
the records before the watch is accepted. Thereupon it js 
transferred to the main watch repair department in the 
basement, staffed by three horologists, where with 
privacy doing away with interruptions, around fifty 
repairs per day are handled. Not only work accepted at 
the downtown store, but the “overflow” from branch 
stores is handled here, with direct messenger service 
between each Kortz-Lee unit. 

At the first floor counter, approximately 100 cus. 


Musical charms and brooches on Fisher tomers per day are handled, involving some 20 order 
displays are steady selling gift items — jobs, 30 regulations, and the remainder jewelry repair 
purchased by musicians and music lovers ‘ “a . iitaae he; d 

_in Sterling, Gold Plate, 10K, and 14K customers, either leaving or picking up thelr orders, 
Gold. Through your wholesaler. To handle this heavy traffic, Lidholm has developed a 


system which keeps a constant check on every order 
through a cross-reference based on both name and nun- 
ber. “We believe it necessary to use both, in the event the 
name is mispelled, or a number is illegible for any rea- 
son,’ he explained, “such as has frequently happened 


A New Stock ol where a mere book entry is maintained.” 


PACKAGED RECORD FORM 


After an estimate has been given on watch repairs and 


accepted, the order is written up on a pad form, equipped Ff 
| ure Cal \ with carbon copy sheet and an inserted envelope. Pad 
sheets run in sequence numbers, with a claim check at- [| 


tached which is torn off and handed the customer. Writ- 


-— AT NEW, LOW PRICES— ing date, name and address, type of watch, work to be [| 


J. M. FISHER COMPANY, Attleboro, Mass. 











done, price, date promised, and other details on the top 





sheet reproduces the same information on the face of 
| the envelope which makes up the “carbon copy” below. 


Orders accepted 7 Necklaces | This envelope, containing the watch, is routed to the 
E repair department in the basement, while the original goes 


from wholesalers, 


— All Sizes and Grades from | into one of the 30 alphabetical drawers behind the service 
vd * ty & _ counter. First, however, an entry is made in a daily post- 
nas $30 to $5,000, Keystone ing book kept on th ith the watch entered b 
ns g pt on the counter, with the watch entere y 
deli a | the number of the order, a description such as “ladies, 
y ‘wiieaeees ig Loose Pearls | yellow gold,” etc., and with the name of the watchmaker 
and most | to whom it was sent. At the back of the book three pages 


complete stocks 


in the country. From 3 to 10 MM., All Qualities | are used for still another precaution, an alphabetical list 


of customer’s names, with the page number at the front 


Memorandum selections sent on request ; ‘ 
of the book covering the order given, such as “Abbott, 














as & Mi | page 121” or “Rogers, page 139.” This makes it easy 
CULTURED PEARL for any salesperson in the store to get the customers f 
IMPORT COMPANY name, check the nomenclature at the back, locate the . 


proper page for the number if the customer has for- 
gotten her claim check, and then locate the actual watch. 
The original slip, in position in the alphabetically 





ROOM 1013, 665 FIFTH AVENUE, NEW YORK 22 
PLaza 3-389] 
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‘ndexed drawers, is the guide to the actual whereabouts 
. ae watch. If the slip only is there, the watch is still 
- a repair shop, and a check of the book determines 
¥b ‘ watchmaker has it. When the watch is returned 
em shop to service counter, an “R” is placed on the 
book listing to show that it is in the drawer. When 
eventually the watch is picked up, the entire entry in the 
book is crossed off to show completion of the transaction. 

“We believe this system is completely foolproof,” Lid- 
holm emphasized, “inasmuch as it works equally well 
whether the watch is in the drawer, in transit, in the 
repair shop, whether the customer has lost her claim 
checks, etc. All of our salespeople have been trained to 
use the three references for quick location and to serve 
the customer with one of the fumbling or misguided 
efforts which show unfamiliarity with this end of the 
siore’s services. Nothing pleases the customer more than 
quick, brisk service if the watch is ready, or to be told 
that our Mr. Grace has the watch under repair if she is 
early.” 

Branch store work is handled in the same way, except 
that a separate book is used, with each watch as received 
signed in, with the messenger between store initialing 
the receipt column provided whenever he picks up a 
repair watch for re-delivery to the branch store. Thus a 
branch store may telephone in, and be informed in a 
matter of seconds whether the watch is awaiting repairs. 
in process or is in transit by messenger. 

Clockwork operation of the department on this basis 
has never once been interrupted, Lidholm pointed out. 


even during record watch repair periods when all facili- 
ties of the repair department were overloaded. 

“One of the most important points we have learned is 
establishing the price definitely, entering it on the sheets 
where it appears with all reference to the watch, and 
repeating it out loud when the claim check is given out,” 
he summed up. “This does away with arguments or ob- 
jections altogether, while the celerity with which the watch 
is found and returned impresses the customer with the 


eficiency which he has paid for.” 





Swiss Watch Fashions 


(From page 122) 


with jewel-studded clips, novel purse or pocket watches 
in leather for business and travel, a wrist alarm watch 
for the career woman,.and a host of other pioneering 
innovations such as the calendar and shockproof watch, 
and automatic and waterproof watches with a smart 
feminine appeal. 

Among the watch styles for “after dark” elegance in 
high fashion wear is the striking contemporary version 
of the famous Geneva enameled timepiece. Studded with 
pearls, the clip-cover of this glamorous concealed watch 
offers a brilliantly colored landscape scene in enamel. 
A wide yellow gold chain-link band completes the en- 
semble of finest artistry and design. 

Two dainty, hand-made gold mesh pin-up watches in 
the high-fashion group are a tribute to formal elegance 

















Also Available in Other Metals 


“U.S. Patent Design 155,535 
U.S. Patent Constructign 2,472,958 


NIASH REFINING COMPANY 





PRICES 
14K YELLOW GOLD 14K WHITE GOLD 
1 PAIR 4.95 pr. 5.75 pr. 
12 PAIRS 4.70 pr. 5.50 pr. 
GROSS 4.50 pr. 5.25 pr. 


116 Nassau St. 


NOTICE 


Unirep States Letters Patenrs* Have Been Issurep 


on our improved 


NIASH WING BACK 





= ae 
Son. gee 
ES RS 






clicks opening 
clicks closing 


*Each Genuine Niash Wing Back 
Stamped with our Patent No. 2,472,958 


RESPECT FOR OUR PATENT RIGHTS APPRECIATED 


New York City 
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TIME AFTER TIME 


..- SOCHARD CLOCKS BRING REPEAT 
BUSINESS INTO YOUR STORE! 


Prepare for your Easter gift business NOW— 
be ready with Sochard Travel Alarm Clocks 


VANITY 


ALARM 
CLOCK 







Handsomely encased in Morocco 
finish genuine cowhide leather. 
Only 2%4” square with radium 
dial and, hands. Space for calen- 
dar or picture in flap. Retails at 


$Q95 


TRAVEL ALARM CLOCK 


Here’s a clock that looks 
like twice the money in its 
| handsome simulated leather 
j. case. It is the smallest, thin- 
* nest domestic travel alarm 
clock made at this price. 
Available in eye-catching 
red, green. brown and b'ue. 


Only $799 retail. 


HENRY SOCHARD “qmissr".cl, net" 


435 FIFTH AVENUE, NEW YORK 16, N. Y. 






























YOUR FUTURE A 


DIAMOND CUSTOMERS \- 


a 
Also your potential custom- Y 


aN 









schoo! rings and class pins 

now. Send for our complete 
catalog. Samples sent on 
memo. 


a - 


METAL ARTS CO., Inc. 


Dept. 40 Rochester, N. Y. 









ers for watches. Sell them : Pe 














Chinese Jade— 


14kt gold and silver gilt assortment in jewelry, good 
jade and workmanship. 
Ask for small memo 


ASIATIC ART JEWELRY CO. 


225 Fifth Ave. New York 10, N. Y. 














ZIiRCONNOR GEMS 


The NtW varieiy of Genuine White Zircons guar inteed to 
stay WHITE. Manufaciurers and their Dealers find jewelry 
set with this NEW Super-Brilliant Zircon sells itself. Com- 
pare side-by-side with the finest Diamond—you will see 
why. Sole imporier and distributor. 


C. P. CONNOR, 25 Fowler Avenue, Lynbrook, N. Y. 
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and good taste. Both models were studded with dia 
monds and rubies, meticulously tailored as magnificent 
accessories for evening dress. 

Another flattering conversation piece was a tiny oblo 
watch, tipped with hand-made gold basket spheres hold. 
ing clusters of 32 perfect diamonds, with a woven vold 
bracelet to match. ° 

Also in the advance guard of fashion was a finely 
detailed design of 18-karat gold wire loops surroundiy 
a tailored gold watch face. It comes with long, thy 
suede straps to wrap and tie around the wrist, with 
draping gold tassels at their tips to provide that flattering 
touch every woman appreciates. 

A distinct fashion innovation is the smartly tailored 
woman’s square gold watch, designed to match identically 
the slightly larger model of the same watch worn by 
husband or sweetheart. These matched “Mr. and Mrs” 
sets have a beauty and charm that will make them yezr. 
in, year-out favorites. 

Swiss watchmakers, in fashioning the individual acces. 
sory touch to their formal and informal models this 
season, have blended ingenious design with classic sim. 
plicity. While some of the exquisite luxury styles jy 
yellow and white gold are bejeweled and ornate, there 
is a wide range of smoothly tailored watches that are 
beautiful in their simplicity of design. 

For business, travel and casual wear, the Swiss offer 
a number of individually styled wrist, lapel and pin-up 
watches that complement the new trends toward increased 
femininity in fashion. 

One of the automatic sports models, unique because it 
is the world’s smallest self-winding watch, is a shining 
example of Swiss craftsmanship in both design and engi- 
neering. 





| 


Croton Regulates Without Opening Case 


The Croton Watch Co., has recently brought out a vital 
wrist watch improvement, a dependable and guaranteed 
device which permits the jeweler or the wearer to regu- 
late the watch with split second accuracy. This is an out- 
standing advancement in watchmaking. 


feast! 





The new Croton watch featuring this device, the Acura- 
tor, is so called because of its practical and convenient 
outside regulator. The watch does not have to be taken 
to a repair shop and there opened. It is adjusted by 
turning the regulating screw on the back of the case with 
a dime. 

Because the Acurator need not be opened for regula- 
tion, its waterproof and dustproof qualities are protected. 
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CASH IN ON THE REVIVAL FAD FOR 


Souvenir Spoons 


For Plus Sales and Profits 





This timely revival of Sou- 
venir Spoons is a sales sensa- 
tion, already proven by eager 
public response to promotion 
tests in several cities! 


Scores of designs in ster- 
ling teaspoons and demitasse 
(or toddy) spoons to sell singly 
or in sets—over 2000 dies avail- 
able. Favorite glamour spots of 
every State—famous cities—na- 
tional parks—historic landmarks 
— major colleges — gay holiday 
designs—PLUS cute creations in 
Baby Spoons! 










Popular prices with a gen- 
erous profit. Free newspaper 
mats, display helps and promo- 
tion suggestions. Write for fuil 
information now! 


The Kobbins (oe. 


ATTLEBORO, MASS. 
DISTINCTIVE METAL CRAFTSMEN SINCE 1892 




























NOW ANYONE 
CAN ENGRAVE RINGS 









Send for® 
Folder R 















get a 


NEW HERMES — pay out of profits 


13-19 University Pl., New York 3 












on 4000 ee 


~ ENGRA VE 








= you ¢ CAN Too! 
_ ~ . Ask for Folder c : 
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NEW HERMES -— poy out of profs 


13-19 University Ph New York 3 




















JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Cameos, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full porticulars 


CHINESE JADE CORP. 


ume 6 East 39th St. © New York 16, N. Y. © MUrray Hill 3-2514 — ol 

















THE NEW SY SYNTHETIC GEM = (1 T/ TAN 1A) 


Refractive 

Index 2.616 

about 10% 

higher than 
Diamond 


L\OOWEST 438° ST. 
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NEW YORK 16,N.-Y. PHONE RRYANT 9-2470 








Yi ny yy racetels Made So Yine 
Shey Me a Handard for AU Olhers 





60 fine lhe yp re 
tor thy of lhe worlds 


forest mouvement. 


For Niagara Ouality 
be 308 a a | 
this trade mark 


on snap link 


Bracelets in 14K Gold 


Sold only through wholesalers 




















WILLIAM S. WARRR\ 










“ANOTHER MASTERPIECE 0p} 











A/pyyyp 


Many sterling silver designs are introduced each year. But only 





at rare intervals does a William S. Warren pattern appear. 

Up until now he has produced five “Third Dimension Beauty’ 
patterns in Wallace Sterling, beginning with Rose Point sixteen 
vears ago. Each of these patterns has become a classic of the 
Sterling Silver Industry. Rose Point introduced in 1934. Sir 
Christopher in 1936, Stradivari in 1937, Grande Baroque in 
1941. Grand Colonial in 1942. 

Each has made—and is still making—history over the silver 


counters of America. 


WALLACE SIULVERSMITH! 
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HAS NOW CREATED 


Now in 1950 comes Mr. Warren’s sixth creation—and possibly 





his greatest —“Romance of the Sea.” 

Your representative from Wallace Silversmiths is now on his 
way to show you “Romance of the Sea.” 

We believe you will agree it is the most exciting sterling silver 
design ever produced—one worthy to become the feature of your 
1950 Sterling Silver merchandising plans. 

A presentation to you of “Romance of the Sea” will include 
complete national and local plans for the enthusiastic introduc- 


tion of this new masterpiece in “Third Dimension. Beauty. © 


—at WALLINGFORD, CONNECTICUT since 1835 
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National Committee 
for Repeal of 
Wartime Excise Taxes 


Plans Course of Action 


Chairman of Committee 


FRANK M. MAYFIELD 


President of Mermod-Jaccard-King Jew- 
elry Co., St. Louis, Mo., and of Seruggs- 
Vandervoort-Barney, St. Louis depart- 
ment store, was named Chairman of the 
all-industry National Committee for Re- 
peal of Wartime Excise Taxes at a meet- 
ing on January 12th in New York. 

As one of his first acts, Mr. Mayfield 
presented the 1|7-point resolution for re- 
peal of excise taxes printed at the right. 


P LANS to form an all-industry national committee 
to work for the elimination of war-time imposed excise taxes 
(drawing upon the resources of all excise tax affected indus- 
tries), were discussed at an initial meeting called by Arde 
Bulova, chairman of the board of the Bulova Watch Co., on 
November 29 (JC-K, January, Page 175). At this first meeting 
a second was scheduled for December 26 from which a public 
announcement ensued of the formation of the National Com- 
mittee for Repeal of Wartime Excise Taxes. 

As its name implies, this committee has as its purpose the 
elimination of the so-called “discriminatory” excise taxes. 
What is most important is the fact that this organization repre- 
sents the first all-industry effort to present a united front in the 
fight for repeal of these taxes. The committee will coordinate 
its efforts with those of trade organizations who have been 
carrying on the fight individually. Officers of the Committee 
named at the meeting in December represent a roll call of in- 
dustries affected by these excise taxes with the exception of 
alcohol, tobacco, and gasoline interests. They are as follows: 


Arde Bulova, chairman of the board of Bulova Watch Co., vice- 
chairman. 

Eric Johnston, president of Motion Picture Producers and Dis- 
tributors of America, vice-chairman. 

Louis Ruthenburg, chairman of the board of Servel, Inc., vice- 
chairman. 

H. Leigh Whitelaw, managing director of Gas Appliance Manu- 
facturers Association, secretary. 

James J. Newman, vice-president of B. F. Goodrich Co., treasurer. 


A subcommittee on procedures is made up of the following: 


Harold Bozell, president of the General Telephone Co. 

C. R. Harding, president of the Pullman Co. 

John H. Moore, president of John Hudson Moore, Inc. 

B. Earl Puckett, president of Allied Stores Corp. 

Glenwood A. Sherrard, president of Parker House Hotel, Boston. 
C. R. Smith, president of American Airlines, Inc. 


_ The subcommittee for audit and finance is composed of the 
following: 
Robert F. Bensinger, president of Brunswick-Balke-Collender Co. 


Samuel B. Edison, vice-president of Edison Bros. Stores, Inc. 
Milton R. Rackmil, president of Decca Records, Inc. 


(Please turn to page 158) 


















































17-POINT 
REASONING 


For Excise Tax Repeal 


* The strongest reason for the enactment of excises 
was that they would be repressive and put a brake 
on the businesses affected. They were intentionally 
diversionary and punitive in order to meet wartime 
necessities. Since they continue to repress and to 
divert in peace-time, they are discriminatory and 
unfair. 


* They are rationing by taxation—the last of the war. 
time controls. 


* They dictate to the consumer how he shall spend 
his dollar; a severe limitation on his freedom of choice. 


* Since they strike deeply into whole communities and 
particular businesses, their unfairness causes bitterness 
when unemployment results to the individual worker. 


* The Congress has a moral commitment to the 
American people to end the high wartime excise taxes. 
This pledge is woven through the laws, their legislative 
history, and the very logic of their original enactment. 


* Since they increase prices to the consumer, they 
produce a maximum of mass irritation at a minimum 
of return, with their greatest impact on the low-income 
group, least able to pay. 


* Because they are arbitrarily selective by peace- 
time standards, they have injured particular industries. 


*& More people and more businesses are subjected to 
the repeated bite of these taxes than any other, with- 
out exception. 


*& Consumer-spending (which we must increase in 
order to sustain high-level employment) is decreased 
by these taxes. 


* The term “luxury taxes" is misleading, confusing 
and in fact false, since the wartime excise taxes were 
not imposed on “luxuries. They were imposed on 
goods and services that interfered with wartime neces- 
sities. 


* Only complete repeal (restoration of the pre-194! 
status) can be effective, mere reduction in rates would 
be a serious mistake—the irritant would remain, the 
moral commitment would be unfulfilled; the discrimin- 
ation and unfairness would continue. 


* These are bad taxes, they are placed on gross 
revenues, not on net profits. 


* If it is wrong to keep the discriminatory wartime 
rates, and right to repeal them, America cannot 
afford not to do the right. 


* Tax repeal action rather than public works is the 
only way to reach the skills unemployed by consumer 
resistance to wartime excise taxes. 


*& If these taxes are now repealed, the government 
will have exerted itself positively in the direction of 
continued high-level employment and increasing na- 
tional income throughout 1950. 


* When taxes enacted for an emergency purpose are 
permitted to remain after the emergency has passed, 
the faith of the people in their government is shaken. 


* Because of the general belief that these taxes will 
be repealed, quick action to this end is necessary, 
as the public is curtailing its purchases of many prod- 
ucts and services in the affected industries. 
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Entrance to gift de. 
partment is seen g} 
far left of photograph 
A bow to old Mobile 
tradition is seen in the 


wrought-iron benches 
and frame around 
doorway into gift shop. 


by R. L. LAWSON 


Individual Shops 
Highlight New Mobile Store 


Concentrating major attention on wedding business, Gabriel’s “Bride and 
Gift Shop.” one of several in completely departmentalized layout, has been 


designed to offer complete line of gifts that fit into bridal category. 


ry 

. Li. first all new jewelry store in Mobile Attracted by the extensively advertised ideas of Philip 
for more than fifteen years’ drew Alabamans’ attention Gabriel, son of the founder, and Joseph H. Lock, the 
last October 4th when Gabriel’s opened at its new loca- present owners, “open house” on the first day was well 
tion in the recently remodelled Battle House Hotel. attended by those who wanted to see the innovations and 






Plate glass doors, flanked 
by open-back display win- 
dows, put entire interior 
of store on constant dis- 
play as seen here in this 
street view of gift shop. 
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ou SUBS ' e finest --° - ation 
NOW — 12 Patterns in = a you —— on , 126 yea" repute 
Sterling Flatware = + sales appe? 
inherem . 
Yes, again it’s possible to offer Heppel- ality: 


white, Hawthorn, and 17th Century 
solid silver . . . temporarily discontin- 
ued during the war but continually 
demanded. These ever-popular three 
bring to twelve your range of world- 
famous Reed & Barton patterns in 
sterling. 


% Ses ee 


SILVER PLATED 
HOLLOWARE 





WwW | a SILVER PLATED 
+A ‘ osu FLATWARE 











REED & BARTON . Silversmiths - Taunton, Mass. - New York - Boston - Chicago 
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conveniences afforded by complete segregation of the 
various departments. 

Sales to prospective brides have always played a large 
part in the business of this 48-year-old establishment and, 
in the new store, everything has been done with the view 
of making more profits from this part of its business, 
but without neglecting any of the other items which have 
made Gabriel’s a part of the southern tradition. 

With two entrances, from the hotel lobby and from 
the street, the 2200 square feet of floor space allows com- 
fortable lounges for the shoppers’ convenience and 
plenty of room for the departments. From the street, 
passersby are attracted by the black marble front with 
wide, full-vision plate-glass doors flanked on each side by 
10 ft. x 10 ft. show windows whose backless construc- 
tion not only permits examination of the window items 
but also those in the various departments beyond. “Walls 
of Glass” is the theme which the store plugged during its 


Only item not carried in Bride Shop 
is silver. All this merchandise is 
stocked in the large silver depart- 
ment shown, on left side of store. 








opening month to call attention to this unusual factor 

The color scheme in the store is a distinct break with 
tradition, according to Lock. One of the most unusual 
and attractive features in the jewelry department jg a 
pearl-white, recessed dome ceiling above the center of 
the room, which features both incandescent and op. 
cealed neon lighting, for a soft velvety flow of illumina. 
tion. The remainder of the ceiling in the jewelry section 
is done in jungle green plaster, blending with terrace 
green walls, and polished dark mahogany wall Cases 
Fluorescent lighting varies from case to case, and te 
various parts of the store, according to the amount of 
illumination needed for seeing details. All wall cases 
are mirrored from the base to the top shelf, and are 
backed in with a special cloth to prevent tarnishing of 
silver, and for an unusual eye-appealing note. 

A bow to old Mobile traditions is seen in the gracefy| 

(Please turn to page 163) 


The "Bride and Gift Shop,” converted 
from a long, narrow room at rear 
of the store, carries large inven- 
tory of wedding gifts at all prices. 
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STERLING FLATWARI 
PATTERN INDEX 





IMMEDIATE 
DELIVERY 






Actual size of book, 
os 47. 
Teaspoons are shown 
actual size in book. 


STERLING FLATWARE PATTERN INDEX 




























Jewelers find THE STERLING FLATWARE PAT- 
TERN INDEX absolutely indispensable for iden- 
tifying patterns to be matched —and for making 
selling suggestions to customers. It contains, under 
one cover, full-size illustrations of more than 1300 
sterling flatware patterns—active, inactive and obso- 
lete patterns. 


Completely Revised and Up to Date 
Over 1300 Patterns Shown Full Size 
Essential For Matching Patterns 

Indexed by Patterns and Companies 


Each pattern name is listed in one alphabetical index 
... and cross-indexed again under the name of the 
manufacturer using it. Illustrations are beautifully 


Helps You Sell More Silverware 
done, in full size, and printed on fine coated paper. 


Used Daily by Jewelers Everywhere 
The binder is of rich black cowhide leather, gold 


stamped. These pages are supplied in convenient All Books Sold Remittance With Order 
loose-leaf form, and revisions published periodically —— 


will be available at a reasonable cost. These can then . 
be inserted into your book keeping it constantly up THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 


to date. 
Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


4484848646 


In daily use by jewelers everywhere, this bvok 
has proved its value as an essential reference vol- 





ume, invaluable in operating a Sterling Silverware With Binder §20 Without Binder $15 
Department. Check or Money Order for $.......... _ is enciused 
CT Ter TTT rer peer 
SEND NOW FOR THIS ESSENTIAL SELLING TOOL Street eee c cece ceeceessaeeaeeee. 
City sdb aa) iis aobeecein Zone Ss. 
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1. Lady's Automatic 





2. Emblem Tie Chain 








3. Electric Wall Clock 
4. 1950 Gruen 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[1 1. Claimed the smallest lady's self-winding wristwatch is 
this one from new Eterna-matic line of Eterna Watch Co. of 
America, 580 Fifth Ave., N. Y. In six styles, three round, 
three square, from $71.50 in steel to $185 in 18 K gold. 


; ; [] 2. To match their emblem tie chain, Irons & Russell Co.. 

9. Slim-Line Pen Providence, R. |., have introduced a new series of simu- 
lated ruby and emblem cuff links, in 1/20 12K gold fill with 

10K frame around stone. $10 retail; set $17.50 plus tax. 


[] 3. The "Orb," a new electric wall clock by the Westclox 
Division of General Time Corp., La Salle, Ill., has sturdy 
metal case, red sweep hand, convenient set knob and comes 
in ivory, white, red or yellow at $3.95 retail, plus tax. 


[] 4. This new watch from the Gruen Watch Co. of Time Hill 
Cincinnati, Ohio, is presented as part of its 1950 line, 
which, for the first time in years, features ladies’ time- 
pieces set with diamonds. The Curvex Concordia shown is 
in 14K gold and retails at $195 including the federal tax. 


[] 5. A more slender pen from the W. A. Sheaffer Co., Fort 
Madison, lowa. Although the basic design remains almost 
the same, the new thin model features a slightly reduced 
diameter so that it rests more lightly in the hand. Three 
models are immediately available in the ‘white dot" line. 

[] 6. A new idea in tie holders that has a practical side to 
it is the "'Nife" slide made by Anson, Inc., 24 Baker St., 
Providence, R. |. Slide has two-tone gold plate finish; 
knife is high grade carbon steel. - $2.95 retail plus tax. 





6. Knife 
Tie Clip 
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Let’ Order it from Johnson 


That’s what jewelry retailers the country over have 
been saying since 1869. For, during the past 81 years, 
J. W. Johnson service has won nationwide acclaim in 
the trade. Johnson’s stock of silverware, watches, clocks, 
jewelry, giftware and a wide assortment of costume 
jewelry is complete and includes nationally adver- 
tised brands that your customers know and respect. 





Why not consider placing your next order with us .. . 
for prompt delivery and complete satisfaction. 


SEND for FREE Catalog 


We will be glad to send you a copy of our NEW 1950 
catalog containing a complete showing of all our mer- 
chandise. Write for it TODAY. 


J. W. JOHNSON "ce 


Established 1869 


IS MAIDEN LANE NEW YORK 7,N. Y. 


SILVERWARE © WATCHES * CLOCKS * GIFTWARE ¢ JEWELRY «© ELECTRIC APPLIANCES 
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Metals of Guaranteed Purity 


| GOLD -: SILVER - PLATINUM -: PALLADIUM 
IRIDIUM + RUTHENIUM - RHODIUM - OSMIUM 


W. solicit your Sweeps + 


oo Filings — Scrap Gold and | 


| Strictly Refiners 
Not Manufacturers Platinum — Metals 


— Your Old Gold Shipments 
i} WILL RECEIVE 
Special Attention 


Kastenhuber & Lehrfeld, Ine. 


1 West 46th Street Tel. LUxemburg 2-2320 md York 19, N. Y. | 
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They re New 











ig. > 


2. Emblem Ring 





Pei! 1. Invisible Movement 





3. Heavy Bracelet Watch 





4. Open-Link Bracelet 


SEL EERE 





CHECK—YOUR CUSTOMERS WANT THE LATEST 


[_] 1. "Golden Hour" electric clock by Jefferson Electric Co. 
Bellwood, Ill., has concealed movement in_ transparent 
crystal dial !/, inch thick. Base and numeral ring are satin- 
finish gold plate; numerals and hands are radium coated, 





5. Electric Alarm 


[] 2. New custom-made emblematic ring mounted with any one 
of ten Masonic emblems in appropriate colors by Wefferling, 
Berry & Co., 8 Rose St., Newark, N. J. The shank has raised 
edges to protect the emblems. It is available in 14K gold. 


[] 3. This unusually heavy link bracelet watch in 14K gold is 
one and a half inches wide with 17-jewel Atoma movement, 


Eric E. Siebert, Inc., 665 5th Ave., N. Y. $790 Keystone. 


[] 4. Men's expansion bracelet from Bruner-Ritter, Inc., of 
630 Fifth Ave., New York. Called the Bretton All Star, it 
has an open center and expands to full length without de- 
sign distortion. Comes in yellow, pink, or white 1/20 gold 
filled to retail at $12.95 or with 10K gold top at $29.%. 


[] 5. El-dorado, a new clock fabricated by Allied Precision 
Industries, 5057 S. Kedzie Ave., Chicago, Ill. It has an 
accurate self-starting electric movement with bell alarm 
and gold-plated numerals on a silver dial. It is styled 
to fit all decorative motifs and retails at $14.95 F. T. |. 


[] 6. Two of the new watches from the Waltham Watch Co., of 
Waltham, Mass. Lady's watch at right, has 19 jewels and 
10-K R. G. P. steel back case with a raised figure dial. 
The man's watch, left, has a !0K gold filled steel back 

6. New Waltham Styles case and 19-jewel movement. Both retail at $39.95 F. T. I. 
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eg SALES.For ADDED PROFrp 


Stock These 


w.R.¢C. FINDINGS 
In Your Store 


SWIVELS 


ae: 


CHAIN BAR 
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Cash in on the many op- _ this working stock of WRC 7 
FINDINGS as illustrated. 


26 


portunities for profitable 

replacement business in _ This is a selected group of 
your store. Handle this = most-in-demand types and 
work more easily, and more __ sizes. By having this stock, 
profitably, by being able to to help you render more 
offer IMMEDIATE service. “on-the-spot” service, you 
Do this by having on hand _— gain customer good-will, too 











ORDER NOW from your materials jobber 


101 Sabin St., Providence, R. I. 


New York Office Chicago Office 
320 5th Avenue 29 East Madison Street 


For Other W.R.C. Findings 
Ol@) Gaiam (e101 an A, Sk Go) 0) of @F-1 7-1 (oe 








JEWELERS!?! 


Many of your customers are interested in changing their incom- 
plete or obsolete patterns of flatware that are not available today, 
for new patterns, providing they can receive a fair price for their 
old silver. 


We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


This will enable you to obtain a much higher price for the old 
silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 


either new or used. 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


| 77 MADISON AVENUE 
MEMPHIS 1 TENNESSEE 
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A065 ‘sHaves 





WITH ONE BLADE’ 


Build your shaving business with 


the world’s finest safety razor 


You make a high unit sale at a high unit profit. Your cus- 
tomers are happy because the Rolls Razor pays for itself. 
Every Rolls Razor buyer brings other Rolls Razor customers 
into your store through word-of-mouth advertising. 





*From testimonial 
letter in our files 


7 rs ‘x 
< Jf 
Re 4 


ROLLS RAZOR 
IMPERIAL No. 2 


Handsomely packed in_ simulated, 
blue Morocco leather case, satin 
lined with velvet platform. Fair traded 


to retail for $15.00 — no luxury tax. 


ROLLS RAZOR 
TRAVELER 


For the traveling man or the 
ee man who prefers to alternate 
blades. Beautifully packaged 
in simulated alligator leather 
case, satin lined with velvet 
platform. Contains extra blade. Fair 


traded to retail for $18.75—no luxury tox. 


Orders for both models can be combined 
for maximum discount at your jobber. 


Rolls Razor Inc. 


338 Madison Avenue, New York 17, N.Y. 




















LLS RAZOR 








National Committee 


(From page 148) 


An advisory committee composed of leading trad 
association officials will also be formed, since the national 
committee will supplement the work of the trade ASSOcia. 
tions in these industries with the personal approach and 
participation of the individual owners and managers of 
the businesses involved. 

Wilson W. Wyatt, of Louisville, has been retained by 
the Committee as general counsel. . 

In addition to the officers and subcommittee members 
listed above, the national committee includes: ) 


John Collyer, president, B. F. Goodrich Co. 

Marion B. Folson, treasurer, Eastman Kodak Co. 

Carl Rosenberger, chairman of the board of Coro, Inc. 

Spyros M. Skouras, chairman of the board of Twentieth (ep. 
tury-Fox Film Corp. 

Henry P. Bristol, president, Bristol-Myers Co. 

J. Carlton Bagnall, Sr., executive vice-president, Swank, Inc. 

Edward Wallerstein, president, Columbia Records, Ine. 

Nicholas M. Schenck, president, Loew’s, Inc. 

Edward T. Williams, president, the Lambert Co. 

Harry M. Warner, president, Warner Bros. Pictures, Inc. 

John A. Fry, president, Detroit-Michigan Stove Co. 

Stanley H. Hobson, president, George D. Roper Corp. 

Oscar Heyman, president, Oscar Heyman & Bros., Inc. 

Dan J. O’Brien, president, Commodore Perry Hotel, Toledo. 

R. J. Irish, executive administrator, A. O. Smith Corp. 

Joseph Heffernan, vice-president, Radio Corporation of America. 

John M. Biggins, vice-president and treasurer, Elgin National 
Watch Co. 

Lyle C. Harvey, president, Affliated Gas Equipment Corp. 

Robert Driscoll, vice-president, Greyhound Corp. 

Leonard H. Goldenson, president, United Paramount Theaters, 
Inc. 

Lester Baker, treasurer, Dayton Rubber Co. 

James F. Reilly, executive director, League of New York Theaters. 

Carl P. Ray, assistant to the president, Underwood Corp. 


MAYFIELD NAMED CHAIRMAN 
At a meeting of the National Committee at the Wal- 
dorf-Astoria in New York, on January 12, Frank M. 


| Mayfield, president of the Scruggs-Vandervoort-Barney 


_ department 


store and Mermod-Jaccard-King jewelry 
store of St. Louis, Mo., was unanimously elected National 


Chairman of the Committee. 
In accepting the chair, Mr, Mayfield said: “I am happy 


'to accept the chairmanship of the National Committee 


because I feel that every reason that dictated the neces- 
sity for the imposition of these taxes now indicates they 
should be repealed. 

“They were passed at a time when the government was 
trying to repress and restrict the wartime boom and hold 


down consumption. All of these reasons have now dis- 


appeared and we are in a period where we want to en- 


courage business, encourage consumption, and stimulate 


| employment. 


“We want to take off all the brakes!” 
Beardsley Ruml, noted business consultant and econ- 


omist, addressed the meeting on tax policy. Said Mr. 
'Ruml: “The most important fact about the repeal of the 


ee 


war-time excise taxes is that they have not yet been 
repealed. It is good to know that no one is raising any 
question as to whether they should be repealed. All the 
discussion is on the matter of how and when. This 1 
progress, but it is not victory. 

“Controversy on the matter of the ‘how’ and ‘when’ 
of the repeal of the war-time excises should cause grave 
injury to employment and to business. Such controversy 


THE JEWELERS’ CIRCULAR-KEYSTONE 











= 


of 











could protract seriously and unnecessarily the peace-time 
‘niustice to workers. to consumers, to Investors and to 
injus : 


mmunities already suffering from the continuance of 
co 


i ies. 
these war-time levi | | | | 
“Accordingly it is highly desirable that a simple unify- 
» formulation of the ‘how and ‘when’ of war-time 


in : 
ules tax repeal be urged with all possible strength and 
speed. 


“Since this Committee has been organized for the sole 
purpose of obtaining the repeal of the war-time excises, 
it is appropriate that this Committee should put forward 


such a formula.’ 


STATEMENT OF ACTION 
Mr. Ruml continued by offering a two-part suggestion 
to the Committee: the first part a definition of just what 


excise taxes were being considered and the second part a 


statement of action. 
Defining just what taxes were meant, Mr. Ruml said: 


“The war-time excises which are under consideration by 
the present Committee are those excise taxes and those 
increases in excise tax rates which were imposed during 
the years of 1941, 1942. 1943, excluding only the taxes 
on gasoline, tobacco and alcoholic beverages.” 

On the statement of action, he stated that, “The Com- 
mittee believes that it is in the national interest that these 
war-time excises should be repealed as defined above in 
their entirety, and at once, without reference to other 
legislative action.” 

Amplifying on his statement of action, Mr. Ruml 
pointed out that: “The war-time excises have this in com- 
mon, they are punitive and discriminatory as they were 
intended to be because of war-time necessities. 

“Such war-time excises have no place in a peace-time 
tax structure. They are unfair. They injure particular 
industries and particular communities. They add to the 
cost of particular articles and services in common use. 
They cause chronic unemployment. Thousands of work- 
ers in the affected industries have exhausted their unem- 
ployment benefits. Through no fault of their own they 
have been taxed on to the relief rolls. And every em- 
ployee of every industry affected by war-time restrictive 
taxation knows that his job and his company are less 
secure than they would be if peace-time tax policies were 
restored, 

“The war-time excise taxes are evil taxes in peace- 
time. They should be completely eliminated. 

“Half-way measures should be not even half considered. 
A half evil is evil still. Half unfair is still unfair. Further- 
more, the consumer response to half-way measures will 
be far less than a half-way response, and the revenue 
recoveries from taxes on profits and income will not be 
what otherwise might be gained. 

“Not only should the war-time excises be completely 
repealed, they should be repealed at once. 

“In the first place, delay of any kind is damaging to 
business and to employment because of uncertainty and 
of postponement of purchasing of every kind. Prices will 
be lower when the war-time excises are repealed, and 
who can blame the public for taking a ‘wait and see’ 
attitude. 

“In the second place, the question of what can be done 
about improved tax collections. budgetry economies, or 
even new but fair taxation is not relevant to the question 
of war-time excise tax repeal. We all know that some- 
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BLADES! 


When a blade manufac- 
tured by another concern 
goes into your sterling 
silver or plated flatware 
knife and is sold under 
your name, it is of vital 
importance to you that 
that blade be of the high- 
est possible quality and 
craftsmanship. And it is 
just as important if you 
operate a repair shop for a 
discriminating clientele. 


That is why famous mak- 
ers of the finest sterling 
silver and plated flatware. 
along with reputable re- 
pair shops, have learned 
to depend on 79-year-old 
Northampton Cutlery for 
the’ ultimate in forged 
stainless steel blades. 





YOU CAN STAKE YOUR 
REPUTATION ON 
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If vou are not already ac- —___—.___-—~ 
quatnted with the Northam pton ee 
7 ae" eee 
line of over 100 graceful a ttt 
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patterns, we will consider it a gt, 
privilege to forward prices and gE 
ane 


illustrations upon request. 


NORTHAMPTON CUTLERY COc 


NORTHAMPTON 2, MASS: 


ESTABLISHED 1671 
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MULTIPLY 
| YOUR ENGRAVING 
} PROFITS! 










Get 


Speed 

and that 

se "s 

THE Green En- earn 

: Look 
graver is the stur- sa 

diest and most effi- with a 

cient portable built. Green 

With it, even unskilled Engraver 


clerks can do a fast, expert engraving. 

Letters (Block, Script or Old English) are always sharp, 
clean cut appearance . . . cuts curved and flat surfaces, 
whether silver, gold, platinum, brass, steel or plastic. Cuts 
three sizes from each set of master type. 


You'll save time and labor with a Green Engraver whether 
you're doing one pen or a big set of flatware. Get all the 
facts—write for bulletin today. 


INSTRUMENT CO. 
369 PUTNAM AVE. 
CAMBRIDGE, MASS. 


West Coast Distributor: Higbee & Dorrer 
315 West Sth St., Los Angelas, California 
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Presenting the Most 
Practical Pocket Lighter 
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... THE ONLY LIGHTER WITH THE FLAME YOU 


CAN POINT! When held upright...a perfect flame 
for cigarettes and cigars. A gentle tilt... and the 
jet pours a 24-inch flame RIGHT DOWN into your 
pipe for a perfect light. The most practical pocket 
lighter. Nothing mechanical to get out of order. 
The BEATTIE JET LIGHTER is fully guaranteed 
against defects in materials and workmanship. 


RETAIL PRICES: 
be SE FOE ook es: ckcaesccssoncavtsnvies $5.00 
rrr a 6.50 
i specced ebeebekhdleeshsSeissesaes 6.50 
i cues eseeaenswieseebeseeen 6.50 


JOSEPH B. BECHTEL & CO., INC. 


Wholesale Distributur 


729 Sansom Street Philadelphia 6, Pa. 
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thing can be done about these other measures; Whatever 
is necessary can be done. And the repeal of punitive ang 
discriminatory war-time rates need not and should po 
wait for an over-all solution to the general fiscal problem, 
The war-time excises were measures to reduce consump. 
tion and employment of particular goods and service, 
They are unfair in peace-time. They should be repealed 
because they are unfair. 

“Finally, can this Committee say with absolute cop. 
viction that the prompt and complete repeal of the war. 
time excises as defined is in the national interest? 

“On this point I myself have no doubts or reservations, 
If the National Committee is to be effective it too mug 
be sure that its recommendation is in the national interest 


TWO IMPORTANT CONSIDERATIONS 


“Here are what seem to me to be the two decisive cop. 
siderations. 

“1. In the use of the sovereign power of the national 
state, in imposing burdens on its citizens, the govern. 
ment must be scrupulously fair—fair in its laws, fair 
in the courts, fair in the regulatory agencies, fair jp 
taxation. The government must be fair, not only because 
it is the right way to behave, but also because in these 
dangerous days, the government must require services 
and money from its citizens that will only be forthcoming 
to a government honorable and fair in its laws and in 
their administration. To use Mr. Truman’s phrase, ‘The 
Fair Deal,’ the Fair Deal should apply not only to the 
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Jeweler’s Stand Against Price Cutting 





Who Is Kidding Who? 


Statements similar to the following have been made recently In news 
pepers, radio and other advertising media: 


OVER STOCKED SALE, LOWEST PRICES EVER, SMASH HIT, SAVE 
3, WATCHES RUNNING OUT OF OUR EARS, ONE HALF OFF 
ON NATIONALLY ADVERTISED PRICES ON WATCHES, SILVER. 
WARE AND OTHER ITEMS OF JEWELRY, SPECIAL PURCHASE 
SALE, ETC. 


V/y off from what? '/, off from what? Before anything can be token 
off from the price it must first be put on. Is this special sale merchandise 
thet has been marked on @ 200°/, margin in order to allow @ discount 
of 50°, as advertised or 33'/;°/,? We submit that there must be some 
“margin of profit in order to permit the advertiser to pay his rent, 
salaries, other overhead and taxes and yet make enough return to 
justify his staying in business. 


Some Nationally advertised lines are special sale lines advertised at 
prices big enough to permit big discounts and still allow the desler 
his regular margin of profit. Other old and reliable firms such as Gruen, 
Bulova, Elgin, Hamilton, Rolex, 1847 Rogers, Community and others 
will not allow their regular nationally advertised lines to be advertised 
at @ discount and the prices you see advertised ere the regular prices, 
All dealers have to maintain them in order to keep the line. 


Diamonds can be bought for $100.00 a carat or $1200.00 a carat de 
pending on the quality. If you ere going to buy, best buy from a dealer 
who does not make extravagant claims and get $100.00 value for 
$100.00 spent and not find the same stone advertised next week a? 
"One Half Off!" 


Watches, Diamonds, Silverware or Jewelry all have their correct value 
based on quality and reputation. You will find at Hixson's merchandise 
reasonably priced and available to you on reasonable credit terms which 
we ake to suit your needs. 


You can't buy quality merchandise anywhere cheaper than at Hixson’s. 


[her 


118 Mills St. 


EL PASO'S JEWELERS FOR 62 YEARS 











Hixson's in El Paso, Tex., believes in keeping his customers and 
there's no easier way to lose them than by selling a client a watch 
and then, the following week, advertising the same watch for half 
the price. It's the surest way of sending them to another jeweler. 
Manufacturers help jewelers by maintaining a high level of adver: 
tising and the best way that jewelers can help themselves is te 
follow the standard set by national advertising. Prestige, such a 
difficult thing to build up, can be torn down too easily with cut. 
rate merchandising. 
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benefits derived from government but also to its exactions. 
Since the war-time excises are regarded by everyone as 
discriminatory, punitive and unfair, the national interest 
is injured by retaining them, and therefore the national 
‘nterest would be served by their repeal. | - 

“9 Many men are troubled by being in the position 
of advocating the repeal of the war-time excises without 
at the same time suggesting alternative taxation to take 
its place. The simple and direct answer to these doubts 
is that it is the job and prerogative of the Ways and 
Means Committee to initiate tax measures. 

“But beyond that there is a growing conviction which 
| share that no new taxes are needed, even if the war- 


time excise taxes are repealed. 


24 BILLION AVAILABLE FOR TAX REFORM 

“The Committee for Economic Development in its 
Tax Policy Statement for 1950 finds two and a quarter 
billion dollars available for tax reform. It recommends 
that one billion be allocated for net loss on excise tax 
repeal. 

“The President’s Budget, from another point of view, 
shows a net increase in recoverable federal loans such as 
advances to business and repurchases of home mortgages 
in Fiscal 1951 of $1,920 million, not counting agri- 
cultural price supports or ECA. This increase in loans 
is certainly not a proper item to be covered by taxes; and 
the amount of such loans is in excess of any estimate 
that I have heard as to the possible net loss of repealing 
the war-time excises we are talking about. 

“We can sum up the problem of national interest in 
this way. It is in the national interest to get rid of unfair 
taxation. Fortunately, there seems no reason for finding 
new sources of taxation or increases of rates to make up 
for whatever net loss of revenue may result from war- 
time excise tax repeal.” 

Following Mr. Ruml’s address, the Committee voted 
to adopt his suggestions as its policy for carrying on the 
fight for repeal of the war-time excise taxes. The 17- 
point argument for repeal of these taxes given on the 
first page of this story, was presented in the form of a 
resolution to the Committee which unanimously 
adopted it. 

This coordination of efforts by all industries directly 
affected by the wartime imposed excise taxes, presenting 
as it does a united front with a definite course of action, 
provides an impressive vehicle for tax action greater than 
any single industry could possibly create. However, no 
effort by any one group or coalition of groups can accom- 
plish its purpose without the full backing of every segment 
of each industry affected. Just as an army in the field 
depends on the men behind the front to keep them sup- 
plied with the ammunition to win the fight, so does this, 
the National Committee for Repeal of Wartime Excise 
Taxes depend on the individual business owner to do 
his part in the fight by keeping the lines open to his Con- 
gressmen and Senators and presenting our legislators 
with evidence of a truly “united front.” 





| In one Minnesota city, merchants hold a Farmer’s Day 
in conjunction with a sale. The idea works out very well, 
as the farmers come to town in large numbers, bringing 
their families along. Part of Farmer’s Day also featured 
an exhibition of farm products grown in the area. 
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AMAZING VALUES! 


5 PIECE TEA SERVICE 
$79.00 KEYSTONE 





No. 912 Five Piece Tea Service 


INCLUDES LARGE CAPACITY COFFEE AND TEA POTS, CREAMER, 
SUGAR AND WASTE BOWL. HAND SPUN BODIES — REMOVABLE 
FINIALS — INSULATED HANDLES — APPLIED DELICATE FEET, 
HANDLES AND GADROON MOUNTS, COFFEE POT — CAPACITY, !2 
Cups, 13'' TALL. TEA POT— CAPACITY, 10 CUPS, 12"' TALL. 


TEA TRAY 
$37.00 Keystone 


MATCHING TRAY PER- 
FECTLY ADAPTED TO 
HOLD THE NO. 912 SER- 
VICE ILLUSTRATED. EX- 
QUISITELY CHASED CEN- 
TER WITH HAND APPLIED 
SHELL AND GADROON 
BORDER AND DECORA- 
TIVELY APPOINTED HAN- 
DLES AND FEET. OVERALL 
LENGTH—27"", WIDTH—16". 


No. 219 English Style Tea Tray 


Many years of experience in the manufacture and distribu- 
tion of fine silverware enable us to bring you this appealing 
tea service at a price designed to produce a rapid and profit- 
able turnover. 


All the pieces are HEAVILY SILVER-PLATED ON COP- 
PER and DISTINCTIVELY HALLMARKED in the 
SHEFFIELD MANNER. Shipping charges prepaid 
on all items. 


SWINGING KETTLE 
$60.00 KEYSTONE 


MATCHING KETTLE COMBINING BOTH 
BEAUTY AND UTILITY AND DISTINC- 
TIVELY STYLED IN THE OLD TRADI- 
TIONS OF THE EARLY SHEFFIELD 
SILVERSMITHS. LARGE CAPACITY TEA 
KETTLE ON TILT TYPE STAND WITH 
THREE PIECE ALCOHOL BURNER IN 
BASE. APPLIED GADROON MOUNTS 
AND DELICATE FEET—INSULATED 
HANDLE—REMOVABLE FINIAL—DECO- 
RATIVE SPOUT. HEIGHT—I5"". CAPAC- 
ITY—!I5 CUPS. 


Complete 7 Piece Service 
Includes +912, +219 and 
+910 — $170.00 Keystone 





No. 910 
Swinging Kettle 


Our Latest 


Catalog LUMART CO. 


Manufacturers & Distributors 
is just off the press—Write 


immediately for your Free 300 MAIN ST. 
Copy. EAST ORANGE, N. J. 
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INCREASE YOUR SALES 
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Liquor Pendant — Slips over neck 
of any bottle or cellarette. A 
unique sterling mark of distinction 
to identify contents. Richly orna- 
mented, oxidized engraving: GIN, 

R > HERRY, RUM 
SCOTCH, RYE, WHISKEY, 
BOURBON. Truly a unique gift. 
Dealer’s Cost, each......... $1.25 





SUGAR & CREAMER — No. 611. 
Simply beautiful in design. Hollow 
gold lined sugar and 
creamer. Weighted base. Outstand- 
ing value. Dealer’s Cost, pr. $6.50 


handles, 





Salt & Pepper Set—Graceful, tall 
and outstanding in design. Beauti- 
fully crafted and impressive in size. 
Hollow base, 444” high. Exceptional 
value. Dealer’s Cest, per set, $3.50 


Write for Catalog and Price List 
Prompt delivery on all items—order today! 


CONSOLE CANDLESTICKS—No. 
547-G. Handsome and decorative 
full-sized sticks, with Gadroon 
border. Size 2%” high, base 3”. 
Big value! Dealer’s Cost, pr. $2.60 








J. SLOVES, Silversmiths ' S"y. 3 {Pst © 
REPAIRING © PLATING © REFINING © WE BUY OLD GOLD AND SILVER 











IDELTS rosaries 


THERE ARE NO FINER BEADS! 











Still another ingredient in the success of 
FIDELIS Rosaries is outlined below. 


The founder of our firm and the originator of 
FIDELIS Rosaries began his career forty years ago in 
the factory that first made religious articles in the 
United States. He knows, undoubtedly, more about 
the history, design, and construction of commercially- 
made American rosaries than any other individual. 


His business life has been devoted to the study, 
design, manufacture, and sale of religious metal 
ware, but he is also a nationally known painter, 
winner of dozens of awards and honors, an Associate 
of the National Academy, and president of one of 
the country’s leading national art organizations. The 
development of FIDELIS Rosaries (and their popular- 
price counterparts, DEVO Rosaries) is under his 
direction from start to finish. 


He knows rosaries and he knows design — and 
you get the benefit of his experience, knowledge, and 
skill whenever you buy FIDELIS (or DEVO) Rosaries. 


No other rosary manufacturer commands the 
services of an artist and director with such a record. 


50 Aleppo Street F WHITAKER CO_ Providence 9, R. I. 
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New Gem and Jewelry Book 


Gems and Jewelry Today, by Marcus Baerwald ang T 
Mahoney; published by Marcel Rodd Company, In¢ New 
York, 1949; 303 pages, three four-color plates, 72 illustration, 
and sketches in text. Sent postpaid, in U. S. A. and Couch 
for $10.00, by Book Department, Jewelers’ Circular-Keysto 2 
100 East 42nd Street. New York 17, New York 7 


This book, an account of the history and value of gems 
jewelry, watches and silverware. fulfills a long standino 
need both for amateurs and members of the trade. The 
authors have followed the history of jewelry with 
thoroughness and clarity, and described sources an¢ 
production methods in an easy-to-read style. Although 
the three, four-color plates leave something to be desired. 
the photographs and sketches accompanying the text are 
well arranged and thoughtfully chosen. 

Designed as a counter reference book to cover lj 
phases of the jewelry industry, this work will be valuable 
to the buyer and the jeweler. The large format and the 
attractively designed black and gold cover will fit into 
the smallest or the most elegant jewelry store. A com. 
plete index allows one to find quickly whatever is desired. 
an especially useful aid to jewelry salesmen who can let 
a prospective buyer of a certain kind of gem read about 
and see other famous gems of the same type and thus 
encourage the sale. 

For the amateur interested in jewelry. the history and 
anecdotes, in addition to the illustrations, in this book 
make it an asset to any library, for the technical terms 
are not too profuse to be confusing and those used are 
carefully explained. However, this does not deter its use 
for the member of the trade because the information 
contained in the efficient appendix is easy to find and 
includes such subjects as state platinum stamping laws 
and a summary of the rulings of the Federal Trade 
Commission. 

The chapter on watches is especially good; the his- 
torical references are excellent and show the result of 
careful research; and the combination of appeal to both 
the general reader and the professional make this book 
a noted addition to its field. 


New Edition of Income Tax Guide 
for Retailers 


The latest Treasury Department rulings affecting retail 
taxes have been analyzed and incorporated into the 1950 
edition of Fairchild’s Income Tax Guide for Retailers, 
just issued by Fairchild Publications, Inc. 

In this sixth annual edition, retailers will find inter- 
pretations of all the tax laws affecting retail operations 
—whether individuals, partnerships or corporations— 
completely brought up to date with detailed information 
on all of the tax regulations instituted during the past 
year. 

Fairchild’s Income Tax Guide for Retailers is written 
by Harold Gold and Louis Haimoff, practicing attorneys 
who have had years of experience in tax work. Their 
book makes available all the advice and information 
that has saved retailers thousands of dollars in tax 
money. In it they list the deductions it is legal for 
retailers to take. They include sample tax forms and 
provide step-by-step instructions for filling them out 
correctly. 
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Individual Shops 


(From page 152 


‘ron-work benches which curve around the base of pillars 
in the jewelry department, the sterling silver section, etc. 
Each can accommodate six customers easily, and the 
white frescoed ironwork contrasts effectively with the 


mahogany woodwork. 
Floors throughout the store are terrazzo, with dark 


pastel-colored steps, wall sections, etc., contrasting. 


Before designing the store, owners Philip Gabriel and 
Lock put into practice many ideas which had been 
created by the late Heman Gabriel, who founded the 
business in 1902. Like many other progressive jewelers, 
Gabriel looked ahead and felt that the ideal jewelry store 
would be one divided into separate sections, to permit 
the customer desiring a specific type of merchandise to 
shop for it without being distracted by other customers 
or other displays. As an example of this theory, the 
Gabriel store offers a closed-off diamond alcove on one 
side of the store, which was especially designed for the 
privacy and convenience of couples who have not yet 
announced their engagement, and who prefer to make the 
all-important engagement ring and wedding ring pur- 
chase in seclusion. Features here include air condition- 
ing, a comfortable lounge, small display table, and shelv- 
ing grouped around the walls on which are displayed 
“This week’s choice” in newly-received rings. 


COMPLETE BRIDAL SHOP 


For the couple whose engagement has been announced, 
Gabriel’s “Bride and Gift Shop” is another important 
“exclusive.” In the bridal service shop, a long, narrow 
room at the rear of the store, is offered a much enlarged 
inventory of wedding gifts at all price levels, plus a large 
assortment of imported and domestic china. Approxi- 
mately 60 patterns are available, including famous im- 
ported glassware, a wide range of patterns in Italian, 
Bavarian, English, and French china, as well as leading 
domestic lines. Gabriel’s features open-stock heavily, and 
has instituted a considerably simplified bridal registra- 
tion system, whereby the prospective bride may list all 
of her wedding gift choices on a single form. 


All gift items which fit into the bridal category are 
concentrated together in the Bridal Gift Shop, which 
has two four-level wall display units running the full 
length of each side. These, of mahogany and lined with 
white enamel, show more than 200 choices of bridal gifts, 
from practical appliances, down to delicate figurines and 
artwares. Many of the gifts offered by the store are 
“exclusives” which will not be duplicated, and this fea- 
ture has appealed heavily to better-income customers who 
appreciate the fact that the bride herself selects the items 
she would most appreciate receiving. Wedding gift items 
range in price from $2 to $250 and higher with emphasis 
on the “middle bracket” between $25 and $50. “We 
encourage the bride to select almost twice as many items 
as are normally checked off in jewelry store operation,” 
Lock said, “pointing out to such girls that, invariably, 
there are more wedding gift purchasers than they expect. 
As a result, we have narrowed down the girl’s selection 
all the way to mirrors, figurines, jewel boxes, etc., over 
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Krome-Kraft 


backs your local selling 
with smart, hard-hitting 


national advertising 


Send today 
for free booklet 
illustrating and 

describing the 
complete 
Krome-Kraft line. 
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Consistently throughout the 

year, Krome-Kraft’s national 
advertising is seen, read, acted upon 
by able-to-buy people right in 
your own trading area. Tie-in with 
the Krome-Kraft ads appearing 

in Better Homes and Gardens, 
American Home, House Beautiful 
and Good Housekeeping. 

It’s the sure way to bigger sales 
of Krome-Kraft — the smart, 
modern chrome-and-glass ware that 
all America is talking about! 


FARBER BROTHERS 


15 Crosby St., New York 
“Distinguished for Quality" 
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Unusual design .. . amaz- 
ing strength .. . roll-on 
principal . . . uncondition- 
ally guaranteed. 
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... the ladies’ watch expansion bracelet 
that tops every bracelet on the market! 











Scientifically tested for strength and durability, tested in sold, throughout the world, returns are less than |/I0th 


consumer markets for style appeal and price acceptance of one percent! 
. the Royal Ballerina Watch Expansion Bracelet will 
‘oom your bracelet sales to a new profit high. There is a Royal Ballerina size to fit every wrist . . . 12 
sizes available, from 18 to 29 links. Outsizes may be 
Check these unrivalied sales features: ordered if required. With Royal Ballerina the customer \ 
At last, for America .. . a new and different style! Each is custom-fit, assuring wrist-comfort. 
precision-made link is completely round — creating a 


The Royal Ballerina is fully copyrighted with patent \\ 


smart, slim gracefulness, never before achieved in an : \\ 
pending. 


expansion bracelet. 


Because of its link design the Royal Ballerina Bracelet has oye Battering Representation is ari = Exclusive 
amazing strength .. . it will not break under the severest . District Basis . . . Correspondence is Invited from 
strain. Hundreds of thousands of Ballerinas have been Retail Jewelers 


Ballerina Manufacturing Company 
MALONE, NEW YORK 


IN GREAT BRITAIN, SWITZERLAND, AUSTRALIA AND NEW ZEALAND: MONTAL WATCH 
FITTINGS LTD. IN CANADA: B. M. ENGINEERING CO. 
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d above the sterling flatware, crystal, dinnerware and 
an , 


basic items.” . : ; Oo 
—“ natn to the Bridal Shop display policy is 


the sterling flatware department, which * — 
-, the huge silver department on the le t side o the 
store. Here are novel “sit-down cases which include a 
space-saving, comfort-increasing idea, developed by 
Cabriel. Each of the silver sit-down cases is equipped 
with slide-out chairs, concealed behind panels at the 
lower-front of the showcase. Thus, when a customer de- 
sires to look over the 50-odd silver patterns carried by 
the store, the sales person merely opens up a panel from 
the lower part of the showcase, slides out two comfortable 
seats, where the customer and her mother may sit while 
making a selection at leisure. When the sit-down cases 
are not in use, the chairs pop back automatically into 
their niches. This simple development has helped to keep 
aisles clear when the store is crowded with customers. 

Duplicating the Bridal Shop from a size standpoint is 
the Gift Shop, which likewise has two continuous sec- 
tions of wall shelving, opposite each other on the left 
side of the store. Closely-focussed fluorescent lighting 
displays some 500 gift items, with wall shelf space aug- 
mented by cloth-covered tables on either side of the 
long narrow room. Gabriel’s has gone into unusually 
bulky gift items, such as fine crystal chandeliers, wrought- 
iron decorative furniture, etc., but is practical as well, 
with electric mixers, coffeemakers, etc., combined with 
delicate imported crystal and other bric-a-brac. The 
color scheme in the Gift Shop includes a graceful arch- 
way trimmed in white wrought-iron lacework, with walls 
of pearl gray and chartreuse, coral ceiling, and a floor 
of marble gray bordered with slate blue. Cases in the 
Gift Shop are of slate blue or coral tint, trimmed in 
mahogany, with recessed shelving of pearl gray. 

Anxious to impress the Mobile public with the size 
and completeness of its sterling hollowware inventory, 
Gabriel’s has done away altogether with the “separate 
wallcase” theme in hollowware display. Instead, the ster]- 
ing and plated hollowware display “case” is a continuous 
unit, 25 feet long, on a side wall of the store. There are 
no dividers between sections, so that the huge display of 
hollowware can be seen with equal ease from either end. 
This continuous layout, incidentally, has made it possible 
to display as many as 25 sterling silver trays, tea sets, 
etc., side-by-side, without crowding. 

Another innovation which has created a lot of atten- 
tion is the use of console model lamps in the store win- 
dows, in place of the usual overhead light fixtures. Two 
lamps, one at either side of the see-through window 
which looks into the silver department, for example, pro- 
vide all of the illumination in the window. Standard 
policy is to “mix up” displays, with two or three items 
from each department included in 10-foot displays. A 
typical window shows a bit of French figurine artwork, 
two watches, three samples of hollowware, two samples 
of costume jewelry, and two leading patterns of sterling 
flatware in the same display. 





When a sale was staged in Chillicothe, Ohio, a local 
newspaper sent a girl into the downtown area with 10 
silver dollars to give to shoppers. Masked, the girl inter- 
mittently stops customers on the street, asks to see sales 
slips and presents the cash gift. 
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CREATION 


Are you getting enough 
* repair husiness ? 3 


— 


You'll get a lot more 
with this Lucite Display Piece 


A proven sales booster, for windows and counters. Genuine wash- 
able oil paint in two colors, on long lasting Lucite, 4%” thick. Size 
414” x 10”. Lacquer finished natural gumwood base. 
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HARTCRAFT COMPANY i 

208 Walton Street, Syracuse, N. Y. ; 2 for 
Please send (J Lucite Repair Display Pieces. , 6.50 
0) | errr TT Terr eTe Te TT Ee | Postage prepaid if 
ND « o.ncccc0nsenteunesebeesensenbin order is accompanied 
EY <sccusaeecdsrabsensdrntesdeseceneecaeens , by check or money 
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4. Glass Centerpiece 
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5. Free-Form Ashtrays 


3. French China Design 





CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


C] |!. Wistful little “Tiny Tim" from Charles Dickens Christ- 


mas Carol is modeled here in Royal Doulton china, from En- 
gland; 4" tall and painted in natural colors, it retails at 
$6.50. From Doulton & Co., Inc., 212 Fifth Ave., New York. 


[] 2. Two new styles in parfait glasses include the "Candle- 


wick” pattern at the left, and the "Twist" at the right. 
They are of 6-ounce capacity and each may be retailed for 
about $1. Manufactured by Imperial Glass Corp., Bellaire, O. 


[] 3. One in group of new French china patterns from Charles 


Ahrenfeldt—''Fougeres," made up of delicate yellow-green 
sprays of fern and tiny Burgundy leaves; 5-pc. place set- 
ting, $9. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


[] 4. Just introduced to the market, this 13'' "Floating Gar- 


den" with separate center figure of a beautifully sculp- 
tured mermaid. The floating garden is $3, retail; mermaid 


$1.75. Made by the Fostoria Glass Co., Moundsville, W. Vo. 


[] 5. Free-form ashtrays by Leland James are decorated with 


crackled glazes in Hollyhock red, Ming yellow, Cameo pink, 
ebony, Dove gray and turquoise; about 6" x 8"; price is $300 
doz. From Morrow-Stevenson, 610 N. Robertson, Los Angeles. 
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Hand -blown, from Tiffin’s molten crystal—a glass 


formula of matchless quality, radiance and strength 


fs 2& £ : ° . e ’ 
(AY shaped with consummate skill for perfect 


balance, fluid grace...easy, beautiful ‘‘lift"’ 





5H ane ° ag with intricate jewel precision in crowns 


of fiery brilliance... one of the loveliest and most 
nostalgic of American patterns: wreath of woodland fern 








This achievement of The Tiffin Glassmasters’ art brings to 
the “average income’ table the treasured quality and look 
of priceless glass. Feature “Caress” in all bridal promotions 
—it’s New this year! Promote it for shower, wedding, 


anniversary and birthday gifts. 


“Caress” pattern is available in all stemware items, dessert 


and salad plates. 


Suggested display idea: 

show “Caress” goblet circled C 
with wreath of woodland fern (artificial 

fern will look fresher longer). 


Copy for display card: 

The Tiffin Glassmasters 
immortalize delicate fern patterns 
in their brilliant new 

stemware design, “Caress.” 
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2. New Stemware Pattern 





4. Musical Figurines 





5. Silver Accessories 
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Silver Mounted Glass 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] I. Richly-colored fruit and flower group appears in "Rey- 


CJ 


CJ 


nolds" pattern, one of Spode's widely-known decorations, on 
Marlborough shape. Handles of covered pieces have form of 
apples. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


2. One of the large group of new stemware patterns appear: 
ing in Tiffin glass is the "Caresse," a design of swirling 
leaves around the bowl. It is done on a tall shape with a 
cut stem. From the United States Glass Co., of Tiffin, O. 


3. Made of hand-cut glass mounted on silver feet is this 
8"' melon-shaped vase (#04), retail $25; and oblong, divided 
relish dish with handles (#012), which may be retailed for 
$18. Created by the Silver City Glass Co., Meriden, Conn. 


4. Original Goldscheider china figures with inset Swiss music 
boxes, 6!/,"" tall. Mme. Pompadour and Marie Antoinette 
retail $15; Prince of Wales, without music box, $10. Manu- 
factured by Goldscheider, Inc., 1441 Heath Ave., Trenton, N. J. 


5. Table accessories in silverplate on copper, in simple 
modern design with line of beading, made by Three Crowns 
Industries. Wholesale prices range from $36 to $14.40 a 
dozen. Distributed by Sun Glo Studios, 225 Fifth Ave., N. Y. 
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Crowning beauty in scintillating 
hand-cut, hand-crafted crystal stemware 


IMPERIAL TIARA 


ESN ’ ' 


























Goblets 

12-02. Footed Ice Teas 
Saucer Champagnes 
Cocktails 


Clarets 


Wines 


Cordials 





6-in. Plates 


%-in. Plates 








Just as a jeweled tiara adds opulence to a Imperial Tiara is a prestige pattern that belongs 
costume, this stemware adds the crowning glory in a carefully selected stock. Because it has 
to a handsomely set table. The quality of glass universal appeal, is complementary ‘with plain 
is superb; its crystal clarity is perfect so that or patterned dinnerware, it has won instant 
each facet of the geometric hand-cut design consumer sales. Retails approximately $30.00 
will reflect light and coloring of the table dozen. With other fine Imperial hand-cut 


setting. patterns it is immediately available. 


Write to our Sales Office so that our representative may contact you promptly. 





IMPERIAL GLASS CORPORATION 
Eellaive, Ohio 


Makers of Candlewick, Cape Cod, Cathay, Etiquette, Twist and other wanted American patterns 
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1. Decorator Lamps 
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3. English Dinnerware 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 

4. Swedish GI Vv 
— — [] |. Royal Bethwood china lamps with richly-colored heraldry 
decorative motifs, set on metal bases and equipped with 
hand-made shades. Left, #2194D7, 24" high; right, #2194D8, 
25" high. By Beth Weissman, Inc., 49 West 23rd St., N. Y. C. 


[] 2. "Plantation Ivy," graceful new etched design now being 
introduced to market in complete line of hand-blown stem- 
ware as well as in a series of hand-cast accessory pieces. 


The line is manufactured by A. H. Heisey & Co., Newark, O. 


[] 3. New "Flowerpiece" pattern in Booths dinnerware from 
England—hand-engraved and hand-painted in rich colorings; 
5-pc. place setting, $5.95 retail; 20-pc. setting, $23.95. 
From the Midhurst Importing Corp., 129 Fifth Ave., New York. 


[] 4. From the Strombergshyttan factory in Sweden come these 
vases in heavy crystal glass, designed in modern styling. 
Left to right: 5!4" vase, $12.50 retail; 834", $25; 8", $30. 
From R. F. Brodegaard & Co., Inc., 225 Fifth Ave., N. Y. C. 


[] 5. One from big assortment of fine china groups and fig- 
ures, plain and painted, from art department of Lorenz Hut- 
schenreuther factory, Bavaria; 5" tall, retail $8.50. Carried 

5. China Figurine in stock by Paul A. Straub & Co., 19 E. 26th St., N. Y. 
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Put new romance, new lift, into your business this Spring, by displaying these 
brilliant new Heisey creations, with their dinnerware complements, in dramatic 
table settings and window displays. A. H. Heisey & Co., Newark, Ohio. 


MAKER OF MATCHING 


NEW PATTERN CUTTING PATTERN IN DINNERWARE 
A—HIBISCUS GREY VERNON KILNS 
B—EVENING STAR POLISHED MANY MODERN PATTERNS 
C(—-FREMONT POLISHED GLADDING-McBEAN 
D——BELLEVUE POLISHED LENOX 

E—ARCADIA GREY GLADDING-McBEAN 
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HAND-WROUGHT CRYSTAL 





THE FINEST IN GLASSWARE .. . MADE IN AMERICA BY HAND AND NATIONALLY ADVERTISED FOR MORE THAN FIFTY YEARS 
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Interior view looking toward store window across the giftware department. 






























Gift Emphasis Maintains Store Traific 


two years ago, the gift stock has been increased propor. 
tionately with jewelry. 

Seven years ago, there were few stores in the now: 
thriving community and the store put in three services 
which produced no profit but helped residents. These 
were postage stamp sales, utility bill payments, and 


_ * must have store traflic if you want 
sales; you can’t sell to a customer who never comes into 
the store. 

The realization of this—and the use of half a dozen 


progressive merchandising ideas for building traffic— posal : = A mel — _ . 
is credited by Mr. and Mrs. Fred Trautman with the suc- merican Oxpress Money Vrders. ese services, sil 


cess of Trautman’s Jewelry, 8913 South Western Ave., offered by the store, broke down traditional jewelry store 
Los Angeles. Calif | barriers, brought in hundreds of people, and enabled 
5 ? ° 


, ; , (Please turn to page 176) | 
“Many jewelers,’ Mrs. Trautman points out, “put a 


barrier up on the sidewalk. Potential customers are | 
afraid to go in. The two biggest mistakes a jeweler can 
make are to go over the neighborhood’s head and to make 
the customer feel, once he is in the store, that he is being 
high-pressured into a purchase.” 

While Trautman’s is primarily a jewelry store, it carries 
a huge stock of fine giftwares, occuping more than half 
of the space in the twenty-five by eighty foot store. 

For jewelers who say, “Giftwares are a good traffic 
item for a large store, but we don’t have room for them 
in a small shop,” Trautman’s history points out an inspir- 
ing and enlightening lesson. 

The original Trautman store, opened at 8870 South 
Western Ave. seven years ago, was only twelve by thirty- 
five feet—about a fifth as big as the present store. “We 
cpened that store on nothing but sheer nerve,” the Traut- 
mans say. “You could look all over before you found —} RP. 
any merchandise.” i. “ Foe 

But even then, they carried a good stock of gifts and 
greeting cards. And, in the new store opened a little over 
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The costume jewelry counter is near the cash register to 
tempt customers while they are waiting for their change. 
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WINDPROOF LIGHTER 
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Watch for the big ““ONE-ZIP”’ campaign! 


It’s going to have everybody talking about..and buying. . Zippo 
Windproof Lighters. See the first of the new “One-Zip” series 
when it appears in: LIFE, LOOK, SATURDAY EVENING POST, 
CORONET, ESQUIRE, HOLIDAY, SPORTS AFIELD, FIELD & 
STREAM, OUTDOOR LIFE and TRUE. 


Feature Zippo Flints and Fluid for extra profits! 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
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by MADELINE LOVE 


EWELERS who attended the dual china and glass 

show in Pittsburgh early last month—and there i 
many of them—found more new styles and designs thay 
any one of them could have expected. From the |eag 
costly pottery to the finest china, from machine-presse( 
glassware to top-quality hand-made ware, there were 
more good and sellable ideas than the market has seey, 
for many years—or, at least, has seen concentrated in one 
show. There had been some advance rumors of interest. 
ing developments in tableware to be launched in Pitts. 
burgh, but most retailers were unprepared for the quan. 
tity and excellence of the new merchandise spread before 
them. 

One of the dominant highlights of the show was the 
great improvement in the style of medium-priced domestic 
dinnerware. Potters have obviously spent time and 
thought and money on the development of designs which, 
while varying from showroom to showroom, of course. 
show a basic trend toward what might be called a sub. § 
dued modernism. In the most popular showrooms, there 
was no attempt to startle the retailer’s eye with radical 
lines or violent color effects. Rather, there was an overall 
display of soundness and good-looks—an effect obtained 
in almost all instances by the hiring of smart designers 
who didn’t know that “it can’t be done.” 

In the American china dinnerware field, too, there were 
many new patterns and at least one new shape—modern 
in feeling, with a couped plate. A budding interest in 
black was noticed here, as well as in some earthenware 
designs—with, for instance, an all-black service plate used 
as background for more colorful serving items. | 

Color appeared more generally in many of the glass 
showrooms, with green leading all the rest. Many addi. 
tional pieces in Killarney green were shown, and there 
was a noticeable increase in interest in milk glass with 
several important factories bringing out groups of items. 
One factory showed the milk glass, also, in a mat finish 
called “Doeskin.” 

Many of the new stemware shapes were lower than the [| 
. Barnbeoo Flower Vane designs brought out a year ago, although the market for 

and Cache“Rst— the formal, tall-stem shapes is still big enough, particu- 


| larly in jewelry stores, to bring out many fine new de: 


rs 








| “Mandalay” "Falstaff" 


a 


Ad 








OUR COMPLETE NEW LINE IS SHOWING 
IN NEW YORK: Hotel New Yorker, February 20 to 24 


Beth Weissman In. ————— 
Ks CUst ARTEL VC. | We apologize. Captions describing this "Mandalay" pattern in 


49 WEST 23rd STREET, NEW YORK 10 | Castleton China, Inc., and the "Falstaff" design in Royal York chine, , 


from Midhurst Importing Corp., were reversed in the January issue. 
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DISPLAY YOUR CHINA TO ITS BEST ADVANTAGE 


S MORE EASILY THAT WAY. SELL MANY OF THESE GADGETS TO YOUR CUSTOMERS. MOST 





IT SELL 
OF OUR LINE IS 


REGAL DOUBLE SPRING 
PLATE HANGER 
Simple in construction. 
Meets any requirement of a 
plate hanger. Sizes for 

plates as follows: 


oo fer 4” to 836" 
14 for 5” to 61%” 
‘] for 6” to 7%" 
2 for 714” to 9” 

$3 for 9” to 10%” 


t4 for 10%” to 11%” 
#5 for 11144” to 12%” 
#6 for 121%” to 171%” 
All sizes $1.50 doz. Indi- 
vidually wrapped. 

ALL SOLID BRASS 


MAJESTIC BRASS 
PLATE HANGER 


Where a plate hanger is 
wanted with a lot of looks. 
Sizes for plates as follows: 


2321 for 4” to 5” 
$322 for 5” to 7” 
2324 for 7” to 9” 
2325 for 9” to 11” 
326 for 11” to 12%” 


SOLID BRASS. Lacquered. 
All sizes $2.00 doz. Indi- 


vidually wrapped. 


UNIVERSAL SINGLE 
SPRING PLATE HANGER 


Individually wrapped. Gild- 
ed tips. Made where ex- 
treme competition must be 
met. A better hanger in this 
price range. Made in 2 sizes. 
Small size for plates 5” to 
7” and large size from 7” 
to 11”. $1.09 doz. 


NOW MADE OF SOLID BRASS. THEY LOOK AS IF THEY WERE MADE OF SOLID GOLD. 


©O @®@@®O gw 





CUP & SAUCER 
STANDS, TWISTED 
WIRE 


Can be adjusted to show 
cup and saucer to best 
advantage. 3 sizes. Tea 
cup, demi-tasse and min- 
iature. All sizes $1.50 


doz. 


ALL MADE FROM 
SOLID BRASS 





WALL PLATE 
RACKS 











ah All Solid Brass 

i ) To hang as many 

(i ) plates as desired 

=. "we s ° 

: on a wall in se- 

PLATE > ries. Small for 

STANDS . plates to 6”. Me- 

Small Size $1.00 WQ dium for plates 
doz. Lid Y to 10”. First hanger 35c. 
Medium size PLATE RACKS DINNERWARE RACKS RACK Additional hangers $2.00 
$1.50 doz., Lge. ° a Racks for 20 piece set Racks for skel- doz. Large size for plates 


For Seven Plates 


$12 Doz. 


eton dinner- over 10”. First hanger 50c. 
ware set. All additional hangers $2.40 
$1.25 each. doz. All solid brass. 


$2.00. Racks for 32 piece 
set $3.00 each. Racks for 
o2 piece set $4.50 each. 


Platter $3 doz. 
SOLID BRASS 


except small size. 


NEW LOW PRICES ON THE BEAUTIFUL AND ORIGINAL PRINCESS CERAMICS 
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£350 Demi-tasse 


$30 doz. 


=800 Wall Demi- 
tasse $30 doz. pr. 


4400 Slippers $24 doz. 
2500 Slippers $30 doz. 


2300-D Demi-tasse 
$24. doz. 


ERNEST TATCHER 


266 N.W. 26TH STREET MIAMI, FLORIDA 


Miniature cups 


and sau. $15 doz. 


TERRITORY OPEN 
FOR SALESMEN 
and REPRESENTATIVES 
WRITE 
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STERLING -ON-CRYSTAL COMPOTE 


The sweeping contours, the deep bowl, the de- 
lightful “Garden” pattern... all new... will 
catch the eye of the discerning hostess. And be 
assured she'll notice the difference in the high 
quality lead-content crystal, fashioned by one 
of America’s leading glass makers . . . and the 
greater coverage of the extra heavy deposit of 
fine Sterling in the design . . . made abso- 
lutely permanent by oven-firing. The Sterling is 
Rhodium finished and cannot tarnish. She'll 
appreciate the heavy Sterling deposit on the 
rim which prevents chipping. It’s a gift her 
friends will be proud to own, and one that 
she’ll want for her 
own casual or elab- 
orate entertaining. 


No. 519/C COMPOTE 
Dimensions: 7” Oval 
5" High 

Suggested retail price $10. 
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GLASS COMPANY 





MERIDEN @ CONNECTICUT 











signs in that field, too. And one factory, in }; 
the recent trend, introduced a new “Ivy” 
is used on both stemware and flatware. 

| Among the new imported lines shown was a series of 
inglish bone china short sets with brilliant flower dec , 
tions, Bavarian china dinnerware decorated with 94 Pe 
ferent field flowers, and a new line of china Seat 
from Japan, designed in modern styling. ' 


*% 


tine with 
etching which 


HEODORE HAVILAND & CO.. INC., of New York 
now has available a series of newspaper mats in one. 
column and two-column sizes for each of 30 different 
dinnerware patterns. The mats are complete advertise. 
ments built around the particular patterns shown, er 
they represent a part of a new dealer-help program te. 
cently created by the Haviland concern. Another feature 
is a series of spot radio announcements to be used locally. 
GROUP of 79 glassworkers who had been with A, 1 
Heisey & Co., of Newark, O.. for periods ranging 
from 25 to 50 years, were guests of honor at the fons 
annual banquet recently. T. Clarence Heisey, president 
of the company and son of the founder, was one of fou; 
who have had from 40 to 49 years’ service. and seven 
have been with the firm for more than 50 years. 
+ * * 
P. SKINNER CO., INC.. sole agents in this countn 
® for “Peerage” Brass. from England. has announced 
that a campaign of consumer advertising has been sched- 
uled for this year. Newspaper mats and booklets are in- 
cluded in this program. 


Emphasis on Gifts 


(From page 172) 


them to look around without feeling under any pressure. 

In giftware. Mrs. Trautman chooses her stock wisely 
because for twenty-one years she was an assistant buyer 
and buyer for large department stores. An imprinting 
service is offered on cards, matches. and merchandise 
that can be imprinted. The giftware stock is large and 
varied, including such items as stationery. bar equip- 
ment, ceramic pieces. pictures. Everlast aluminum. novel- 
ties, and Fostoria glassware. 

Trautman’s encourages the piece-by-piece collection of 
expensive glassware and silverware sets. “We have sev- 
eral young girl customers, in fact. who are buying glass- 
ware one or two pieces at a time for their mothers,” 
Trautman says. 

As a service to customers, cards are kept as records in 
cases like this. The card is headed by the name of the 
person for whom the set is being bought. the name of the 
pattern, the pieces already owned, and every time someone 
buys a piece to add to the set, a notation is made of the 
purchase. 

Primarily a neighborhood store, Trautman’s does little 
newspaper advertising, but they receive much word-ol- 
mouth publicity. “We are not pretentious,” Mrs. Traut- 
man says, but they nevertheless maintain a_ high-level 
appeal and don’t use “cut-price come-ons.” 

However, with progressive merchandising techniques 
the Trautmans have broken down the traditional jewelry 
store barrier, have built traffic, and from this have steadily 
increased business for seven years. 
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NEW YORK 
GIFT SHOW 
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CANSAVESS 





NEW YORK 
GIFT SHOW 


Your finest opportunity to 
pick new numbers from the 





country’s most representa-. 
tive lines. 





HOTELS STATLER — 
and NEW YORKER — 


Sponsored by 


220 Fifth Avenue, New York 1, N. YS: - 











THE JEWELRY REPAIRER'S 


HANDBOOK 
BY 
JOHN G. KEPLINGER 


For workmen who have learned their trade in stores 

and who desire to know the best as well as latest 

methods employed in large jewelry repair shops. 
Price $125 postpaid 


Check or money order must accompany all orders. Do not 


send cash. 
THE JEWELERS’ CIRCULAR-KEYSTONE 
100 EAST 42nd ST. NEW YORK 17, N. Y. 

















MASONIC RIN G* 


Here's a Masonic Ring with real 

meaning, rich symbolism, elab- 

orate detail, fine craftsmanship! 

10-Kt. gold . . . . $35 

14-Kt. gold . . . . $42 
Prices Keystone 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. 


*Patents Pending 


wwereremey ARTS « CRAFTS co 


106 ANN STREET 
HARTFORD, CONN. i ee 
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0 dc since 1770 


THE W FINE ENGLISH 


DINNERWARE 





COPELAND 
2 WAZ 
SPODE 


Fine English Earthenware Yisws 
— | eet 4 | 


ENGLAN 





: , SPOUE 
y 9 COPELANCS CHINA 
English Bone China LARES Ct 





Lowestoft Stone China —- 
NNT )> 
Stone -China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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National Gift and Art Associc of , inc. — 
Directed. by George F, Little Management, 
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TRUMAN OFFERS DEAL 








ON EXCISES 


President Says He Could Not Approve Any Reductions _“I wish to make it very clear,” he wrote, 
A : “that I could not approve any excise tay 
Unless Provision Is Made to Replace Loss in Revenue; reductions unless they were accompanied 


Tax Program Faces Long Political Struggle in Congress by provision for replacement of the revenue 


lost, because I am convinced that sound 
fiscal policy will not permit a weakening 


President Truman, in his recent long- | most urgently needed in the excise taxes of our tax system at this time. Under 
awaited tax message to Congress, spoke | on transportation of property, transporta- present conditions we cannot afford to re 
much of the “inequities of our present ex- | tion of persons, long-distance telephone duce excises first in the hope that action 
cise taxes.” _ and telegraph communications and the en- 


will be taken later to make up for th 
He did not say that they should be tire group of retail excises.” loss in revenue.” , ° 


eliminated. He did say, however, that “we | Another significant quote of the Presi- The tax proposals President Truman 
should choose for reduction those taxes _ dent says “I recommend that excise taxes sent to Congress were hailed by Adminis. 
which have the most undesirable effects. be reduced to the extent and only to the 

“T believe,” the President stated, “that extent that the resulting loss in revenue is 
reductions (the italics are ours. Ed.) are replaced. 





— 


Interviewed by THE JEWELERS 
CIRCULAR - KEYSTONE immediately 
after the President’s talk, Leon Engel, 


~e : chairman of the Jewelry Industry Tax 

| “The Gal: Would nt Committee, spokesman for the jewelry 

think his Brib wou industry on excise tax matters, said, 
loosen aftet ¥ Ayeats, 








“Jewelers must contact their repre- 
sentatives in Washington immediately, 
emphasizing the urgency of prompt 
action on a bill devoted exclusively to 
the total elimination of wartime excise 
taxes. Prompt action is vital because 
the public has suspended purchases of 
excise taxed commodities until the 
taxes are eliminated. Congressional 
consideration of these discriminatory 
taxes should not become involved with 
the question of general tax legislation, 
nor should both be covered in the 
same bill.” 














tration stalwarts but strong elements of 
dissatisfaction within the Demoeratic rank 
and file, quite apart from open hostility 
among the Republicans, gave promise of a 
long, hard political struggle over excises. 
[Designed originally to discourage the 
production and consumption of certain 
goods and services during wartime, a ten 
per cent excise tax was imposed on Octo- 
ber 1, 1941. In order to further curb war- 
time spending the government upped the 
tax to 20% on April 2, 1944. The addi- 
tional ten per cent increase was not gen- 
eral, however. A number of taxable items 
retained the original ten per cent impost.] 
Certain it is that the Administration is 
planning on the general desire for excise 
tax relief to win support for additional tax 
FF | legislation and will make an effort to tie-up 
ihe excise tax relief in a general tax bill. 
Courtesy of THE NEWS, “New York’s Picture Newspaper’’ | The New York Times, commenting on 
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(Please turn to page 185) 
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Chicago Jewelers, Guests, Meet at Annual Affair 





Chicago Jewelers’ Association Maintains Old Tradition 
With 76th Annual Banquet; More Than 1,200 Attend 


Over 1.200 men of the jewelry trade, 
members of the Chicago Jewelers Asso- 
ciation and their guests, turned out for 
the associations 76th annual banquet at 
the Sherman Hotel on Saturday night, 
January 7th. As has come to be a tradi- 
tion in the jewelry trade, the banquet 
was an outstanding success from every 
point of view. The attendance was close 
to previous high water marks; the dinner 
was as sumptuous as ever, and the enter- 
tainment which foilowed included some of 
the best talent that Chicago affords. 

The tradition of the Chicago Jewelers 
Association banquets is so well estab- 
lished that it seems almost superfluous to 
comment on the good fellowhip and friend- 
liness which was everywhere manifested. 
Everything combined to make it an en- 
joyable and memorable evening. 

With the usual promptness and perfec- 
tion of timing which has always char- 
acterized CJA affairs, the reception pre- 
ceding the dinner began at 6:00. Promptly 
at 7 o'clock, officers and guests of honor 
were escorted to the head table on the 
dais by the Reception Committee while 
the diners stood at attention. 

Presiding over the affair was John M. 
Biggins of the Elgin National Watch Co., 


president of the association. who was 
flanked on either side by dignitaries 


of the jewelry industry and several state 
and city officials. 

Guests of honor at the head table were: 
Hon. Martin H. Kennelly, Mayor of Chi- 
cago; Reverend Michael I. English, S.J., 
Regent, Loyola University, School of Medi- 
cine; Captain J. S. Keating, United States 
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Navy; Hon. Thomas J. Courtney, Asso- 
ciate Judge of the Circuit Court; Hon. 
Wilbert F. Crowley, Associate Judge of 
the Superior Court; Hon. John S. Boyle. 
State’s Attorney, Cook County, IIl.; F. B. 
McFarren, president, Canadian Jewelers 
Association; Kenneth I. Van Cott, presi- 
dent, American National Retail Jewelers 


Association; Lester F. Morse, president, 


Jewelers Board of Trade; G. H. Niemeyer, 


chairman, Jewelers Vigilance Committee; 
H. A. Goldberg, president, National As- 
sociation of Credit Jewelers; Leon J. 
Engel, president, National Wholesale 
Jewelers Association; Edgar E. Baker, 
president, New England Manufacturing 
Jewelers & Silversmiths Association, and 
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August QO. Packer, president, 24-Karat 
Club of New York. 

Following the dinner, the entertainment 
committee provided an excellent floor show 
of nine acts introduced by Bob Hopkins, 
master of ceremonies, with music by Al 
Marney and his orchestra. The production 
was under the direction of Miss Doris 
Hurtig. As a souvenir of the occasion 
each diner was presented with a handsome 
Evans fitted lady’s pocketbook. The party, 
as usual, ended with informal gatherings 
for the remainder of the evening through 
the various hotel suites. 

The Banquet Committee was headed 
by Marshall Spies as chairman, assisted 
by R. Schell Hulbert, Mead Montgomery, 
Allen Gellman, Charles G. Brown, David 
E. Newman, James H. Swartchild, Thomas 
G. McMahon, Charles D. Ellbogen, and 
Francis V. Healy. 





Howard Schaeffer 
Retires at Elgin 


Retirement of Howard D. Schaeffer, vice 
president of Elgin National Watch Co., and 
long-time leader in the jewelry industry, 


HOWARD OD. 
SCHAEFFER 
Retiring 
Vice President 
Of Elgin 
National Watch 
Company 








was announced January 20th by J. G. 
Shennan, president. Schaeffer had been 
with Elgin for 46 years. 

Mr. Schaeffer is going to continue with 
the Elgin sales department in a consulting 
capacity, Shennan said. “Mr. Schaeffer 
is one of the best known men in the 
jewelry industry,” he added. “The com- 
pany deeply appreciates the valuable 
contribution he has made to Elgin’s repu- 
tation and high position in the trade. His 
loyalty and devotion to Elgin have been of 
the highest order.” 

Schaeffer began his long career with 
Elgin in 1904. After a succession of posi- 
tions, he entered the sales department in 
1916. In 1923, after seven years’ field 
selling experience, he was promoted to 
sales manager. In 1928 he became as- 
sistant to the president, and in 1932, vice 
president in charge of sales. 
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24 Karat Club Provides Spectacular Program 
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Annual Dinner of N.Y. 24 Karat Club Brings Together 
Jewelry Personalities for Evening of Companionship 


Enthusiasm ran as high as the attend- 
ance at the annual banquet of The Twenty- 
Four Karat Club of the City of New York, 
held last month, and attendance broke all 
records at over 1400 members and guests. 

The beautifully decorated ballroom of 
the Waldorf-Astoria provided an appro- 
priate setting for the festivities on the 
evening of Saturday, January 14. The 
stage, balconies, even the ceiling were 
lavishly dressed for this occasion, which 
from the standpoint of food, good fellow- 
ship and entertainment was certainly up 
to the fine traditions established through- 
out forty-seven years by these annual 
gatherings of the 24 Karat Club. 

The activities began with a_ reception 
at 6:30 with guests at their ballroom 
tables by 7:00. The honored guests were 


then escorted to the head table on the 
stage by the Club’s Reception Committee, 
the members of which then took their 


places at their respective tables through- 
out the ballroom. 

After the singing of the National An- 
them, invocation was pronounced by the 
Rt. Rev. Msgr. George A. Kreidel. 

An address by August O. Packer, the 
recently elected president of the club, was 
limited to a brief but warm message of 
welcome. 

The usual elaborate dinner was served 
to the guests whose high mood spoke elo- 
quently for the substantial general condi- 
tion of the jewelry business at this time. 

Following the dinner an _ intermission 
was announced to provide time before the 
stage show for to circulate 
throughout the room, greeting friends, re- 


banqueters 
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newing old acquaintanceships, and in gen- 
eral making the most of this unusual situa- 
tion where 1400 of the industry’s most 
active personalities were together in one 
room. 

At 9:20 the stage show began on sched- 


ule. Though a well balanced fare of 
entertainment it was heavily weighted 


with comedy and enthusiastically received 
by the audience. The high spot of the 
show was the performance of “Mr. and 
Mrs. Show Business,” Peter Lind Hayes 
and his wife, Mary Healy. Stars of motion 
pictures, radio and television, their act. 
lasting 35 minutes, left the audience 
breathless and sent the men out of the 
hallroom completely satisfied with the 
whole affair. 

The souvenir of the occasion was a fitted 
handbag received by each guest, which he 
could present to his lady as evidence that 
he had attended an affair that was 
tacular—unique. 

Seated at the head table as guests of 
honor, in addition to President Packer and 
Reverend Kreidel, were Edgar H. Baker. 


spec- 


President, New England Manufacturing 
Jewelers’ & Silversmiths’ Association: 
Frank C. Beckwith, Honorary Member. 


The Twenty-Four Karat Club of the City 
of New York; John M. Biggins, President. 
Chicago Jewelers’ Association; William M. 


Birks, CB.E., LL.D., Montreal Quebec: 
Sigmund Cohn, Honorary Member, The 


Twenty-Four Karat Club of the City of New 
York: Allen Davidson, President, Boston 
Jewelers’ Club; Leon J. Engel, President, 
National Wholesale Jewelers’ Association: 
H. A. Goldberg, President, National Asso- 








ciation of Credit Jewelers; Cecil D. Kauf. 
mann, Chairman, Jewelry Industry Coup. 
cil; F. B. MecFarren, President, Canadiay 
Jewellers’ Association; Lester F. Morse 
President, The Jewelers Board of Trade: 
Gustav H. Niemeyer, Chairman, Jewelers 
Vigilance Committee; Kenneth I. Van Cott, 
President, American National Retail Jewel 


ers’ Association: Sinclair Weeks, Presi. 
dent, Sterling Silversmiths’ Guild of 


America and Otto D. Wormser, Honorary 
Member, The Twenty-Four Karat Cublb of 
the City of New York. 

Chairman of the Committee 
which made all arrangements for the affair 
was W. Waters Schwab, assisted by G. 
Niemeyer, Honorary Chairman: Jerome T. 
Agate, Harry J. Bromley, Peter M. Fahren 


Banquet 


dorf. Norman MM. Morris. William B. 
Ogush, August O. Packer and Reginald 
Reichman. 


The Reception Committee was headed 
by Herman L. Baskin, Chairman, and the 
following members: John H._ Ballard, 
Howard W. Boynton, Walter Eitelbach, 
George Engelhard, Roland Gsell, Walter 
N. Kahn, Rudy M. Kant. Julius Kaufman, 
Benjamin S. Katz, Wm. S. Kinsman, Jacob 
Mehrlust, Craig D. Munson, William F. 
McChesney, Dudley E. Sanderson, James 
G. Shennan and Charles W. Sommer. 


Hallmark Executives on Trip 


Harry Aronson, president of Hallmark 
Watch Corp.. 5 North Wabash Ave.. Chi- 
cago, and Morris Draft, vice president 
charge of buying and_ production, at 
spending two weeks in Switzerland on & 
buying trip. They will return to this 
country by air about February 12. 
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Excise Tax Slashes Still Far Away; 
Plan Enmeshed in Congress Politics 
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some recent history. 
Thus the President advocates chang- 
es in the rules governing depletion al- 
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Editorials 
Vvol Reception. 


Congress plainly is not disposed to do 
much about the tax recommendations Pres- 
ident Truman sent up yesterday. 

A few dutiful Democrats hailed the mes- 
sage with small enthusiasm. The predomi- 
nant reaction was frosty. In truth, it was not 
a very inspiring document. 
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It promised that “if we follow the right 
policies”"—that is, Mr. Truman’s policies— 
“over the next few years” Steady progress 
can be made toward a balanced budget. No 
date was set for arrival at that goal, 


But it ca be reached more speedily, the 
message argued, if we now make some 
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So he advocated reductions, by unspeci- 
fied amounts, in the taxes on transportation 
and travel, long-distance phone calls and 
telegrams, and the entire group of retail ex- 
cises, including toilet preparations, luggage 
and handbags, 
However, the President warned, he won't 
and for any excise cuts unless the revenue 
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JRF Directors Adopt Five-Point Program, 
Elect Bagnall Executive Committee Chairman 


A five point program outlining future 
activities of the Jewelry Research Foun- 
dation was adopted unanimously at the 
annual meeting of the board of directors 
of that group held on January 17th at 
the Waldorf-Astoria Hotel. The specific 


provisions of this program are as follows: 


(1) A study to determine the informa- 
tion which will be most helpful in the 
various segments of the industry, as il 
pertains to their particular problems. 


(2) A study to determine what statis- 
tics the jewelry industry needs to help it 
gain the recognition it deserves as an 
important factor in our nation’s economy. 


(3) A study of the net effect of the 
repeal of the excise tax on government 
finance, specifically for the purpose of 
determining the compensating revenue or 
savings which will result from increases 
in corporate and individual income taxes, 
and the reduction of unemployment com- 
pensation and welfare costs. 


(4) A survey to determine the best 
methods for presenting the industry and 
its various segments to the public for the 
purpose of achieving better understand- 
ing and appreciation of the industry’s 
position in the economy. 


(5) A survey to determine the best 
methods for presenting the contributions 
our industry has made and continues to 
make—its heritage of artistry; skill and 
craftsmanship; the arts and sciences. 


ELECT NEW OFFICERS 


During the course of the meeting the 
following officers were elected to hold office 
for the ensuing year: Beardsley Ruml, 
chairman of the board of directors; J. 
Carlton Bagnall, Sr., chairman of the 
executive committee; Harry D. Henshel, 
vice-chairman of the executive committee; 
Alexander H. Arnstein, secretary; Stanley 
Simon, assistant secretary; Leo Weisfield, 
treasurer, and Louis Heyman, assistant 
treasurer. 

Named to the executive committee were: 
Alexander H. Arnstein, New York; J. 
Carlton Bagnall, Sr., Attleboro, Mass.; 
H. A. Goldberg, Portsmouth, Va.; Harry 
D. Henshel, New York; Louis Heyman, 
New York; C. D. Kaufmann, Washington, 
D. C.; Oscar Kind, Jr., Philadelphia, Pa.; 
H. Victor Paul, Newark, N. J., and Leo 
Weisfield, Seattle, Wash. 

Leon Henderson, chief of research of 
the Jewelry Research Foundation, reported 
on the progress of the Foundation in the 
field of research on the economic problems 
of the jewelry industry. In addition, the 
board received the comments and recom- 
mendations of Phillip Coombs, Professor 
of Economics at Amherst College and Eco- 
nomic Adviser to Governor Chester Bowles 
of Connecticut. 

At a meeting of trustees held prior to 
the directors’ meeting, the following di- 
rectors were re-elected for the ensuing 
year: H. M. Abelson (Abelson’s—Newark) , 
Newark, N. J.; Alexander H. Arnstein 
(Arnstein Bros. & Co.), New York; J. 
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Carlton Bagnall (Swank, Inc.), Attleboro, 
Mass.; Myer Barr (Barr Stores, Inc.), 
Philadelphia, Pa.; Joseph Baumgold 
(Baumgold Bros., Inc.), New York; E. M. 
Belman, New York; Charles G. Brown 
(Stein & Ellbogen), Chicago, Ill.; M. 
Fred Cartoun (Longines-Wittnauer Watch 
Co.), New York; Allen Davidson (Thomas 
Long Co.), Boston, Mass.; Fred Dreifus 
(Dreifus Jewelry Co.), Memphis, Tenn. 

Sidney Fiddelman (J. Fiddelman & Son, 
Inc.), New York; Allan Gellman (Elgin 
American), Elgin, Ill.; George Gerber, 
Providence, R. I.; H. A. Goldberg (Coopers 
Jewelers), Portsmouth, Va.; Leo Henebry, 
Roanoke. Va.; Harry D. Henshel (Bulova 
Watch Co.), New York; Benjamin Katz 
(Gruen Watch Co.), Cincinnati, Ohio; 
Cecil D. Kaufman (Kay Jewelry Stores), 
Washington, D. C.; S. Ralph Lazrus (Ben- 
rus Watch Co.), New York; Frank Mil- 
hening, Chicago, JIl.; Ed Otis (Otis Co.), 
Providence, R. I. 

August O. Packer (Dieges & Clust), 
New York; H. Victor Paul (Wiss Jewel- 
ers), Newark, N. J.; Henry Peterson (Fea- 
ture Ring Co.), New York; Wm. Preston, 
Sr. (F. J. Preston & Son, Inc.), Burling- 
ton, Vt.; Carl Rosenberger (Cohn & 
Rosenberger), New York; B. J. Rudolph 
(Rudolph Bros. & Co.), Syracuse, N. Y.; 
Lewis L. Silberman (Wilkens Co.), Pitts- 
burgh, Pa.; Leo Weisfield (Weisfield, 





Urie and Leverenz 
Advance at Elgin 


Two new executive appointments at 
Elgin National Watch Co. have been an- 
nounced by J. G. Shennan, president. 

Frank D. Urie, a veteran of 41 years’ 
experience in research and _ inspection, 
has been appointed to the newly created 
position of director of economic research. 





D. W. LEVERENZ F.D. URIE 
Inspection Economic Research 
Superintendent Director 


Donald W. Leverenz succeeds Urie as 
superintendent of inspection. Urie, who 
will report directly to Shennan, is to con- 
duct basic research on the influence of 
economic conditions on Elgin’s business. 

Leverenz, who will work under William 
M. Brandes, director of manufacturing, is 
also a long-time Elgin employee and was 
formerly watch engineer. 





Inc.), Seattle, Wash.; Ra n 
(Wells Mfg. Co.), Aatlcheus tat, hn 
Winston, New York, and Maurice =| 
Winston, Dearborn, Mich. = 

In addition, the following new directo 
were elected for the ensuing year: Milt : 
P. Adler (Coleman Adler & Sons, eck 
New Orleans, La.; Carlton Broer (Broer. 
Freeman Co.), Toledo, Ohio; John P. Fr 
(George R. Dodson Jewelers), Spokane 
Wash.; Louis Heyman (Oscar Heyman & 
Bros.), New York; Oscar Kind, Jr. (S 
Kind & Sons), Philadelphia, Pa; P. ] 
McNeel (P. J. McNeel Jewelry Co.), Sen 
Antonio, Texas; W. E. Smith (Irons 
Russell), Providence, R. I., and Wm, ¢ 
Young (Mermod-Jaccard-King Jewelry 
Co.), St. Louis, Mo. 


NAC] Re-elects All Officers 


The directors of the National Association 
of Credit Jewelers met in New York on 
January 16 and re-elected the following 
officers for 1950: President, H. A. Goldberg 
(Cooper’s, Inc.), Portsmouth, Va.; First 
Vice President, Clarence Olsen (Olsen & 
Ebann Jewelry Co.), Chicago, IIl.; Second 
Vice President, Myer B. Barr (Barr's 
Jewelers), Philadelphia, Pa.; Third Vice 
President, A. E. Newmark (Newmark’s), 
Chicago, Ill.; Fourth Vice President, Iry- 
ing J. Wolfgang (Cole & Erwin, Inc), 
Detroit, Mich.; Secretary, Samuel Gerson 
(Gerson’s, Inc.), Detroit, Mich.; Treasurer, 
Seymour Greenberg (Royal Diamond & 
Watch Co.), New York; Chairman of the 
Board, Leo Weisfield (Weisfield’s, Inc.), 
Seattle, Wash., and Executive Secretary, 
William Wagner. 

The NACJ’s directors for 1950 are as 
follows: H. M. Abelson (Abelson’s), New- 
ark, N. J.; Lewis I. Benway (The Bausch 
Co., Inc), Cleveland, Ohio; Wm. Van 
Busch (Busch Jewelry Co.), New York; 
Irving N. Chayken (Armstrong’s), Ham- 
mond, Ind.; Edward Dockman, St. Paul, 
Minn.: Fred B. Dreifus (Dreifus Jewelry 
Co.), Memphis, Tenn.; M. K. Erlanger 
(S. & N. Katz, Inc.), Baltimore, Md.; 
George Gerber (Gerber’s, Inc), Providence, 
R. I. 

Barnett C. Helzberg (Helzberg’s), Kan- 
sas City, Mo.; Isadore Horowitz (Crescent 
Jewelry Co.) Fargo, N. D.; Leo D. Kind 
(Reids), Trenton, N. J.; Jay C. Lighter 
man (Tappin’s, Inc.), New York; Jess 
McEntee (J. M. McEntee & Sons), Okla- 
homa City, Okla.; Isadore Meyer (Meyers 
Jewelers), Vallejo, Calif.; B. G. Rudolph 
(Rudolph Bros., Inc.), Syracuse, N. Y.; 
and Lewis L. Silberman (Wilkens), Pitts. 
burgh, Pa. 








Sierra Gems Names Distributors 


Sierra Gems, Inc. of Sierra Madre, Calif, 
has announced the appointment of the fol- 
lowing distributors to handle their line of 
Titania stones: 

Dussing’s of Fort Worth, for the State 
of Texas: Frederick J. Essig & Co., 7 W. 
Madison St., Chicago, for Illinois, Wiscon- 
sin, Minnesota, Indiana and Ohio: Collison 
Brothers of Rutledge, Pennsylvania, for 
New York, New Jersey, Delaware, Mary- 
land, Virginia, West Virginia and Penn- 
sylvania. 
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Jewelers Report JIC’s ‘Watch Parade’ 
Increased Store Traffic and Sales 
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A large figure of a drum majorette dominated this "Watch Parade" window of the Arthur 


A. Everts Co., Dallas, Texas. 


A variety of watches by a number of different makers were 


attractively displayed in the window which urged customers to "pick a watch you'll be proud 
to wear during Everts Watch Parade." 


Facts and figures, as well as comments 
from retailers who participated in the 
Jewelry Industry Council’s “1949 Watch 
Parade,” October 24 to November 7, 1949, 
indicate that the promotion was a trafhc 
builder and that it was also a sales stim- 
ulator for the majority of retailers re- 
porting with respect to (1) increased out- 
right sales of watches; (2) increased use 
of lay-away plan for sales of watches and 
(3) increased sales of watch attachments. 

A report on a tabulation and analysis 
made for the Council by the Recording 
and Statistical Corporation of New York 
of questionnaires sent in by 504 retail 
jewelers shows the following information: 

74 per cent reported “more people look- 
ing at watches:;” 

07.6 per cent reported an increase in reg- 
ular watch sales in November, 1949 over 
October, 1949; 

07.6 per cent reported an increase in 
watch attachment sales in November, 1949, 
as compared with October of that year; 

92.6 per cent reported an increase in the 
use of the lay-away plan for the purchase 
of watches: 

38.3 per cent indicated increased store 
traffic: 

21.4 per cent reported an increase in 
new customers for their store. 

Comparisons of sales in November, 1949, 
as against November, 1948. shows: 

60 per cent of those answering this 
questionnaire reported increases ranging 
from two per cent to 300 per cent in the 
regular sales of watches: 


FOR FEBRUARY, 1950 





Increased use of lay-away in the sale 
of watches was reported by 66 per cent of 
the retailers with increase ranging from 
two per cent to 300 per cent; 

Increased watch attachment 
reported by 74 per cent of retailers with 
percentages ranging from one per cent 
to 100 per cent. 

Retailers were also queried on promo- 
tional mediums used in “The 1949 Watch 
Parade.” Of the retailers who answered 
this question, 96.1 per cent reported using 
special window displays and 57.1 per cent 
had special in-store displays. 

With respect to advertising mediums 
used: 59.2 per cent used newspaper ad- 
vertising; 21.1 per cent used radio; 16.4 
per cent used direct mail; 20 per cent 
used other promotional methods such as 
television, contests and exhibits. Nine 
retailers used car cards and 12 retailers 
used outdoor advertising. 

Results obtained by participating re- 
tailers and voluntary comments made by 
them in their questionnaires indicate that 
retail jewelers welcome this nationwide 
promotion and desire that it be continued 
on an annual basis, according to Albert 
FE. Haase, executive director of the council. 

Among the voluntary comments cited 
by Mr. Haase were the following: 

“Watch Parade drew a great deal of 
interest and attracted more than average 
on-lookers. Please keep this idea up each 
and every year.” 

“Watch Parade promotion seems to be 
an excellent idea.” 


sales were 





. 


“Watch Parade gave many people a 
chance to think of owning a watch and a 
big percentage bought. Let’s keep it up 
every year.” 

“Your window display surely helps the 
looks of my window.” 

“I feel this is a splendid promotion and 
public will take more notice of it each 
succeeding year.” 

“Promotions of this kind are always 
of some help and we feel they should be 
made a part of every store’s advertising 
program.” 

“Watch Parade is helping to build con- 
sumer confidence in -jewelers.” 

“We think this promotion was conducted 
very well and stimulated a better Christ- 
mas trade.” 


Sterling Silversmiths Guild 
Elects McChesney President 


William F. McChesney, vice president of 
The Gorham Co. of Providence, R. I., was 
elected president of the Sterling Silver- 
smiths Guild of America at the Guild’s 
annual meeting January 14, at the Waldorf- 
Astoria in New York City. 

Mr. McChesney succeeds Sinclair Weeks, | 
chairman of the board of directors of the 
Reed & Barton Corp., of Taunton, Mass., 
who had served as president of the Guild 
since 1946. 


One of the original founders of the 
Guild, Mr. McChesney has been actively 
associated with the silverware industry 
for more than 56 years. In addition to 
his duties as an official of The Gorham 
Co., Mr. McChesney is currently serving 
as a member of the Jewelry Industry Tax 
Committee, on the Board of Directors of 
the Jewelers Vigilance Committee, and as 
a member of the Executive Committee of 
the Silver Users Association. 

Charles Withers, vice president of the 
Towle Manufacturing Co. of Newburyport, 
Mass., was re-elected vice president of the 
Guild. Lester Morse, vice president and 
treasurer of The Gorham Co., was re- 
elected treasurer of the Guild. Rodger 
Harrison and Mrs. Emily McGrath were 
named executive vice president and sec- 
retary, respectively, to coordinate the ac- 
ivities of the Sterling Silversmiths Guild 
‘ its offices, 551 Fifth Ave., New York 
City. 


Dyers Open Silver Shop 
In L. A.’s Farmers’ Market 


Los Angeles fabulous Farmers’ Market, 
internationally famed for radishes and 
rubbernecking, added a silver shop to its 
long roster of restaurants, food booths, 
and fine stores recently. Mr. and Mrs.. 
Roy E. Dyers are proprietors of the Wind: 
sor Silver Shop, featuring International 
Silver. 

Keyed to both the tourist and residen- 
tial trade, the Windsor shop stocks such. 
visitors’ ware as an extensive collection of 
silverware for babies, candlesticks, trays, 
and occasional table pieces. Services, in- 
cluding repair and engraving, are stressed. 
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Bennett, JITC Counsel, 
Explains Excise Rebates 


Although lavish in his praise of what 
jewelers have accomplished to date in 
their fight for elimination of the wartime 
excise tax, Leon J. Engel, chairman of 
the Jewelry Industry Tax Committee, em- 
phasized that effurts to secure repeal of 
the tax must continue without interruption. 

Speaking at a meeting of the Jewelry 
Industry Tax Committee held on January 
13th in New York, Mr. Engel urged those 
jewelers who have not sent letters and 
telegrams to their representatives and sen- 
ators to do so at once. He again impressed 
upon the Committee the responsibility of 
everyone in the industry to do his part in 
the fight. 

G. H. Niemeyer, chairman of the Jewel- 
ers Vigilance Committee, read the joint 
statement issued recently by the Jewelry 
{industry Tax Committee and the Jewelry 
Research Foundation in which both groups 
pledged themselves to coordination of ac- 
tivities as “most desirable for the best 
interests of our industry.” 

The joint statement was signed by Mr. 
Niemeyer, W. Waters Schwab, and James 
B. Dickey, all for the Jewelry Industry 
Tax Committee; and J. Carlton Bagnall, 
H. Victor Paul, and H. A. Goldberg, all 
for the Jewelry Research Foundation. 

Hugh M. Bennett, counsel, commented 
on the present situation with regard to 
relief from the excise tax. Excerpts from 
his remarks in connection with retailers 
offering refunds based on elimination of 
or reduction in the excise tax follow: 

“As to advertising that a refund of a 
portion of the purchase price equal to 
any reduction in the federal excise tax 
imposed upon a retail sale would be made 
when, as and if the tax is modified or 
repealed by Congress—there is no assur- 
ance that there will be any tax benefit 
to the jeweler should he make such a 
refund. If any deduction of the amounts 
refunded is attempted in arriving at tax- 
able net income, litigation with the Com- 
missioner of Internal Revenue might 
ensue. 


REBATES ENGENDER ILL-WILL 


“The ill-will of customers who made 
purchases during the latter part of 1949 
will probably be engendered because they 
will get no refund. 

“Such advertising established a _prece- 
dent of discount from the quoted price and 
may lead customers to demand a discount 
from the quoted price whenever they make 
a purchase. The customer may believe that 
the tax is refunded by the government to 
the jeweler and that it does not come 
out of his pocket. Hence, if complete 
elimination of the tax is not obtained 
now and later the balance is removed, the 
customer may again demand that a re- 
fund be made. 


“A great many of the items handled 
by jewelers are either contract items or 
are ‘fair traded’ items, and any agree- 
ment to refund part of the purchase price 
based on reduction in the excise tax may 
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viclate the contract or the fair trade law. 

“If jewelers decide to advertise that a 
refund will be made, they will have to 
determine how long their promise to 
refund is to run because there is no as- 
surance as to when a decrease may be 
secured. This presents the question, when 
jewelers close their tax years, that if they 
should make such refund agreements 
should they also set up reserves for pos- 
sible liability from reductions in selling 
prices because of refunds made before 
the excise tax was removed. Comments 
by jewelers have indicated that such re- 
funds would materially affect their net 
profits. 

“If any concern contemplates refunding 
any of the purchase price should the tax 
be removed by a certain date, it is sug- 
gested that great care be used in the 
language of the advertisement, in the 
contract providing for the refund and in 
the billing of the article. Such advertising 
should be checked with the Bureau of 
Internal Revenue, and the forms to be used 
should be approved by the advertiser’s 
lawyer.” 

It was decided at the meeting that a 
committee be appointed to arrange for de- 
tails and the preparation of a brief to be 
presented by the Jewelry Industry Tax 
Committee, should public hearings be held 
by the House Ways and Means Com- 
mittee. 


New Voland Pocket Balance 


Designed for field work of all kinds, 
a new analytical balance, the Pocket Bal- 
ance, has recently been introduced by 
Voland & Sons, Inc., New Rochelle, N. Y., 
and distributed to the jewelry field by 
I. Kassoy, Inc., 7 West 45th St., N. Y. C. 

An extremely sensitive weighing instru- 
ment, the Pocket Balance is two thirds the 
bulk of conventional models, is consid- 
erably lighter and is designed with rounded 
corners. 





It has a capacity of 20 grams or 100 
carats, and it can weigh up to 1 carat 
without small weights. 

Similar to large models, the Pocket 
Balance can be adjusted in the same way 
as ordinary analytical diamond balance 
by turning the adjusting nut at the right 
end of the beam. This beam is graduated 
and carries a rider. The sensitivity of the 
Pocket Balance is 1/3 of a point. 














Firm and Stable Diamond 
Market Predicted for ‘50 


The diamond industry completed 1949 
on a more stable and optimistic Jeye] than 
existed in the early part of the year ac 
cording to George Fine, president of the 
Diamond Manufacturers & Importers “* 
sociation of America, Inc. a 

In making his year-end report Mr. Fine 
said the industry in the first half of 1949 
was beset with the problems of general 
poor economic conditions in the United 
States. This, coupled with the instability 
caused by the weakness of most European 
currencies, resulted in cautious buying 
throughout the trade. “Fortunately, hoy. 
ever, following devaluation of the pound 
sterling and other European currencies in 
the month of September,” Mr. Fine de. 
clared, “the industry found itself in a syb. 
stantially improved condition in the second 
half of the year.” He also attributed the 
improved outlook in the latter part of 1949 
to good seasonable buying. 

Mr. Fine stated that the question of 
new price policy required by reason of 
the devaluation of sterling was “expertly 
handled by the Diamond Trading Com. 
pany, Ltd., of London, and well received 
by the entire diamond industry.” He said 
this was evidenced by the flood of appli. 
cations for rough diamonds in September, 
October and November which necessitated 
the Diamond Trading Company placing 
its buyers on an allocation basis. 

According to Mr. Fine the firm market 
for rough and polished diamonds existing 
in the United States as well as in the 
diamond markets abroad will continue 
throughout the next year for the following 
reasons: 

(1) The general economic conditions of 
the United States have been established. 

(2) The prospects that the wartime ex- 
cise taxes may be eliminated or reduced. 

Mr. Fine pointed out that rough dia- 
monds for August, 1949, were approxi- 
mately $1,900,000 which was surpassed in 
the month of September when the imports 
of rough amounted to approximately $2, 
529,000. September imports were topped 
in the month of October when the value 
of the rough imports amounted to 43; 
626,000. Although no official statistics have 
been published for the month of Novem: 
ber at the time of this report, it is ex- 
pected that the trend will continue. The 
trend of increased rough imports to the 
United States also is an indication, Mr. 
Fine said, that the cutting industry in the 
United States is being revitalized. 

Concluding the report, Mr. Fine pre 
dicted that the imports of polished dia 
monds and rough diamonds into the United 
States for the year 1950 will surpass the 
year 1949. 


Peacock's Name New Manager 


Jules H. Myerson has been promoted to 
manager and assistant to the president of 
Peacock’s Jewelers (Shreveport, La.) ac 
cording to Morris H. Schuster, president. 
Myerson has been associated with the firm 
for 16 years. 
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Two interesting and significant events 
highlighted the annual membership meet- 
ing of the Jewelry Industry Council at the 
Waldorf-Astoria Hotel on January 15th. 
One was the election of Victor A. Lambert 
of Lambert Brothers as chairman to suc- 
ceed Cecil D. Kaufmann of Kay Asso- 
ciates, Council chairman for the past three 
vears. The other was the expansion of the 
hoard of directors from 25 to 41 members. 

Elected with Mr. Lambert as officers for 
the coming year were: H. A. Goldberg, 
Cooper’s, Inc., Portsmouth, Va., as vice 
chairman; Harry J. Bromley, National 
Jeweler, as secretary, and Leonard Shiman, 
Shiman Manufacturing Co., Inc., as treas- 
urer. 

The Council members attending the 
meeting unanimously elected 16 new direc- 
tors to the enlarged board. Results of a 
mail ballot, as reported to the meeting. 
showed that 13 directors whose terms had 
expired, had been re-elected. Later in the 
day, at an organization meeting of the new 
hoard of directors, the resignation of Ed- 
ward O. Otis, Jr., of the Otis Co., was 
regretfully accepted and J. Carlton Bag- 
nall. executive vice president of Swank, 
Inc.. was unanimously elected as his suc- 
cessor. 

Victor Lambert, in addressing the meet- 
ing. told of the Council’s intensified drive 
for new members and of the newly organ- 
ized membership committe now consisting 
of 31 prominent retailers and suppliers 
representing the various sections of the 
country and the different branches of the 
industry. 

He extolled the dynamic leadership of 
Mr. Kaufmann over the past three years, 
declared the Council’s promotion work is 
more important today than ever before, 
and pledged that both its activities and 
membership would be increased during his 
administration. G. H. Niemeyer later added 
to the praise of Cecil D. Kaufmann’s Jead- 
ership of the Council during the past 
three years. 

Cecil Kaufmann, retiring as chairman. 
told the meeting that the Council has fully 
justified its existence during the past three 
years and should and must endure if the 
jewelry industry is to prosper. 

In his opening report on the Council’s 
activities during the last year, Albert E. 
Haase reminded the meeting that the Coun- 
cil exists for one purpose which does not 
duplicate the efforts of any other jewelry 
trade association. The Council’s one and 
only purpose, he emphasized, is: to help 
promote the retail sale of jewelry store 
merchandise. 

Toward this end, the Council follows a 
two-way plan of operation: (1) It creates 
promotions direct to the public in its own 
name. (2) It constantly seeks to increase 
the entire industry’s promotional activities 
to the public. 

Haase showed exhibits that carried re- 
productions of newspaper advertising by 
single retail stores and groups of retail 
stores which had made use of the art work. 
the slogan or the copy of the Council’s own 
national advertising. 

He next drew attention to the efforts of 
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C. D. Kaufmann (right), retiring chairman 
of the JIC, greets incoming chairman, 
Victor A. Lambert. 


the Council to cause retail jewelers to 
promote gift-giving occasions, such as 
Valentine’s Day, Mother’s Day, Father’s 
Day, Graduation and Christmas. These 
efforts take the form of promotional idea 
books, which give the retailer copy and 
lay-out for newspaper advertising, radio 
commercials, direct mail ideas and win- 
dow display suggestions. For these promo- 
tions, the Council also supplied the re- 
tailer, free of charge, with window and in- 
store displays. 

In speaking on certain other aspects of 
the Council’s endeavors to cause the indus- 
try to increase its promotional efforts, Mr. 
Haase stated: 

“Last year, as a result of requests from 
retailers, the Council coordinated four dif- 











ferent, simultaneous nation-wide promo- 
tions, in the following order: diamonds, 
silver, watch repair and attachments, and 
watches. 

After calling attention to a four-page 
broadside called “Visibility for Jewelry” 
which had been distributed to the menr- 
bers at the meeting, Mr. Haase asked 
Martha Percilla to cover promotional work 
carried on in the Council’s own name for 
jewelry store merchandise. 

Miss Percilla opened her report with a 
few specific case histories of recent ac- 
tivities of the Council’s promotional work 
in the fashion field. She told of its par- 
ticipation in Fashion Shows and how she 
supervised such a show at the Greenbrier 
in White Sulphur Springs attended by 
more than 100 fashion editors from lead- 
ing newspapers. She also related how she 
has been helping state jewelers’ associa- 
tions conduct fashion shows and that the 
Council would soon have available for 
distribution to members instructions on 
“How to Put on a Fashion Show.” 

The dominant purpose of the mounting 
tide of jewelry fashions publicity the 
Council is now producing, she said, is to 
help the industry to design and promote 
jewelry items which will blend with cur- 
rent fashions in clothes, to develop new 
uses for jewelry, and to make the public 
conscious of the growing importance of 
jewelry accessories 

Miss Percilla next stressed the fact that 
the Council is constantly supplying news- 
papers, magazines and radio stations with 
news and information on all types of mer- 
chandise sold in jewelry stores. She re- 
ported that television was coming more and 

(Please turn to following page) 
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New Spring Jewelry Designs Shown by Coro at Preview 


Exploiting fashion’s new zone of interest 
—above the waistline—Coro jewelry pro- 
vided colorful punctuation to spring cos- 
tumes from America’s leading designers 
which were shown at a press preview held 
at the Hotel Pierre in New York on 
January 9. 

Pins appeared as a “must” for 1950 
fashions. Huge lucite-bodied birds and 
fish set in gold provided spéctacular, over- 
size pocket or lapel ornaments. Tailored 
gold pins with a sculptured three-dimen- 
sional look, “flaring” pins with animation 
caught in the design, new bar pins with 
heart or leaf drops, gold fringe pins, small 
stone-set pins to group in three or more— 
all were designed specifically to be worn 
high on the shoulder, on the new collars. 
or spotlight cuffs, pockets and hats. Con- 
versation pins for the mid-century para- 
doxically harked back to the early 1900’s 
with such amusing designs as a gilded 
bird cage, showboat and gramaphone. 

Bracelets and rings were given new im- 
portance in the Coro collection to under- 
score the fashion emphasis on sleeves. Cuff 
bracelets, nearly three inches wide, hinged 
bracelets, ribbed gold bangles, broad link 
cuffs and charm bracelets with antique 
emblems were shown. 

“Collar” reappeared as a word to use 
in jewelry this Spring along with the in- 
creasingly popular bib. Both styles were 


featured in gold or gold sparked with 
rhinestones or pale stones. 

Earrings, more important than ever be- 
cause of the short coiffure, stressed the 
chandelier look—modified length for day- 
time in sculptured gold or filigree, almost 


shoulder-sweeping for evening. 





The choker grows wide as a turnover collar; 
good news in Core jewelry, a beautiful intri- 
cate snake-chain center, loop-link bordered 
necklace, wide and thick as a softly draped 
collar. On one arm she wears a matching 
bracelet, on the other the spectacular new- 
wide cuff bracelet. Loop earrings are of 


heavy gold links. 
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more into the scope of the Council’s ac- 
tivities. She offered numerous charts carry- 
ing reproductions of newspaper stories sent 
out by the Council as evidence of the 
effectiveness of its work in publicizing 
jewelry store merchandise to the public. 

Mr. Mathews, the Council’s promotion 
manager, urged greatly increased mem- 
bership support and declared that “every 
retail jeweler is in direct competition to- 
day with every other merchant up and 
down Main Street. 

“In the Council, you have a_ personal 
investment of great intrinsic value built 
up over three years of persistent effort,” 
Mr. Mathews said. “It is worth your sup- 
port—not as a charity donation, but as a 
business investment. 





“The slogan, ‘Something from the 
Jeweler’s is Always Something Special’ is 
now widely accepted and subscribed to 
by the buying public. In the Council, you 
also have something special—and we’ve 
got to get a much larger proportion of 
the industry to subscribe to that fact.” 

The meeting concluded with the elec- 
tion of officers at which the following di- 
rectors were re-elected: Sereno P. Davis, 
Jacobson Brothers, New York: Gordon 
Howard, Elgin National Watch Co., Elgin, 
Ill.; Craig D. Munson, International Silver 
Co., Meriden, Conn.; Gustav H. Niemeyer, 
Handy & Harman, Inc., New York: W. 
Waters Schwab, J. R. Wood & Sons, Inc., 
New York; Ray &. Warren, Bulova Watch 
Co., New York; Maurice Adelsheim, Sr.. 
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S. Jacobs Co., Minneapolis, Minn.: (,,:; 

*> Uecj] 
D. Kaufmann, Kay Associates, Washing. 
ton, D. C. ; Leo D. Kind. Reid, te 
renton, N. J.; H. Victor Paul. Wiss Son. 
Inc., Newark, N. J.; Bernard G. Rudolph 
Rudolph Brothers, Inc.. Syracuse, N. y 

J. Carlton Bagnall, Swank, Inc., Attle. 
boro, Mass., was elected to the board of 
directors to succeed Edward 0. Otis. jr 
Otis Co., Providence, R. I. : 

New directors elected to the enlarged 
board were: Burrill M. Getman. The Gor. 
ham Co., Inc., Providence, R. 1.; Bernard 
Jolis, Diamond Distributors. Inc., Ney 
York, N. Y.; Leo Glass, Leo Glass Co. 
New York, N. Y.; Carl D. Lindstrom, 
Los Angeles, Calif.; D. E. Sanderson, 
V. P., Oneida, Ltd., Oneida, N. Y.; Walte, 
H. Butler, E. W. Reynolds, Los Angeles, 
Calif.; Louis Heyman, Oscar Heyman 
Bros., Inc., New York, N. Wal James M. 
Rudder, Claude S. Bennett, Inc.. Atlanta. 
Ga.; Allen Davidson, Thomas Long Com. 
pany, Boston, Mass.; Sam Schwartz, 
Charles Schwartz & Son, Washington, 
D. C.; Irving N. Chayken, Armstrong’s, 
Hammond, Ind.; Ralph Redak, Ramor. 
Morris, Denver, Colo.;  Isador Meyer, 
Meyers Jewelers, Inc., Vallejo, Calif. 
A. W. Molin, Roy & Molin, Ine., Port. 
land, Ore.; Kenneth [. Van Cott, Van Cott 
Jeweler, Binghamton, N. Y.: Rudolph M, 
Kant, Hamilton Watch Company, Lancas. 
ter, Pa. 

Other directors are: Oscar M. Lazrus. 
Jenrus Watch Company, New York, N. Y.: 
Leon J. Engel, J. Engel & Co., Baltimore, 
Md.;: James H. Hetzel, Eisenstadt Mfg, 
Co., St. Louis, Mo.; Gerald Rosenberger, 
Coro, Inc., New York, N. Y.; Leonard 
Shiman, Shiman Manufacturing Co., New. 
ark, N. J.; Myer B. Barr, Barr’s Jewelers 
& Silversmiths, Philadelphia, Pa.; Myron 
Everts, Arthur A. Everts Co., Dallas, 
Texas: John P. Fix, George R. Dodson, 
Inc., Spokane, Wash.; George Gerber, 
Gerber’s Inc., Providence, R. I.; Richard 
Jessop, J. Jessop & Sons, San Diego, Calif.; 
A. N. Slavick, Slavick Jewelry Co., Inc., 


Los Angeles, Calif. 





UHAA Proficiency Certificates 
Awarded to KCSW Graduates 


Between November 17 and December 20, 
sixteen graduates from the Advanced 
Watchmaking and Position Timing Course 
of the Kansas City School of Watchmaking 
successfully completed both the written 
and the practical test given by the national 
testing laboratory and examining board of 
the United Horvlogical Association of 
America, and have been awarded _ the 
UHAA Certificate of Proficiency. 

The sixteen KCSW_ graduates are: 
Francis S. Brown. Clarksville, Mo.; Wil 
liam Burzinski, Austin, Minn.; Lee Etter, 
Caney. Kan.: John J. Ferreter, Marion, 
Iowa; Willard Francis, Aberdeen, S. D.; 
Willis F. Joiner, Kansas City, Kan.; W. E. 
Jones, Barbourville, Ky., and Hiroshi 
Kimura, Honolulu, Hawaii. 

Also, Marvin L. Marsh, Verdon, Nebr.; 
Wendell Nordby, LeRoy, Minn.:; Clifford 
W. Olerich, Carroll, Iowa; Louis J. Ramos, 
Lemoore, Calif.; Albert Sindelar, Cedar 
Rapids, Iowa; Porter Stamper, Saldee, 
Ky.; Fred Turley, Muskogee, Okla., and 
Mason Wheeler, Sunflower Village, Kan. 
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Rowe and Brandes Are 
Named Elgin Vice Presidents 
On January 20th announcement was 
made of the election by the Board of Di- 
rectors of two new vice presidents of the 
Elgin National Watch Co. | 
William M. Brandes, formerly director 
of manufacturing was named vice president 
‘n charge of that activity, and Andrew L. 
Rowe, formerly general manager, was ap- 
d vice president in charge of all 
marketing and advertising. 


pointe 
sales, 





A. L. ROWE W. M. BRANDES 


Rowe. a native Chicagoan, joined Elgin 
in 1934, starting as a clerk in the order 
department. He was district representa- 
tive, first in New England and later in 
Pennsylvania, from 1935 to 1938, when he 
became central divisional sales manager. 


In 1942 Rowe entered the U. S. Navy, 
serving as a lieutenant until 1946. After 


the war, he returned to Elgin and served 
as eastern sales manager until the spring 
of 1948, when he was named general sales 
manager. 

Brandes, the new vice president in 
charge of manufacturing, has been asso- 
ciated with the company since 1934. After 
several promotions in the manufacturing 
division, he became foreman of several 
manufacturing departments and, in 1946 
was named assistant factory manager of 
Elgin’s new factory at Lincoln, Neb. In 
1947 he became factory manager of the 
Lincoln plant, and last year returned to 
Elgin as director of manufacturing for the 
entire organization. 


Columbia Offers Two Courses 
On Gems and Precious Stones 


The subject of “Gems and Precious 
Stones” is being given special attention 
by the Department of Geology of Columbia 
University during the spring session. Two 
gem courses are offered by the school— 
one a lecture series and the other a series 
of laboratory exercises. The courses will 
be conducted by Ralph J. Holmes, Ph.D., 
Assistant Professor of Geology at Columbia 
University. Classes will be held on Mon- 
day evenings with the first class meeting 
scheduled for February 6. 

The first course offered by the school, 
known as “G.S. Geology e8a,” will consist 
mainly of a series of lectures and demon- 
strations on the more important gemstones. 
Emphasis will be placed upon the origin, 
classification, utilization and identification. 

"G.S. Geology e8b,” intended to sup- 
plement the lecture series, will be a series 
of laboratory exercises giving practice in 
the scientific methods employed for the 
identification of gems, | 
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Contractor saves penalty of $500 


= by investing $3.84 in Air Express 
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Time clause in housing project paving contract stood good chance 


of being invoked 


when equipment broke down at 5 P.M. So 10-lb. carton of replacement parts was 
Air Expressed from 1200 miles away. Delivered in just 8 hours. The Air Express 
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charge was only $3.84—and contractor completed job on time. 
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$3.84 is small indeed, since it covers 
door-to-door service. Anytime delivery, 
7 days a week. Makes the world’s fastest 
shipping service the most convenient. 
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Air Express goes by Scheduled Airlines; 
extra dependability, experienced han- 
dling. Shipments keep moving. Regular 
use keeps any business moving. 


Only Air Express gives you all these advantages 


World’s fastest shipping service. 


Special door-to-door service at no extra cost. 

One-carrier responsibility all the way. 

1150 cities served direct by air; air-rail to 22,000 off-airline offices. 

Experienced Air Express has handled over 25 million shipments. 
Because of these advantages, regular use of Air Express pays. It’s your best air 


shipping buy. For fastest shipping action, phone Air Express Division, Railway 
Express Agency. (Many low commodity rates in effect. Investigate.) 
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U. S. Silver Consumption 
Shows Decline of 18% 


The estimated total consumption of sil- 
ver in the United States during 1949 was 
90,000,000 ounces, according to Handy & 
Harman’s 34th annual review of the silver 
market. This represents a decline of 18 
per cent from the record peace-time year 
1948. About two-thirds of this 20,000,000 
drop was attributable to sterling and 
plated silverware. 

Further information on silver in 1949, 
condensed from the Handy & Harman re- 
port, is as follows: 

Handy & Harman estimate production of 





silver in the Western Hemisphere at 123,- 
500,000 ounces for 1949, which represents 
a slight increase over the 1948 figure of 
121,000,000 ounces. Reports available on 
United States production indicate a figure 
of 34,000,000 ounces, a decrease of aboul 
six per cent from the previous year. 

[Imports of silver into the United States 
were estimated at 103,200,000 ounces last 
year, of which 58,500,000 is estimated to 
have come from Mexico. Exports were 
estimated at 33,400,000 ounces, of which 
about 24,200,000 ounces were shipped to 
Hong Kong. 

The silver stock of the United States 
Treasury was estimated at 2,820,900,000 
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ounces. an increase of 38,300,000 fro: 
last year. 7 

The stability of the silver market { 
the last two years is likely to conti " 
buying by the Bank of Mexico has a 
the market force making for price se 


Stab}. 
ity, and the Bank has . 


; indicated a will. 
ingness to continue its purchases, the " 
view said. However, it is not likely tha 
China, which was the Bank of Mexico’. 
biggest silver coinage customer jp 1949 
will again provide a use outlet for the 
Mexican purchases, the dealers said. ’ 
is estimated that 32,500,000 ounces of 
silver purchased from the Bank of | 
were used for Nationalist China 
last vear. 

The Mexican support purchases figure 
largely in the fact that prices stayed 
within a range of 70% cents an ounce 1 
7314 cents, with the latter price prevailing 
from September to the end of the year. 

The resumption of sales by the Reserye 
Bank of India for the first time in foy 
years was noted by the market review. 
The sales totaled about 23,000,000 ounce: 
and were for the account of Hyderabad 
state. The net consumption of silver by 
the Indian people was estimated at aboy 
30,000,000 ounces. 

The full report, giving detailed statis. 
tics on the market, is available, on re. 
quest, from Handy & Harman, 82 Fulton 


St.. New York 7. N. Y. 


Mexieg 
coinage 


Kennard L. Wedgwood Dies 


Kennard L. Wedgwood, who _ retired 
three years ago after 54 years as a mem. 
ber of the Wedgwood pottery firm, died 
January 19 at his home in Brattleboro, Vt. 
following a long illness. 


KENNARD L. 
WEDGWOOD 





A fifth-generation descendant of the 
original Josiah Wedgwood and a member 0! 
the ninth generation of Wedgwood potters, 
Mr. Wedgwood was born in England in 
1873 and he joined the family in 18%. 
beginning work at blending clays and 
proceeding through each division of the 
works. When his cousins left for the Boer 
War, in 1899, he was left in charge of the 
company, remaining there until he joined 
the forces, himself, in 1903. 

In 1906, Mr. Wedgwood came to the 
United States to organize the America 
distributing branch of the firm. 

He is survived by his wife and daughter, 
of Brattleboro: a sister and two brother: 
in England. 

q Hugo Blum, formerly of Chicago, Ill. 
has opened a shop at 456 E St., Sam 
Bernardino, 
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TRUMAN'S TAX MESSAGE 
(From page 176-B) 


the President's tax document, viewed with 
m the surprising lack of “specific sug- 
gestions OF figures” contained in Mr. Tru- 
man’s message. In their editorial interpre- 
tation, the Times pointed out that Mr. 
Truman favors excise tax reductions, ‘only 
if they involve no net reduction in reve- 
nues.” The paper also calls attention to the 
fact that “the offsetting increases would 
have to be additional to the billion dollars 
ise from corporation, estate 


alar 


he hopes to ra 
and gift taxes.” 

Since the start of the second session of 
the Eighty-first Congress, both houses have 
busied themselves with two relatively im- 
The subject in the 
Senate has been repeal of taxation and 
other restrictions on the sale of oleo- 
margarine. In the House it has been an 
effort to repeal a reform which passed last 
vear, curbing the power of the House 
Rules Committee to kill legislation. 


portant measures. 


OLEO TAX TOPS SENATE AGENDA 


Almost since the session opened, the 
Senate, when its members were not debat- 
ing the oleomargarine measure, has been 
arguing the case of taxes in general and 
excises in particular. Disagreement among 
key Congressional leaders of both parties 
over tax revision procedure developed late 
in January as a result of a Republican 
move to attach an amendment to the 
Senate-approved bill repealing taxes on 
oleomargarine. The amendment, which 
would have cut most of the wartime excise 
taxes, was offered by Senator Hugh Butler 
(R-Nebr.) and attracted the greatest 
strength of any of the other major un- 
successful proposals that had been added 
to the oleomargarine measure. It was de- 
feated 43-to-32. 


REPUBLICANS FIGHT FOR ACTION 


Another Republican move to force imme- 
diate consideration of a bill cutting excise 
taxes back to the 1941 level was also 
spiked by Senate Democrats, The 45-to-35 
vote was along party lines. 

The ballot sustained an appeal by Sena- 
tor Scott Lucas of Illinois, the Majority 
Leader, that consideration of excise tax 
repeal or modification should await the 
submission of President Truman’s tax mes- 
sage and prior action by the House. Sena- 
tor Lucas assured members that ample 
opportunity would be provided later to 
consider the excise levies. 

The Senate action boiled down to a test 
of strength of the Democratic majority to 
enforce the regular order of business. A 
motion to lay this aside and take up the 
wartime excises was made by Senator 
Harry P. Cain (R.-Wash.) 

The measure that Senator Cain moved 
for immediate consideration was a House- 
passed alcohol tax bill to which the Senate 
Finance Committee attached an excise re- 
duction rider last year. Senator Cain, 
arguing in support of his motion, said that 
“the situation is bad for both the consumer 
and business.” 

A powerful figure on the side of speedy 
repeal is Senator Walter F. George (D- 
Ga.) George. whose Senate Finance Com- 
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mittee will handle any tax legislation 
passed by the House, recently recom- 
mended that Congress “do something and 
do it quickly” about cutting wartime excise 
taxes while taking more time to study the 
balance of President Truman’s tax pro- 
cram. He expressed hope that excise tax 
relief will be handled separately from the 
rest of the program. 


SENATOR GEORGE URGES RELIEF 


George said he had told Chairman 
Robert L. Doughton (D-N.C.) of the House 
Ways and Means Committee, which origi- 
nates tax legislation, that the Senate 
“might find it necessary to proceed” on 
excise taxes without waiting for the House. 

That warning reflected the heavy pres- 
sure already evident in the Senate for 
action on reduction of the excise levies. 
Members of the Senate. if they wish, can 
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call up for action at any time the House- 
approved tax bill which Senator Cain asked 
to be considered during January. 

Senator Robert A. Taft (R-Ohio) urged 
immediate action for the relief of the 
merchants dealing in the so-called luxury 
items. He said that their trade had fallen 
off almost to zero because the public was 
deferring purchases in the expectation that 
at least some of the excise taxes would be 
repealed or cut. 

Meanwhile confirmation of this condition 
came from retailers and manufacturers in 
the affected industries. They are begin- 
ning to feel the natural consumer reaction, 
the postponement of higher-priced pur- 
chases in anticipation of tax reduction. 
This delayed-buying development is said 
to be aggravating the business-depressing 
conditions blamed on the taxes and stressed 
in urgent appeals for relief. 
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Diamond Lecture and Cutting Demonstration | ‘= tied throush the loupe 1 determin 


which way the grain ran and to 


Highlights GIA Study Group Meeting in N.Y. | jo" i Sone should be divided te a 


inate the greatest number of flay 
3. 


was then marked with India ink to sh : 
The Gemological Institute of America, known for his work on cleaving some of where it should be cleaved and work be 7 
continuing its series of study group meet- the world’s largest diamonds, and a talk on cutting the groove which has to be in 
ings, had its first gathering of the 1950 by his son, George, who explained the in such a way that when the square es 
season at 1657 Broadway on January 10 theory of cleavage and cutting before the of the knife is inserted, it will exert be 
on the subjects of diamond cleaving and actual tap was given by his father. George only a downward force but an unin 
the grading of diamonds for color and Kaplan’s talk was illustrated with photo- one. At this point, the rasping of the 
imperfection. graphs and drawings so that the importance diamond tool against the diamond to be 
Richard T. Liddicoat, Jr., director of the operation could be fully appreciated cut made a few members of the audience 
of education of the GIA, introduced the by the receptive audience. uncomfortable because the noise is’ not 
opening topic of the evening, a demonstra- Using a 914 carat stone for the perform- unlike that of fingernails being drawn 
tion by Lazare Kaplan of the firm of ance, the diamond was processed as if it across a blackboard. 
Lazare Kaplan & Sons, Inc., who is well had just been received by a firm. It was When the moment came for the blade to 





be placed in the groove, the dop holdine 
the stone was grasped by George Kaplan 
while his father made the essential] tap 
with a wooden mallet. George stated that 
designed watch bands that sell everyone on the last time they cleaved a stone, part ji 

sight! Display Duroflex, the watch bands it went into the third row, and although 
this record wasn't broken, the audience 
was not disappointed, for the diamond 
in store traffic and sales! chip flew back to the second row, 





To show them is to sell them! Excitingly- 









with a difference...and watch the difference 


NO RULE OF THUMB IN CLEAVING 


It was emphasized that there is no rule 


~ 





t 
, mene Lr Oe te oe Pag A : .2 oe Sate : of thumb for cleaving diamonds; each 
Re ee ee 15) . hah . . : stone must be studied individually because 
a EERE ah a y soe 5, es x; x ’ ; % % OL nn 8 Res i some st on es are misle | d in g as to the d irec: 
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tion of the grain. The famous Jonker, for 
instance, was studied for a year before the 
actual splitting took place. Lazare Kaplan 
commented that it was one of the most 
deceptive stones he had ever seen. It was 
well worth a full year’s study, too, because 
one wrong decision can turn a valuable 
stone into a tiny pile of diamond powder. 


A smaller 3% carat stone was cleaved 
to underline the importance of the oper 
ation and then came a question period. 
Most members of the audience were wor- 
ried about the great amount of loss in 
cleaving and cutting. George Kaplan ex- 
plained that the average yield was about 
45 per cent but that some diamonds yield 
as little as 33 per cent or as much as 90 
per cent. Quantity must be sacrificed to 
get quality. 

Recommendations for grading diamonds 
for color and imperfections was the next 
subject of discussion by G. Robert Crown- 
ingshield of the GIA, in which he em- 
phasized the importance of evaluating dia- 
monds. The proper proportions, the color, 
and the imperfections are the most influ- 


A Lord Standish 
€Q-121 


B Lord Hastings 100 


C Lady Hastings 


L-105 ential considerations in determining dia- 
D The Buck-El-Leer mond values. 

BB-130 Diamonds are found in all colors and 

are graded accordingly. Some diamonds 

E Lady Chambers have a green “skin” in their natural state 

LR-208 which they lose in the polishing and clean- 

E The Dover 140 a Rey ae Le ing processes; diamonds found in Vene- 


—————_enee : inl zuela are often like this. Actually, only 
about one per cent of all diamonds found 
are blue and this is difficult to detect 


after mounting. One of the most abused 
terms in the jewelry trade is the adver 
“ tising of diamonds as_ blue-white, Mr. 


Crowningshield stated. In fact, the Fed- 
C M C eral Trade Commission forbids that 4 


gem be called blue-white unless there 1s 


CHAMBERS MFG.CO. 46 NEW CHAMBERS ST. NEW YORK 7,N. Y. blue in the body of the stone. 
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While many dealers try to determine the 
colors of diamonds, it is difficult without 
the necessary equipment because of the 
ihings that can affect color; the tie 


many | 7 
a jeweler is wearing can have a bearing 
yn this. And even the best natural light 
4 De d 


from the north is not perfect, for it varies 
so much due to dust, humidity, etc.., influ- 
encing it. For a demonstration of dia- 
mond colors, a Diamolite was used with 
the ultra-violet light clearly showing the 
various fluorescent colors of the stones. 
Mr. Crowningshield said that the use of 
master stones from jewelers’ stocks can 
be used for comparison with new diamonds 
as they are received. 

It was stressed that it is not the size 
of the diamond but the way it is cut that 
brings out the best qualities. Poor stones 
sometimes look good after cutting, polish- 
ing, and setting, an occurrence called 
“facing up well.” 

Because of the number 
posed by the engrossed audience, Mr. 
Crowningshield could not cover the sub- 
ject of imperfections which will be taken 
up at the next meeting in February. 


of questions 


Halligan Named Vice President 
Of Hamilton Watch Company 


The Board of Directors of the Hamilton 
Watch Co., at its regular December meet- 
ing, named Lowell F. Halligan vice presi- 
dent, sales manager, and director, to com- 
plete the unexpired term of W. Ross 
Atkinson. Mr. Atkinson’s resignation due 
to ill health, was accepted by the Board 
at the November meeting and became 
effective December 31. 

R. M. Kant, company president, in a 
letter to Hamilton distributors December 
30, expressed his pleasure in announcing 
the Board’s action, emphasizing Mr. Halli- 
gan’s proven ability to continue Hamilton’s 
present aggressive sales program. In his 
letter Mr. Kant said, “All of you know 
Lowell and I am sure you will be as de- 
lighted as I am to see the future responsi- 
bility for Hamilton Watch sales in his 
able hands.” 


LOWELL F. 
HALLIGAN 


Vice President, 
Sales Manager, 
and Director 
Hamilton Watch 
Company 





Mr. Halligan’s service with the company 
started in 1929 when he joined the com- 
pany’s advertising department. Later that 
year he became Advertising Manager of 
the Illinois Watch Division and in May of 
1930, was appointed Eastern Sales Manager 
of the Hamilton Sangamo Corp., then a 
Hamilton subsidiary manufacturing elec- 
tric clocks. 

Following the sale of that corporation in 
1931, Mr. Halligan served briefly as sales 
manager of the Follmer-Clogg Co., Lan- 
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caster, but returned to Hamilton later the 
same year to direct the company’s sales 
research. 

During the war he acted as one of Ham- 
ilton’s supervisors of war contracts, ably 
negotiating a substantial part of the com- 
pany s sale of its various precision timing 
instruments developed for the armed ser- 
vices. At the war’s end he returned to his 
former position, directing Hamilton’s sales 
research as the company reconverted to 
peacetime production. 

In May of 1947 he was advanced to Sales 
and Merchandising Manager and at the 
annual meeting of the company’s stock- 
holders last April he was elected Assistant 
Secretary of the Company. 








| 
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Louisiana Watchmakers Ass'n. 
Plans Fifth Annual Convention 


According to Fred C. Kline, secretary- 
treasurer of the Louisiana Horological 
Association, the fifth annual convention 
of that organization will be “the largest 
watchmakers convention ever held in Louis- 
liana.’ The convention will be held at 
the Bentley Hotel in Alexandria on April 
30, May 1 and 2. 

The association has lined up an impres- 
sive list of prominent speakers. To date, 
representatives from the Elgin National 
Watch Co., Gruen Watch Co., and the 
Watchmakers of Switzerland have agreed 
to address convention sessions. 










Here’s what you get with your 
initial order of twenty Rings-O- 
Bliss matched wedding sets .. . 


An eye-catching tray... 
grain-leather, velvet-lined; the per- 
fect complement for the merchandise 
it displays to such striking advan- 
tage. Yours at no extra cost. 


A complete line of high quality, 


fast-moving sets in all sizes. Assort- 


hen you ode Rego Bes 
You get this tray-and mor! 


A, 












ment is polished and reviewed an- 
nually to insure steady turn-over of 
each design featured. 





Twenty-four hour service for 
personalized engraving and ship- 
ment of every set you sell. Again at 
no extra cost, just part of our ex- 
tensive service-to-dealers program. 


Extra sales and added profits 
that come when fine rings are dis- 
played to maximum advantage in 
the eyes of potential buyers. All 
yours with Rings-O-Bliss. 


Write for beautiful new 1950 catalog of Bliss Rings 
A few choice territories available in 1950 for established salesmen 


29 EAST MADISON STREET eo 
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PoughCompletes Successful 
California Lecture Tour 


The lecture trip arranged by the Cali- 
fornia Retail Jewelers Association for Dr. 
F. H. Pough, Curator of Physical Geology 
and Mineralogy at the American Museum 
of Natural History and Gem Consultant 
for THe JEWELERS’ CrIRCULAR-KEYSTONE, 
was very successful in both attendance and 
interest shown. Twelve after-dinner and 
two afternoon talks were given in widely 
scattered communities in the state. Dr. 
Pough was the guest of William Erb, 
secretary of the association, who drove him 
from San Francisco south to San Diego 
and then north to Eureka. 

Dr. Pough’s talks were well received 
and the meetings were prolonged due to 
the many questions asked and the work 
with the instruments which were brought 
along by Mr. Erb. One feature of the talks 
was the showing of the Golden Key to 


the Golden Gate, now owned by Walter 
Dorrer of Higbee and Dorrer and loaned 
by him for the tour. It was prepared by 
the jewelers of California for the Golden 
Gate Exposition of 1940 and is made of 
California gold and set with California 
gems. This was the first opportunity that 
many California jewelers had had to see 


the key. 

In his talks, which were carried on in a 
friendly and informal atmosphere, Dr. 
Pough tried first to impress upon the 


jewelers his feeling that the trade is over- 
looking a great source of business by 
their failure to encourage the natural 
interests of their customers. In token of 
this he pointed out the great growth of 
the amateur lapidary societies throughout 
the country, and particularly in California. 
and the many sales of mountings to mem- 
bers of this group. In a sense the “ama- 
teurs” are competing with the jeweler by 
satisfying a demand that has not been 
exploited by the professional because of 





Jewelers find more Dollars-and-Cents valu 
in J.C.-K.’s BUSINESS-BUILDING EDITORIAL 


The editorial value of The Jewelers’ Circular-Keystone 









basic editorial principle: 


is measured in dollars and cents benefit for the retail 


ieweler... every article published must further this one 
J y Pp 





his lack of interest in, and famil 
with, colored stones. Dr. Pough also 
some of his own experiences as 
of the world’s finest publicly j 
collection of gems to further ¢ 
this point. 

Dr Pough’s next point was 
tion of the distinctive qualities of jewelry 
stones, which make them suitable fo 
decorative use. The great number of ire 
erals which do not have the necessary 
qualities reduce the jewelers’ problem to 
distinguishing between only about 2 
stones. With instruments, Dr, Pough 
showed how these commercially significant 
ones could be identified. 

The new synthetics were shown and ap 
attempt was made to impress his hearer 
with the beauty and merit of the ney 
products and with an appreciation of syp. 
thetics in general. The synthetic emerald; 
made by Carroll Chatham of San Frap. 
cisco, were shown and the jewelers told 
that they should be particularly proud of 
them as a California development which 
excelled those produced in Germany with 
the resources of a great chemical com. 
bine behind the research. Synthetic star 
sapphires and rubies by Linde were also 
displayed and the methods of distinctiop 
between the natural and synthetics de. 
scribed. Attention was also called to the 
new rutile or titania synthetics. 
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told 
Curator 
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Retail jewelry stores are relatively small organizations. 

The majority have only one major executive. As a result 
they have a keen interest in every aspect of merchandising 
and the promotion of all the products handled. 

Jewelers get what they want in the JEWELERS’ CiRCULAR- _.-” 
KrYSTONE. They depend on this publication for a 
help in doing a better retailing job. Each 
issue gains close attention, not for any 
one piece of information, but for new 
slants on all phases of jewelry retail- 


| Dr. Pough admitted that he didn’t have 
much hope of being able, in one short talk, 
to change the jewelers’ attitude toward 
colored stones and synthetics, but he told ff 
them that he hoped to awaken an interest 
in their commercial possibilities that would 
lead to further studies on their own. 
At the afternoon talks a different tech- 
byeprs nique was developed because it was felt 
am ‘ that the larger crowds in Los Angeles and 
(raular | San Francisco would make the dinner § 
: sessions impractical. For these gatherings 
Keston a lecture hall was obtained and the stone 
: portions of the talk were illustrated with 
colored lantern slides, many of them de- 
picting stones of the Morgan Collection. 
This was an unequalled opportunity for 
Western jewelers to see pictures of the 
fine stones in the New York collection, f[ 
and was greatly enjoyed. | 

Carl Stellar of Ventura, president of the 
California RJA, covered about half of the 
tour with Dr. Pough and Mr. Erb, and | 
made introductory remarks. The latter § 
took advantage of the opportunity to tell 
the groups of some of the association’s 
activity in relation to the formulation of 
auction laws for the state and other gen- 
eral matters. 





ing. Remember that when you plan 
a trade advertising schedule for 
any quality product. 
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Niemeyer Urges Industry 
To Lend Aid in Tax Fight 


Directors of the Jewelers Vigilance Com- 
mittee heard annual reports from officers 
and committee chairmen at a special meet- 
ing held on January 13th at the Waldort- 
Astoria Hotel, New York. 

G. H. Niemeyer, chairman, stressed the 
necessity of the industry as a whole, those 
affiliated with trade associations and others, 
to lend assistance in fighting the excise tax 
and in aiding to keep the standards of the 
industry on a high level. 

In discussing the financial report of the 
Committee, he stated that the JVC acts as 
an emergency organization, in addition to 
its regular functions, and he cited the 
necessity of having ample funds on hand 
to meet any situation. Mr. Niemeyer men- 
tioned the fact that the Vigilance Commit- 
tee finances the Jewelry Industry Tax 
Committee and that large sums have been 
and will continue to be required in this 
work. 

Walter N. Kahn, chairman of the Pro- 
tective Bureau, reported on the work of 
that committee. He discussed the drastic 
steps that were taken to combat smuggling 
and to forestall any increase which would 
probably result from the elimination of the 
black market in foreign currencies. 

Byron L. Shinn, counsel, reviewed at 
some length the procedure followed by his 
ofice in the conduct of the marking and 
stamping work of the committee which in- 
volves the false advertising of jewelry and 
articles made of the precious metals, as 
well as application of improper quality 
marks to articles themselves. 

Since many activities of the Committee 
were covered in other reports, P. Irving 
Grinberg, executive vice chairman, spoke 
briefly on some of the work being done 
with governmental agencies. 

Mr. Niemeyer spoke of the long and im- 
portant service Edward O. Otis, Jr., has 
rendered to the industry and announced 
Mr. Otis’ resignation as a member of the 
board of directors, which was accepted 
with regret. In his place, Edgar E. Baker. 
the new president of the New England 
Manufacturing Jewelers’ & Silversmiths’ 
Association, was elected a member of the 
hoard. 

Sigmund Cohn, treasurer of the JVC. 
presented Alan Brown with a memorial to 
his father, the late Alpheus L. Brown. Mr. 
Cohn spoke of the high regard and esteem 
in which Mr. Brown was held by all who 
knew him. 


~- —— 


American Glassware Ass'n 
Elects Gustkey Chairman 


Carl Gustkey, president of the Imperial 
Glass Corp., Bellaire, Ohio, was elected 
chairman of the American Glassware As- 
sociation at a recent meeting of the board 
of governors of that organization in Pitts- 
burgh. 

Gustkey is also one of the originators 
and treasurer of Glass Crafts of America, 
headed by W. F. Dalzell, president of 
Fostoria Glass Co. in Moundsville, W. Va., 


which is an association of all American 
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handmade glass factories to publicize that 
industry. 





/ 
; 


head of Fostoria Glass, retired as chair- 
man of the AGA board of governors but 
remains a member of the important three- 
man steering committee and will continue 
to serve AGA as membership chairman and 























CARL GUSTKEY 


Chairman 





Governor-for-Life. 
J. Nelson McNash of Hazel-Atlas Glass, 


with 


Mr. Roe and Mr. Gustkey, completes 


the Steering Committee which will operate 


this 


sizable association between board of 


governors meetings. 


The AGA board of governers in addi- 


tion 


Co.; 


the three already named are: 


to 


Charles L. Gaunt, president, Indiana Glass 


E. A. Donnan, president, Federal 


Glass Co.; and C. W. Carlson, president, 
United States Glass Co. 











“TIME SAVER 

MONEY SAVER 
DETECTS ERRORS 
THAT OTHERS CANT 


Writes Munising Jewelers 


“Congratulations on the TIME-O-GRAF. 
Truly a Time Saver. Unbelievable what it 
can detect in a watch. We are finding de- 
fective mainsprings and bent train wheel 
teeth that other machines can’t detect. The 
Paulson Time-O-Graf gives you answers 
that others can’t.’ 

Signed: Munising Jewelers, Munising, Mich. 


I ON THE PAULSON’ TIME-O-GRAF 


with continuous tape record, it is pos- 

sible to get all the answers including 

the train, pallet stone, roller jewel, 
etc., on one complete record. 

ON THE PAULSON TIME-O-GRAF 

O l is it possible to reveal a continuous 

ah y record of all positions on one tape 
without stopping the machine. 

ON THE PAULSON’ TIME-O-GRAF 

can you regulate your watch and see 

Onl exactly what it is doing as you move 

- the regulator. Wonderful for hair- 

Only 

y timing machine. 

PAYMENT PLAN AS LOW AS 

PER 

Only $4 9000 $2427 NontH 

LESS 2% FOR CASH 

HENRY PAULSON & CO., 131 S. WABASH AVE., CHICAGO 


spring work, too. 


The PAULSON TIME - O - GRAF 
Gives You Superior Scanning Speed 
And Also Unparalleled Scientific Ac- 
curacy. 


ON THE PAULSON TIME-O-GRAF 
do you have exact scientific 
printer bar action with 3 times 
the resolvent power of any other 


Paulson Crystal Control 





PROVE IT 


WITH A 


TRIAL 


Nothing Equals 


Its Perfect Accuracy 


USE THIS HANDY COUPON 


U yewry PAULSON & CO., Dept. C1, 131 S. Wabash, Chicago 3 
i C) Please send Paulson Time-O-Graf on no risk 


trial. 
[] Please send Paulson Time-O-Graf at $490.00 
less 2% for Cash. 
[] Please enter order for Time-O-Graf—$100.00 
with contract. Balance $24.27 per month for 


| 

| 18 months. 
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TRUTH ALWAYS WINS 


NO RISK 











3 kina 


Mr. A has fitful sleep, filled 
with dreams of burning build- 
ings ... . that’s because his 
property is not adequately pro- 
tected against fire loss. 


Mr. B counts his insurance dol- 
lars jumping the fence... the 
present cost of insurance is a 
nightmare to him. 


Mr. C has peaceful, dreamless 
sleep . . . he has adequate fire 
insurance in strong Jewelers 
Mutual —- PLUS a substantial 
saving! 


Write for details. No salesman will call. 


National Jewelers Mutual 
Fire Insurance Company 


Jewelers Insurance Bidg., Neenah, Wis. 
Offices in: Milwaukee, New York, Chicago 
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MLHS Officers and Trustees 
Honor Radio Star at Luncheon 


Officers and trustees of the Maiden Lane 
Historical Society gathered at a luncheon 
on January 12 to honor Miss Lorraine 
Sherwood, the noted radio commentator 
of the New York Port Authority, who 
has so often represented the Society and 
its aims on her broadcasts over station 
WOR. The luncheon was held at the 
New York Chamber of Commerce, 65 
Liberty St., New York. 

Maurice Tishman, president of the 
Maiden Lane Historical Society, in his 
opening remarks, briefly outlined the aims 
of the Society. He said that it is the 
ideal of the Maiden Lane Historical So- 
ciety “to keep alive and cherish those 
traditions and principles underlying our 
democratic system of government, and to 
instill into the hearts of our children and 
generations to come, the sacredness of 
our American institutions.” 

Mr. Tishman then introduced Joseph D. 
Little, who made a special trip from his 
home in Huntington, W. Va., to attend 
the luncheon. Mr. Little has spent 50 
years on Maiden Lane—and for 19 years 
was secretary of MLHS. 








Maurice Tishman, president of the Maiden 
Lane Historical Society, awards Miss Lor- 
raine Sherwood with a gold cigarette holder 
and citation for her efforts in reviving in- 
terest in old New York customs and tradi- 
tions via her WOR radio program, at a 
luncheon held in her honor. 


Mr. Little eloquently described the 
Maiden Lane jewelry district in its early 
days, and related many industry facts and 
personal experiences. He also described 
how the Maiden Lane Historical Associa- 
tion was formed, stating that the late 
T. Edgar Willson, former editor of the 
Jewelers Circular, advanced the idea of 
forming such an organization. Mr. Little 
pointed out that the late Walter H. 
Tarlton. of the old firm of Wightman & 
Hough, was instrumental in securing 40 
members as a nucleus of the present or- 
ganization. 

Miss Lorraine Sherwood, guest of honor 
at the luncheon, intrigued her audience 
with an interesting talk on little known 
facts about the Maiden Lane district. In 
her talk she described the historic, social 
and commercial life of early New York. 














The occasion was climaxed by the pres 
entation of a gold cigarette holder ¥ 
Miss Sherwood by President Tishman, In 
return, Miss Sherwood presented Mr 
Tishman with an autographed copy of “a 


book, “Old Abe.” 





Maiden Lane Outing Club 
Announces Date of Banquet 


In order to prevent over-crowding at the 
26th annual winter banquet of the Maiden 
Lane Outing Club, the committee ip charge 
of the affair has wisely limited the sale of 
tickets. Since a capacity crowd js ex. 
pected to attend the banquet, members and 
applicants were cautioned to order tickets 
early. The affair will be held on February 
16th at the Park Sheraton Hotel. 

Jerome L. Grant, perennial secretary. 
treasurer of the club, announced that 
tickets will cost $9 for members and $10.50 
for applicants on the club’s waiting list. 
The annual MLOC banquet has long been 
regarded as one of the jewelry industry’s 
outstanding social highlights. The banquet 
committee has worked long and hard to 
assure the success of this year’s affair jp 
order to maintain the club’s unbroken tra. 
dition of successful banquets. 

On the banquet committee are Julius 
Hurley, president of the MLOC, Harry J. 
Bromley, vice president, Sam _ Bernari, 
George Ringen, Max Podell, and Walter 
Miller. 


Purchases Stairs Jewelry Co. 


Robert G. Pollock, for the past 30 years 
manager of the George C. Stairs Jewelry 
Co., 319 East Douglas Ave., Wichita, Kan., 
has recently purchased the interests of 
the other owners of the siore. 

Founded 41 years ago by the late George 
C. Stairs, the store has been operated in 
the same location since 1908. Assisting 
Pollock in the operation of the store is 
his son, Robert G. Pollock, Jr. 
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¢ Officers of the Jewelry Crafts Association 
were anticipating a large attendance at the 
annual membership dinner meeting and 
election of officers on January 31, at the 
Hotel Warwick. President Herman L. Bas- 
kin was to preside, and members were to 
act upon the unanimous report and recom- 
mendation of the board of directors relat- 
ing to the matter of raising additionl funds 
to replenish the treasury of the association, 
without the necessity of levying an assess- 
ment. Entertainment was to be provided by 
Jeannie Claire, vivacious leader of a popu- 
lar accordion trio, who is presently appear- 
ing with many name bands. 


4 The Micron Watch Corp., importers of 
Micron watches and clocks, formerly of 9 
Rockefeller Plaza, are now located in their 
new quarters at 665 Fifth Ave., New York. 


¢q Artie McGie, sales representative for 
Pitman & Keeler, Inc., and Atlantic Jewelry 
Co.. formerly located at 15 Maiden Lane, 
is now sharing office space with Al Betz 
of Le Stage Manufacturing Co., Room 
1403, 9 Maiden Lane, New York. 


q Joe Jacobs of the Leader Jewelry Co., 
68 Nassau St... New York, was married on 
December 25th to Lena Hoffman. 


q The annual Christmas party for em- 
ployees of David Sarkin, Inc., well-known 
ring manufacturers, met with more than 
usual success. Focal point of the gay 
affair was the drawing for valuable prizes. 
The party was held Friday, December 23 
at the new offices of the firm located at 37 
West 47th St., New York. 

4M. Moroch, manufacturing jeweler lo- 
cated at 22 Eldridge St., will move on or 
about February 1 to larger quarters at 17 
Eldridge St.. New York. 


q Mr. and Mrs. Charles Kresney of Chas. 
Kresney Manufacturing Jewelers, 90 Nas- 
sau St., New York, left late in December 
for a two-month visit with their daughter 
and son-in-law in Mesa, Ariz.. They also 
plan on visiting California before they re- 
turn home. 

q The formation of the Jonell Watch Case 
Corp., which has been formed for the pur- 
pose of manufacturing fine gold and gold 
filled watch cases, was recently announced 
by Benjamin Ende, president of the new 
concern. Both Mr. Ende and Richard 
Trautz, vice president of the corporation, 
have long been associated with the jewelry 
industry. The new firm is located at 216 
East 45th St., New York. 


q Udall & Ballou, which had been in the 
jewelry business in New York City since 
1888, made its final sale on December 24. 
At 5:30 P. M. the store at 685 Fifth Ave. 
served its last customer. The concern’s 
oldest employee, Fred Bailey, 65 years old, 
said that the company “sold practically 
everyone in the Social Register at one time 
or another and catered to world-famous 
figures and well-known sports people.” The 
Jewelry concern was the first to move north 
of Forty-second St. on Fifth Ave. 
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q In a modernization job representing an 
investment of $450,000, including the value 
of the property, the two buildings at 185-87 
Canal St. and 99 Mott St. are being com- 
bined to provide space for one of the 
largest jewelry exchanges in the country. 
Photo murals depicting the origin and 
growth of the diamond industry will be a 
feature of the interior decorative scheme of 
the new trade center, which will be the 
ninth of its kind in the Bowery-Canal 
Street area. 

q James J. Bax has been promoted to man- 
ager of Glickstein’s Jewelers, 2004 Main 
St., Niagara Falls, N. Y. He joined the 
firm as assistant manager of the Niagara 
Falls store when it was opened. He later 
served as manager of the firm’s Tona- 
wanda store. 


Jewelry Division Opens 
N. Y. March of Dimes Drive 


Prominent leaders of the jewelry indus- 
try in New York met on January 11th at 
the Stork Club to open an _ industry-wide 
drive on behalf of the National Foundation 
for Infantile Paralysis. 

Dave Kay is serving as general chairman 
of the jewelry and allied trades division 
for the National Foundation for Infantile 
Paralysis. The jewelry division must meet 
a quota of $50,000 in the Greater New 
York 1950 March of Dimes. 

Assisting Mr. Kay as vice chairman are: 
G. H. Niemeyer of Handy & Harman, 
chairman of the Manufacturers’ Division: 
W. Waters Schwab, chairman of the Dia- 
monds & Precious Stones Division; Col. 
Harry D. Henshel of Bulova Watch Co., 
chairman of the Watches and Clocks Di- 
vision, and E. M. Belman, chairman of the 
Retailers’ Division. 

Resources of the National Foundation 
have been completely exhausted by the 
worst epidemic in the history of the United 
States. A goal of $4,000,000 has been set 
as New York’s share in the current drive 
to provide urgently needed funds for care 
and treatment of polio patients and to in- 
tensify research for a cure or preventive 
for infantile paralysis. 


Gamler's, Jewelers of Buffalo, 
Start Remodeling Program 


After three years of planning, Gamler’s, 
jewelers of Buffalo, N. Y., have embarked 
on a $100,000 expansion program. The 
firm’s plans are for a larger store, three 
times the present size. 


New store fixtures, new offices, new 
equipment and an air conditioning sys- | 


tem will be installed and many other in- 
novations will be added. 

Harry Gamler, president of Gamler’s, an- 
nounced that when the expansion program 
is completed approximately half the dis- 
play space will be devoted to silverware. 
In addition, a nine foot store window will 
be added for silver display. 
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MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 

















DIAMONDS 


All Sizes - All Qualities 
Imported from Belgium, Holland and 
Israel, sized and classified. Mail orders 
filled promptly. Ask for Price List No. 16 
of Sept. 1949. 
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PHILADELPHIA 








269 So. 9th ST. 








191 











Le \ Cir. ae 0 Ce OOP 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalog 
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NEWARK 2, N. J. 











ENCRUSTERS 


Stone Engravers 
Ruby & Ony» 
Drilling 








Braunfeld & Mehlman 
108 Fulton St., New York 7, N. Y. 
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ce SPECIALISTS 
in RHINESTONE 
Jeweled Creations. 
Necklaces, Bracelets, Brooches, Dress Clips, Scatter Pins 
and Earrings (Pierced, screw or clip) Hand made, 
Prong set. 


Fantasy of Jewels 
MADE BY ALLCRAFT NOVELTY CO.,. INC. 
16-18 Maiden Lane, New York 7, N. Y. 


































Manufacturers of 


~~" HANDPAINTED ENAMEL 


Religious Medals in 14 kt. 
gold frame. 


Supplied in 15 different 
images of Saints—in 3 
sizes. 


Very attractive and sale- 
able for Holy Year. 


Back has Latin, English or 
Spanish religious text. 


Attractively priced—sold through jobbers. 
Write or phone—For Exportation also: 


VERIBEST JEWELRY CO., INC. 
7 W. 45th St. JU 6-5625 New York 19, N. Y. 
New York Representative W. Ringle 
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Snapped by the candid camera at the reception preceding the luncheon of the Jewelers 
Security Alliance were: Upper Left Hand Corner: Walter Eitelbach, president of the JSA, New 


York; J. G. Babcock, and Robert A. Pinkerton. 


| Members of JSA Advisory Board 
Are Luncheon Guests of Executive C ommittee 


7 





Ge | 














Upper Right Hand Corner: W. Waters 


Schwab, J. R. Wood & Sons, Inc., New York; Leon J. Engel, J. Engel & Co., Inc., Baltimore, 
Md., and Cecil D. Kaufmann, Kay Jewelry Stores, Washington, D. C. Lower Left Hand 
Corner: Victor A. Lambert, Lambert Bros., New York; Richard C. Murphy, counsel for the 
JSA, and Adolph Possin, A. C. Possin Co., Inc., Milwaukee, Wis. Lower Right Hand Corner: 


William B. Ogush, Wm. B. Ogush, Inc., New York; Arthur Alberts, I. Alberts’ Sons, Inc, 

Boston, Mass.: William G. Drosten, F. W. Drosten Jewelry Co., Inc., St. Louis, Mo., James 

Hetzel, Eisenstadt Mfg. Co., Inc., St. Louis, Mo., and Alexander H. Arnstein, Arnstein Bros. 
& Co., New York. 


The regular procedure of an annual 
advisory board meeting of the Jewelers 
Security Alliance was varied at this year’s 
luncheon by two interesting and significant 
events. 

One was the presence of two guests 
whose grandfathers were prime movers 
in the formation of the Jewelers Security 
Alliance 67 years ago. The other was a 
demonstration of modern detection de- 
vices by the ADT. 

During the meeting, Richard C. Mur- 
phy, Counsel for the JSA, presented J. G. 
Babcock, the grandson of A. K. Sloan 
(still doing business as Sloan & Co. and 
still a member of the Alliance) with 
number one of the new JSA_ reward 
plaques used by JSA members in their 
windows. Number two sign was later pre- 
sented to the Newark jewelry firm of 
Chas. E. Champenois. 

Babcock in accepting the sign said he 
knew its value because when _ properly 
displayed, thieves hesitate to approach the 
premises of a member. 

Murphy introduced Robert A. Pinker- 
ton, the president of the Pinkerton’s Na- 
tional Detective Agency, detectives for the 
Alliance, the grandson of Robert A. 


| Pinkerton who, together with A. K. Sloan. 
| interested other jewelers in the country 


- 4---- 
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This brilliant aluminated silver antiqued 
etched sign is the new reward plaque to 
be used by JSA members in their windows. 
Each of these signs is consecutively num- 
bered and the numbers will be registered in 
the office of the JSA and that of law en- 


forcement agencies. 


to form the Jewelers Security Alliance 
in 1883. 

Walter Eitelbach, president of the JSA, 
had called the meeting to order in the 
Le Perroquet Suite of the Waldorf-Astoria 


Hotel shortly after noon on January 14th, 
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A. COHEN & SONS REORGANIZE SALES STAFF 





Hyman J. Cohen, president of the A. 
Cohen & Sons Corp., announced the fol- 
lowing sales staff reorganization at the 
company’s 39th annual sales conference 
which was held on December 27 at the 
Hotel Astor, New York. 

Ed Littauer was appointed New York 
City sales manager. Al Sternberg was 
assigned as regional sales manager covering 
the Midwest and Southwest. Both of 
these men have long been associated with 
the company as sales representatives. 

Richard Wolk is a new addition to the 
company and will cover the states of Texas, 
Louisiana, Mississippi and Oklahoma. He 
has 18 years experience in the jewelry 
field and will make his headquarters in 
Dallas. Another new addition to the com- 
pany is Newton Dockman. Dockman, who 
has extended experience in the jewelry 
field, will cover Wisconsin, Iowa, North 
Dakota. South Dakota, Minnesota and 
Nebraska, with headquarters in Minne- 
apolis. Jerry Wall has joined the company 
and will cover Kentucky, Tennessee and 
the Cincinnati area. 

Joe Stark, who has been with the firm 
for many years in various capacities, most 
recently as sales representative in the 
Northwest territory. will now make his 


and called upon Victor A. Lambert, vice 
president of the Alliance and chairman 
of the membership committee who reported 
an increase of 108 members during the 
year and the fact that this increase 
brought the membership up to approxi- 
mately the peak. 

Mr. Murphy reviewed some of the recent 
activities and achievements of the Alli- 
ance and paid special tribute to the 
Pinkerton Detective Agency for their fine 
work in crime detection. He related de- 
tails of a recent case whereby a Pinkerton 
agent was responsible for the arrest of 
two thieves who had perpetrated approxi- 
mately 19 sneak thefts in various parts of 
the United States. 

President Ejitelbach then introduced 
Arthur W. Sullivan, an official of the 
American District Telegraph Co., who 
turned over the demonstration of the pro- 
tective service rendered by his company 
to Max Lindsay, ADT engineer, who 
demonstrated the use of the invisible ray 
for detection of burglars. He also demon- 
strated the use of the electronic field set 
up around the safe or other object to be 
protected which will set off an alarm 
when an individual approaches within 
three feet of the protected safe and also 
the phonetalarm which operates by sound 
detection. 
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headquarters in Chicago, and will cover 
Michigan, Northern Indiana, Northern Illi- 
nois and sections of Ohio. George D. Cohn, 
who now makes his headquarters in De- 
troit, will cover additional territory in 
Michigan. Cleveland will now be covered 
by James J. Gluck, whose headquarters, 
as heretofore. will be Pittsburgh. Saul 
Hanson will cover the Southeast territory 
from his home-location in Atlanta. 

The above additions and reorganization 
of the sales staff will permit the realization 
of plans for a greater concentration by all 
A. Cohen & Sons representatives in their 
respective territories. 





Tuska Joins L. Harris. Inc. 


F. C. Tuska, 1355 Market St., San Fran- 
cisco, Calif.,. who for many years repre- 
sented the Lux Clock Mfg. Co., is now 
Pacific Coast sales representative for L. 
Harris, Inc., 665 Fifth Ave.. New York, 


importers of Oris watches and clocks. 
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HEADQUARTERS FOR 
TRAVELING CLOCK CASES 

















Special! 
+11J—SHEEPSKIN CASE 


In Black, Dark Brown, Dark Blue, Red and 
Wine. To fit 23" and 254" Swiss and 
Waltham .. . $7.00 Keystone. Imme- 
diate Delivery. 
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509 WEST 34th STREET 





ATTENTION WHOLESALE JEWELERS! 


KEYSTONE SILVER INC. 


We are pleased to present 
our new line of KEYSTONEWARE 
Sunglow Trophies and Silver- 
plated Prize Cups to whole- 


sale distributors only. 


Long famous for outstanding 
quality, this line continues in 
the same tradition of fine 


craftsmanship. 


Send for free illustrated catalog. 





Manufactured by 


NEW YORK I, N. Y. 
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LET US HELP 
OU 
Ralse CASH 

















MAX JUROW 


(President Mid-Town Auction Center, Inc.) 


Recent sales conducted 
for these jewelry stores:— 


1. Rhoad’s Jewelers — Louis- 


ville, Ky. 

2. Gotham Jewelers — Yon- 
kers, N. Y. 

3. Stewart Jewelers — Stam- 


ford, Conn. 
4. Feffer Jewelry Co. — Co- 
lumbus, Ga. 
e We buy your stock. 
e Conduct a 30 day sale on 
your premises to raise neces- 
sary cash. 


e Will also advance rea- 
sonable amount of 
cash against money 
that will be realized 
from auction sale. 


e Sell your overstock at our 
own auction rooms at ad- 
dress below (Prominent 


Jewelry Center of the World) 


on commission basis. 


Expert confidential analysis of 
your particular problem will 
be gladly furnished without 
obligation. 


Bank reference—National City 
Bank, Times Square Branch, 
New York City. 


MAX JUROW 


Auctioneer since 1924 
37 West 47th St. New York 19, N. Y. 
Tel. JUdson 6-4127, 41238 
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NEW DIAMOND EXCHANGE PLANNED FOR BOWERY Ape, ; 
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Imported marble and structural glass will adorn the modernistic, all-glass visual front of the 
proposed building, which will also have aluminum metal trim. All glass entrance doors will 
give full visibility into the interior of the proposed center as shown in the sketch above, 


Plans for a modern jewelry and diamond 
mart to rise in the Bowery diamond dis- 
trict were announced recently in connec- 
tion with the purchase of propery at 133 
Canal Street, New York, which will be 
converted into an exchange building rep- 
resenting an investment of $350,000. The 
project will be uadertaken by the Allied 
Diamond Center Corporation which has 
acquired the site from Tri-Mart Jewelers. 

The Tri-Mart Jewelers will lease space 
in the proposed center, but will move their 
silverware and appliance departments into 
an air-conditioned showroom which will be 
in operation over the new exchange while 
renovation is in progress. 

The rebuilt business building will have 
a frontage of 72 feet on the Manhattan 
Bridge Plaza near the intersection of the 
Bowery and will have quarters for 54 jewel- 
ers and diamond merchants. Eleven of the 
firms have signed for space in the build- 
ing, which will get under way about Janu- 
ary 1 and is expected to be completed by 
April 1, 1950. 

Plans provide for a completely air-con- 





ditioned main floor and mezzanine. The 
main floor will have 46 booths and what 
the sponsors claim will be the largest res. 
taurant in any diamond exchange in the 
city. Provision also is being made for 
vault space on the main floor. 

Engraving, watch repairing and diamond 
setting facilities will be provided on the 
mezzanine floor, where some space also is 
being reserved for eight offices, a barber 
shop and doctor’s and dentist’s offices, 
The large street frontage of the exchange 
will make it possible for seven of the 46 
main floor tenants to have show window 
display space directly connected with their 
floor booths and private offices. 

Rich natural mahogany is being used 
for the interior fixtures and an attractive 
setting is planned through the use of colors 
and modern wallpaper. 

Irvin Glasser, Robert Brent and Leon 
Samet, the three principals in the Allied 
Diamond Center Corporation, plan an ex- 
terior directory board for the structure, 
which, they say, is unusual in marts of 


this kind. 





Shennan Elected to NAM Board 


James G. Shennan, president of Elgin 
National Watch Co., Elgin, IIl., was one 
of 29 new directors and six directors-at- 
large elected by the National Association 
of Manufacturers to serve on its 1950 
board, during the association’s annual con- 
vention at New York. 





Carlton Acquires Pippitt Firm 


Adolph R. Carlton, who has been asso- 
ciated with the jewelry firm of H. J. 
Pippitt, Port Jervis, N. Y., for 32 years, 
recently purchased the jewelry business 
from the estate of the late Mr. Pippitt. 
Mr. Pippitt, who had conducted his bus- 
iness in Port Jervis for 47 years, died on 
September 21, 1949. 

Mr. Carlton stated that his son, Robert, 
will assist him in the conduct of the busi- 
ness. Robert is a graduate of the Bowman 
Technical School, Lancaster, Pa. 








SMELTERS & REFINERS 


Specialists in 
Processing Precious Metals 


JOHN STREET REFINING CO., INC. 


REctor 2-0853 


244 WATER ST. NEW YORK 7, N. Y. 

















CAPITAL, Custom-Made 


INITIAL RING 


**An initial success.’’ In 
2 or 3 letters. Plain or 
stone set. Prompt delivery. 
Popularly priced. Write 
for illustrated price list. 
Fully protected by 
U.S. Pat. D 109,626 


CAPITAL MFG. CO. 
15 W. 47th St.. N.Y. 19 

















ENCRUSTERS 
and Drillers 
Special Order Work 


PAUL FINGERMAN & CO. 
35 Maiden Lane New York 7, N. Y. 
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| anv such as Bulova with its important — . se 
Bagnall Alerts Help | pay iiaeaeadtints ions. Stars ays | — 
_ radio and entertainment connections. ol: Your dé. onds 
On Tax Dangers | from stage, screen, radio and _ television tam 
J. Carlton Bagnall, executive vice-presi- | performed. 











dent of Swank, Inc., manufacturers of 
men’s jewelry, leather and other accesso- Another Beresford | 


‘ ees of the company 
ries, told 2000 employees ¢ : p At Webster 
at “we must not, In any way, ; 
recently that “we : ”s » hee d 
liminish our efforts toward repeal of the Gerard 5S. Berestord has been appointe 
20 per cent excise tax on sales representative of the Webster Com- 
-cwelry and luggage.” pany and will cover the principal cities 
yewe!tl) ooo} ; i. ; F : 
The employees of the company’s plants at of New England. He will operate out of 
. . . T ™ 
Attleboro and Taunton heard Bagnall at the main office in North Attleboro, Mass., 
their annual Christmas dinner and party at which is under the direction of his father, 
Rhodes-on-the-Pawtuxet. Carl Beresford, who has recently been ap- 
pointed executive vice-president and gen- 


“For the good of all of us, we cannot and 7 | 
must not be satisfied until the tax is wiped eral manager of the Webster Company. 


off the books,” said Bagnall. “Its repeal | 
would mean more sales, more jobs, and 
more job security for those of us who earn 
our living making products which have to 
earry this unfair burden.” 
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Toledo Jewelers Form Assn., 
Elect Basch President 
Robert Basch of Basch & Co., Inc., was 


recently elected president of the newly or- 


x 














eanized Toledo Jewelers Association. Other ) 
Bulova Dinner at Waldorf _ officers are Robert Broer, Broer-Kapp Co., to the 
Scene of Anniversary Event Inc., vice president; Edgar Levitt, Kei- WHOLESALE TRADE 
ie | dan’s, secretary, and Edward J. Neumann, 

Bulova celebrated its 75th anniversary St | (Ris Bien toe Whe group rep- : — - 
its sixth annual dinner-dance in the grand resents approximately 95 per cent of the | { 
ballroom of the W aldort-Astoria, on Friday Semen egenttinn in te eek tonde- see. | 
i aie yanuary ©. with the theme of | The new association was formed to pro- WALLACH JEWELRY 
achievement and dedication taking em- | mete ged i ab ein eu 
phasis. members. The primary purpose of the new | | MFG. CO. 


Both Arde Bulova, chairman of the 
board, and John H. Ballard, president, 
were present to welcome the _ honored 
guests and to make the presentations to 
those employees who have served the com- 
pany ten, 15, and 25 years of faithful 


group is to adopt “certain rules for the 


ethical and honorable conduct of the 213 SOUTH BROADWAY 
ie siness 1] > i. | 
jewelry business in the Toledo area, anc LOS ANGELES 12, CALIF. 


to discourage practices which might tend 
to bring discredit to the jewelry industry.” 














service. 
Mr. Ballard remarked in his welcoming 
address, “. . . hard work, continuous 


effort and loyalty on the part of everyone | 

made this evening possible.” Following | 5 T A N A T 
Mr. Ballard’s talk, Kalman Oswald, and | 

Harry H. Taub, the only persons eligible | 
for membership in the “25 Year Club” | R i Mill 
this year, were welcomed into the club. 0 ing i S 


They became respectively the 32nd and 


33rd members to the “25 Year Club.” | Durable and Dependable 
In addition to the 25 year presentations, _ 
Emilie Julia Gewis, Paul Calame, Walter | STANAT standard power driven mill with 
Flury and Martin Wuerthner, were honor- | rolls 3" dia. x 5" length handles wide range 
ed for 25 years of service. Others with | of work. 


15 years of service were also honored. 
The last group to be honored was made 
up of those who have served the company 


Specifications for 3 x 5 Mills 





for ten years. | Model N E 100 Ww I Are 
Present at the dinner was Rudolph J. | —" Flat Mill Wire Mill ~ Mill 
Schwarz, Sr., the sole member from the | ne, ee Rolls 3" . 3" : 
first “25 Year Club,” having received his | “(Standard) . . ' 
membership in 1945. In addition to this | nee gall : Journals = 2" 2" 2" STANAT MODEL C 100 
honor Rudolpl Schws S ‘as | © See pod ee ae 
dolph. J. Schwarz, Sr., was the Height to Top of 4\"' 4i"" 4\"' Combination flat and wire mill 
person under whom Arde _ Bulova first Bottom Roll sdel db f i 
served his apprenticeship. Mr. Schwarz’s | Floor Space — 18" x 23"" = 18" x 23" 18" x 34" widely used by manufacturing 
oe , ; ; Type of Bearings Bronze Bronze Bronze ‘ewelers 
personal life has a further direct link Motor—Regular H.P. 3H.P. 2 H.P. 3 H.-P. 
with the Bulova Watch Co., as he was | Weight (Approximate) 600 Ibs. 600 Ibs. a 
Opening between Rolls 3%" ¥,"" ¥,"" 


born on the same day, month, and year 
that the Bulova Watch Co. was founded. | 
Mr. Schwarz was the first employee to be | Send for Descriptive Circular 
retired under the employee retirement | 
plan of the company. | ALEXANDER SAUNDERS & CO 

Arde Bulova presented Rudolph Schwarz | ° 
oe television, radio, phonograph com- Equipment and Supplies for Manufacturing Jewelers 
yination. 

At the completion of the presentation 95 Bedford Street, New York 14, N. Y. 
ceremonies, an all-star show was presented 
such as might be expected from a com- 
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REPAIRS and PLATING 
in GOLD and SILVER 


3! Years of Continuous 
Service to the Trade 


from 






Coast 
to 
ee Coast 
(Refore) 
( After) 

Highest a, 

Quality 
Workmanship 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 


17 West 45th St. New York 19, WN. Y. 


Est. since 1918 
AT THE SAME ADDRESS 




















The Best Place To Buy... 
Black Forest 


CUCKOO CLOCKS 
and Parts 


Cuckoo Clocks, best 
quality movements, 
strike half and full 
hour with a gong. 


Wholesale prices. 


$17-25 
up 
All sizes of clocks. 
Ask for Price List 11 


F. KAUFFMANN, /mporter 


PORT JEFFERSON, WN. Y. Tel. 1011 

















WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 

















WHO YESSES YOUR ADDRESSES? 


Get orders! Let ACCURATE address your 
mail to America’s largest, most accurate list 


of retail jewelers. As little as $7.50 per M. 


ACCURATE ADDRESSERS 
1233 SIXTH AVE., NW. Y. 19, W. Y. © Circle 5-5878 
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Editors Try On Famous Diamond 
At JIC's Opera Party in N. Y. 


More than one hundred fashion editors 
from all over the United States were enter- 
tained by the Jewelry Industry Council, 
Friday night, January 13th, at the Metro- 
politan Opera in New York. The editors, 
who were in New York on one of their 
regular bi-annual visits to gather fashion 
news, not only saw a brilliant performance 
of La Boheme, but were allowed to see at 
close range, the largest historic diamond 


| ever believed to have appeared at the Met. 





In production line fashion, leading fashion 
editors from throughout the nation stood in 
line for an hour and a half to have an 
opportunity to try on the famous "Shah of 
Persia'’ and be photographed in it. Above: 
James Melton, star of the Metropolitan 
Opera, admires the diamond as worn by 
Edith Hills Coogler of the Atlanta Journal. 


The diamond, which is 99.52 carats of 
honey colored beauty was loaned to the 
Council for the occasion by Carl D. Lind- 
strom of Los Angeles. 

The gem’s long and colorful history 
dates back to its original owner, Shah 
Jehan, Emperor of India of the Mogul 
Dynasty, who will be remembered as the 
builder of the famed Taj Mahal. 

The Council’s Fashion Director, Martha 
Percilla said, “We felt we could do an 
important job for the industry by letting 
these editors really get acquainted with a 
diamond that large and valuable. They 
have been shown most of the. other famous 
diamonds in the country from time to time, 
but always under lock and key. with uni- 





Edward Johnson, general manager of the 
Metropolitan Opera Association, admires 
the famous "Shah of Persia" worn by Martha 
Percilla, Fashion Director of the Jewelry 
Industry Council, on the occasion of an 
opera party at which the Council enter- 
tained more than one hundred of the coun- 
try's fashion editors. 


formed, armed guards and a strict “qo | 
touch” attitude about the whole ie 
“We feel that jewelry is a personal Eh 
and in order to really appreciate a s 
great or small, one has to touch it and 
wear it,” she declared. “So we let r 
editors do just that. Naturally, we took ri 
the necessary precautions, but | Not only 
wore the diamond to the Opera, by al. 
lowed the editors to put it on themselves 
and actually be photographed Wearing it” 
The amount of publicity which the . 
dustry received in connection with the 
event is outstanding. In at least One jp. 
stance, that of the Cincinnati Times Star 
the event even made front page news _ 
Although the “Shah” has been in th 
| United States since about the time of the 
| first world war, relatively few people have 
ever seen it because its owner has kept it 
locked away in a vault for some thirty 
| years. It had never been shown in Ney 
York until the occasion of the Council’. 
Opera Party for the editors. | 


NY gem, 
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Elgin Announces 
Price Promotion 


To help jewelers stimulate retail watch 
sales during the normally quiet late winte 
and early spring period, Elgin National 
Watch Company is introducing a specially 
priced “All-American Youth” series of ney 
watches for men and women during a 45. 
day promotion beginning February 15. 

A national advertising campaign on the 
promotion will be inaugurated with two. 
color, double-page spreads in major week. 
lies, to be followed by full-page advertise. 
ments. 

The promotion will cover ten Henslee. 
styled 17-jewel Elgin DeLuxe models—fiye 
for men and five for women. Cord and 
strap models of all ten watches will be 
marketed during the introductory period 
at $39.75. After April 1 these watches will 
be priced at $45.00. Three of the men’s 
models and all five ladies’ models will be 
sold during the promotion with metal at- 
tachments for $45.00, these being priced 
after April 1 at $49.75. 





LOST AND FOUND |: 


Lost, the sale of a watch repair because you 
were unable to obtain the necessary part. 
Found, a complete supply house that specializes ' 
in “Hard-to-Get" watch parts. If you are hav- 

ing difficulty in obtaining a Swiss or American ; 
watch part, try JOHN A. POLTOCK & CO., IS 
Maiden Lane, New York 7, N. Y. Write for | 
FREE catalogue, ligne gauge and stationery. ' 
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LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
! have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
‘Send Me Your Next Package.’’ 

M. J. STERN 

Repairing of Jewelry & Special Order Werk 
61 Beekman Street New York 7, N. Y. 














Flat $1.75 Breguet $2.50 
STAFFS { $1.25 with vibration 


FITTED: } $1.75 without 


FREE SERVICES: Restud, 
Recollet, Poise. See 
our classified ad for 
complete information 


HAIRSPRING VIBRATING CO. 


P.0.Box 330 406 32nd St. Union City, NJ 
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white Heads Ball Company's 
New Pacific Coast Offices 


Webb Ball II, president of the Ball 
Company, Chicago, Ill., announced recently 
the opening of new sales offices and model 
showroom at 610 South Broadway, Los 
Angeles, Calif. “With our expansion to the 
Pacific Coast,” said Mr. Ball, we are 
bringing to our many friends and clients 
‘1 this area a new office that will be com- 
pletely staffed, fully stocked and prepared 
to give friendly and streamlined service. 
Wendell White, who heads up a com- 
petent staff in the new Los Angeles offices, 
has been well-known in the jewelry trade 


for 26 years. 


WENDELL WHITE 


Manager or 
Ball Company s 
New Los Angeles 

Sales Offices 


The Ball Company is one of the oldest 
and best known distributors of fine jewelry 
in the industry. This year marks their 
95th anniversary of progressive business 
activity. Three generations of the Ball 
family have served retail jewelers all over 
America. The Ball Company’s Los Angeles 
office will distribute many well-known lines. 
In addition, the Ball Company are distrib- 
utors of the Ball Official Railroad Standard 
Watch and of Garland watches and dia- 
monds. They have offices in Chicago, Char- 
lotte, Minneapolis, Winnipeg and now Los 
Angeles. 


Elgin American Advertising 
Analyzed by Tide Magazine 


That a large 62-year-old U. S. company 
had not promoted its brand name by this 
time is in itself newsworthy. But even 
more newsworthy is the fact that this com- 
pany has been almost completely success- 
ful in its efforts to promote its products, 
and is a spectacular example of the power 
of advertising, as was reported in the 
Tide magazine cover story of January 6th 
on Elgin American, a sales division of the 
lllinois Watch Case Co., which manufac- 
tures compacts. 

Just how Elgin American promoted its 
products is well covered in the news maga- 
zine article. First, the advertising budget 
was raised from about $12,000 in 1941. 
when the present president, Allen B. Gell- 
man, bought the company, to approxi- 
mately $1,000,000 last year; and a care- 
fully thought out plan was put into effect 
to make women brand-name conscious 
about their compacts. In the past, com- 
pacts have been sold through design rather 
than name. Elgin American’s promotion 
has worked so well that, according to their 
surveys, nearly 70 per cent of the women 
asked to name compact brands say Elgin 
American. 

“Essentially, that strategy [has been] to 
shift compacts from the personal utility 
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to the style accessory class by persuading 
women they are not just powder contain- 
ers but decorative style items,” Tide re- 
ported. With advertising designed to do 
this from Weiss & Geller, Inc., of Chicago, 
the company began forging ahead. The 
Groucho Marx “You Bet Your Life” show 
which the company has sponsored for 
three seasons is now being dropped in 
favor of television for the display scope it 
offers. “Also Elgin American felt that the 
show’s audience was pretty well saturated 
with its selling message.” 

But merely selling their products by 
strong advertising has not been the only 
reason for Elgin American’s reputation; 
it has conscientiously fought to protect its 
dealers. Not only does it offer a wide 
range of attractive products, but it “claims 
to enforce price maintenance more vigor- 
ously than any other firm in the field.” 

The man mainly responsible for the 
selling techniques, sales director W. D. 
Evans will resign soon to accept an impor- 
tant position in the industry, but assistant 
sales manager Frank Rogers has been fol- 
lowing the successful methods of the com- 
pany closely enough for President Gell- 
man to say that he expects sales to be up 
to 35 per cent in 1950. 


Kaplan Appointed President 
Of Poole Silver Company 

The Poole Silver Co., Taunton, Mass., 
recently announced that Arthur Kaplan 


has assumed the duties of president and 
director of sales for the company. 
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A SUPERIOR 
SILVER POLISH 


REI Se : Bo Daan oy 
REN : SR Bote 


SELLS FOR 
50c 

A BOTTLE 

You pay less 


than half 


CLEANS that! 
with little 
effort... 
Safe too. 
Nothing to 


A comes back 
» for more. 4 


TRY IT! 


Only $3.25 

per dozen 

Order No. 
18265 


BOX 7737, CHICAGO 80, ILLINOIS 








WANTED 





Factory Supt. 


Famous large Rhode Island jewelry manufacturer 


needs factory superintendent. 


Must be man of 


proven and successful experience in manufacture 
of gold, silver, gold filled costume jewelry, ring 
mountings. Only qualified should reply. Will have 


complete charge of manufacturing operations in- 


volving press work, casting, tool room, bench work 
of all types. Permanent position. Good opportun- 
ity for right man. In reply give age and complete 
résumé of education and experience; also furnish 
references. All answers handled in complete confi- 


dence. Our staff is aware of this advertisement. 


REPLY TO BOX "B., 4235", CARE 


JEWELERS' CIRCULAR-KEYSTONE 
100 E. 42nd ST., NEW YORK 17, N. Y. 
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These leaders in the GRAN line of 
Emblem Rings are still your best sell- 
ers for 1950. Ask to see these and 
other leaders in the GRAN line of 
“fine finish” Emblem Rings. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 4, Ind. 

















HOME OF GOLDEN CIRCLE 





JEWELERS 
VISITING 
NEW YORK 
MAKE 


Hotel King Edward 
120 W. 44th St., N. Y. 18 
Your HEADQUARTERS 


Situated in the Center of 
THE JEWELRY TRADE 


BLOCK FROM FIFTH AVENUE 
BLOCK FROM BROADWAY 
NEAR ROCKEFELLER CENTER 


All 300 rooms with private bath and radio. 
Television available. 

Modern |7-story fireproof building. 
Singles from $4.00 and double rooms 
from $6.00. 

For reservations write or phone: 

Miss J. Engle, LUxemburg 2-3900 
Milton Finke, Manager 


HOME OF GOLDEN CIRCLE 
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Sixty-Four Hamilton Employees 
Complete 15 Years of Service 


Sixty-four employees, who have com- 
pleted 15 years of service with the Hamil- 
ton Watch Co. during 1949, received en- 
graved gold award watches from Board 
chairman, Calvin M. Kendig, for “long 
and loyal service” Tuesday, December 20, 
1949. 

The presentations were made by Mr. 
Kendig, with the assistance of Lowell F. 
Halligan, vice president, in the auditorium 


of the Hamilton office building. Senior 
members of the older employee service 


groups formed a “Welcoming Committee” 
to receive this year’s addition to the com- 
pany honor roll. 





Calvin M. Kendig (center), Hamilton 
Board chairman, presents 15 year award 
watch to Mary Schultz (right), Timing and 
Casing Dept. employee, at annual presenta- 
tion ceremony in the auditorium of the 
Hamilton office building. Lowell F. Halligan 
(left), vice-president and sales manager, 
assists in making awards. 


Robert A. Preston, Director of Indus- 
trial Relations, opened the ceremony by 
recalling that this year’s class increased 
to a total of 688 employees, who, as Hamil- 
ton craftsmen, have received “a product of 
their craft” since the watch award custom 
was inaugurated following World War II. 
After Mr. Kendig made the _ individual 
presentations, Harry A. Ruthhart, 52 years 
with the company and its longest service 
employee, stressed the satisfaction and 
significance which had now been achieved 
by those receiving their watch awards. He 
then introduced the senior representatives 
of the longer service groups, who, with him, 
extended the fraternal hand of welcome to 
those just cited. R. M. Kant, Hamilton 
president, also congratulated the award 
recipients and pointed out, in a_ short 
talk, that the success of the company is 
due, in part, to the loyalty of those em- 
ployees comprising Hamilton’s honor roll. 





Engelhard, in Annual Review, 
Cites High Demand for Platinum 


“The revival of European markets for 
platinum metals was outstanding during 
1949 as compared to other post-war years,” 
Dr. Charles Engelhard, president of Baker 
& Co., Inc., stated in reviewing the plati- 
num metals industry in 1949. “The re- 
construction, modernization and expansion 
of European facilities for manufacturing 








various kinds of apparatus ,_ » D 
Engelhard said, “required important u * 
tities of platinum and palladium. bi 

“In the United States the industrial y 
of platinum metals for electrical] pr 
chemical purposes exceeded their uses fo 
jewelry and decorative purposes,” he Pi 
tinued. “Platinum metals are chosen for 
industrial purposes for their sein 
which involves exceptional performance 
and high salvage value. 


“The use of rhodium, one of the six 
platinum metals, for decorative purposes 
has made much progress during the Year. 
Rhodium-plated lighters, razors and various 
other articles are being offered. A brilliant 
finish is obtained by electro-plating a 
thin layer of rhodium onto the article. 
Rhodium does not tarnish and _ electro. 
plated rhodium is much harder than elec. 
troplated gold or silver. 


“Throughout the world the jewelry trade 
uses platinum or palladium for jewelry of 
the better type. Both of these platinum 
metals are more expensive than 14 karat 
gold but the extra cost, which jis wel] 
merited, is small in the case of palladium. 
The art of casting palladium into rings, 
settings, watchcase attachments and other 
articles is being practiced successfully, 

“The uses of the platinum metals are 
more diversified and the benefits that can 
be obtained from their use are more 
widely known than at any previous time. 
Scientific research directed to making more 
and better use of them is being vigorously 
pursued by both suppliers and consumers, 
These are important reasons for looking 
to the future of platinum metals with 
confidence.” 
























for Coining, 
* Stamping, 
Embossing, 
Cold Sizing, 


@ SHOCKLESS 





@ VIBRATIONLESS 


®NO SPECIAL 
FOUNDATIONS 


© IDEAL FOR ABOVE 
Sa GROUND 
wi ‘eevee t FLOOR INSTAL- 
ie a 728 LATIONS 








m SAME CONTROLS 
AND ACCUR- 
ACY AS STA- 
TIONARY 
ANVIL 


PNEUMATIC DROP HAMMER C0. 








BRAINTREE 84, MASSACHUSETTS, USA 
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Capacity Crowd Is Expec 
To ‘attend NEMJ&SA Banquet 


Saturday night, Feb. 25, is the date on 
which manufacturing jewelers in Rhode 
nearby Massachusetts, New York 
and other “glitter producing areas will 
fill to overflowing the ballroom of the 
Sheraton-Biltmore Hotel in Providence. 

[t will be the annual banquet of the 
New England Manufacturing Jewelers & 
Silversmiths’ Association, an event that is 
a signal to all jewelry producers to for- 
set factories, orders, production schedules 
ond managerial headaches for one night. 

The “bill of fare” will include the usual 
sumptuous repast, the introduction of in- 
dustry leaders and guests (with speeches 
strictly barred). an entertaining talk and 
seve ral stage acts. Topping off the evening 
will be the distribution to all present of 
the traditional banquet gift, shrouded in 
secrecy until the actual moment of dis- 


Island, 


tribution. 

The attendance taxed the capacity of 
the spacious ballroom last year and is ex- 
pected to be another seating problem this 
year. 


Mass.-Rhode Island RJA 
Plans One-Day Convention 


The annual convention of the Massa- 
chusetts and Rhode Island Retail Jewelers 
Association will be held at the Parker 
House, Boston, Mass., on Wednesday, 
April 12. 

Tentative plans are for an all day meet- 
ing—plenty of interesting subjects for the 
jeweler, a noon buffet lunch and ending 
with the usual dinner and entertainment 
in the evening. 


Four Towle Salesmen Retire 
After 191 Years’ Service 


A dinner was held at the recent sales 
meeting of the Towle Manufacturing Co., 
to honor four popular veteran employees 
who are retiring at their own request. 
The dinner, presided over by W. A. Kins- 
man, president, was held at Exeter Inn 
in Exeter, N. H. 

The list of those retiring included: 

Arthur L. Fuller, vice-president, and for 
many years manager of the Chicago office, 
who has the unusual record of 58 years’ 
service with the company. 

Charles A. Bartling, well known through- 
out the Middle West, who has a service 
record of 47 years—coming up through the 
Chicago office, and later, ably represent- 
ing Towle in various territories in the 
Chicago area. 

Frank J. Spellman, a veteran of 37 
years with the company, who has many 
friends throughout the Southwest, where 
he so successfully represented Towle for 
many years. 

George A. Schade, popular manager of 
the New York office, who has been with 
the company for 49 years. Mr. Schade’s 
excellent service includes traveling in the 
South for many years—and, of later years, 
being in charge of the New York office. 

For some time, some of these men have 
been planning to retire, but the company 
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urged them to remain until suitable ar- 
rangements could be made for successors. 
Taken all together, they represent a ser- 
vice of 191 years. 


WPHI Observes an Anniversary 


Western Pennsylvania Horological Insti- 
tute celebrated the first anniversary of its 
Esembl-O-Graf course in chronograph re- 
pair last month. At the same time, Wil- 
liam O. Smith, Sr., president of the Pitts- 
burgh watchmaking school, announced that 
a new contract with the Veterans Admin- 
istration has authorized the continuation 
of this training under the G.I. Bill of 
Rights. 


Buffalo's Jeweler-Mayor 
Honored for Public Service 
Joseph Mruk, jeweler of Buffalo, N. Y.., 


was selected as one of the 12 outstanding 
Buffalo citizens of 1949 by the Buffalo 
Evening News. Mr. Mruk, who conducts 
a jewelry store at 1326 Broadway, has just 
begun his term of office as Mayor of Buf- 
falo. 

In announcing Mr. Mruk’s selection for 
the honor, the newspaper said: 

“Member of the Common Council, former 
member of Congress and now mayor of 
Buffalo, Mr. Mruk gave an outstanding 
demonstration of devotion to public ser- 
vice. Although under severe pressure dur- 
ing the campaign, he resisted personal at- 
tacks and demonstrated that clean political 
campaigning pays off.” 
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14 KT. GOLD 


BANGLE WATCHES 
LINK BRACELET WATCHES 


EXCLUSIVE DESIGNS 


STYLED AND MANUFACTURED BY 


ERIC E. SIEBERT, INC. 
665 FIFTH AVENUE 
NEW YORK 22, N. Y. 
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RIGHT NOW 
Coupe - Murphy 


HAS “EVERYTHING’™ 
in Dependable Well Made 
ROS ARI 


% In our new line for Spring you find Real Rock Crystal in 
several shapes and many other full tin cut white crystal and 
pastel colors. All metal sterling and gold filled. 





= 3 


= % The line is reasonably priced ranging from about $9.00 to 
5 $96.00 per doz., all nicely finished and boxed. 


% If you fail to see this line, why not ask us to send you a 
sample selection of good selling numbers for your approval 
without extra cost. We feature this method with good results. 


Since 1917 


Coupe ~ Murphy Company 


Makers of Rosaries, Medals and Crosses 


Providence 3, R. I. 
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THOMAE NOVELTIES 





LIQUOR JIGGERS 


No 45 Thimble Jigger 1'/ oz. capacity 
No. 446 Cup Jigger, measures 4, 1, 1% 
and 2 ozs. 
No. 246 Double End Jigger 
11, oz. standard jigger measure 
1 oz. standard pony measure 
Lines divide cups for 1/2-34 oz. 
No. 888 Labels—All Popular Kinds 


Illustrated price list available 


CHAS. THOMAE & SON Inc. 
15 Maynard St., Attleboro, Mass. 
Style, quality, and finish for over 28 years 
SOLD TO RETAIL JEWELERS ONLY 





THE ; 


shor SPORTS LINE 
CHARMS AND MEDALS 


FOR 
ALL EVENTS 
7O YEARS OF 


QUALITY AND SERVICE 
THROUGH THE WHOLESALER 


SPORTS CATALOG ON REQUEST 





J. M. FISHER COMPANY 
MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 
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FINE STERLING 
HOLLOWWARE 


and 


AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 














—— - 
Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 








NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 











q The New England Guild of the Ameri- 
can Gem Society planned to hold its next 
regular meeting on February 8 at the 
Smorgasbord, Province St., Boston, with a 
special program of interest to all mem- 
bers. About 20 attended the last meeting 
on January 11, and Dr. Cornelius Hurl- 
but of Harvard University presented some 
interesting material on the method of man- 
ufacturing synthetic gemstones, with par- 
ticular reference to the star sapphire and 
the star ruby, as well as the new Ti- 
tanium. The Guild is seeking a perma- 
nent meeting place in which laboratory 
sessions may be conducted, and anyone 
knowing of such a location is asked to 
contact the Guild secretary, Miss Eliza- 
beth Brown, c/o A. R. West Co., 183 
Devonshire St., Boston. 

q During the January meeting of the 
New England Guild, a surprise birthday 
party—with cake, candles, and everything 
~-was held for Mrs. Ella J. Bird, guild 
treasurer, and head of the gold department 
at the Smith-Patterson Co., who flew to 
Fresno, Cal., about the middle of January 
to attend the installation of her daughter 
as one of the Pythian Sisters. 

q Arthur B. Wright, of the Mautner Co.. 
Inc., 411-412 Jewelers Building, plans to 
move on March 1 to Rooms 311-312 in 
the same building. Edward E. MacCourt 
of the Louis Manheimer & Brother firm. 
who occupied the same quarters in 411-412. 
will expand to take the entire space. 
Miss Barbara Wright will move to the 
new location with her father, who, with 
Mrs. Wright, celebrated their 25th wed- 
ding anniversary at their home in Need- 
ham, Mass., on January 22. 

q Miss Selma Lansky, of the J. M. Lansky 
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‘SKIPPER—JEW ELER' 








Mauran Watch Co., 
Jewelers Building, looks over the sterling 
silver cigarette case presented him recently 
by fellow members of the Boston Jewelers 
Club board of directors. Besides bearing 
the International Code flags, it carries Mr. 
Brooks’ name and the name of his cruiser 
Marilyn" in code flags. Inside, the case is 
engraved with facsimile signatures of those 
who made the presentation. A similar case 





was given to Sturgis Rice, president of the 
Whiting Davis Co., Plainville, Mass. 





NEW ENGLAND 

















firm, 903 Jew elers Building, took a week’s 
holiday right after New Years, as she put 
it “just sleeping” in Marshfield, Mass. 

q “Nat” Goodman of the Nathaniel | 
Goodman Co., 1006-7 Jewelers Building, 
flew to the West Coast right after Ney 
Year’s on an extended business trip, with 
plans for establishing a_ branch there, 
Meantime, a new face is seen on the 
sales staff, Miss Miriam Baxter having 
joined the firm. 

q Roy S. Harris of Presque Isle, Maine, 
has taken over the jewelry store of Berrie’s, 
Inc., and will now operate it. 

q Greeting telephone customers of I, Al. 
berts’ Sons, on the 8th floor of the Jewel. 
ers’ Building, the new “hello girl” is Miss 
Isabelle Pinkerton. 

q Annual one-week winter vacations are 
under way at D. C. Percival & Co., 2nd 
floor of the Jewelers Building. Everett 
Hardy headed for Rochester, N. Y., to 
visit his son and greet a new granddaugh- 
ter, and got stuck in the snow in Wolfe. 
boro, N. H. Richard Arnold and Robert 
B. Parks both planned to attend the 24 
Karat Club dinner in New York. 

q Mr. and Mrs. Arthur S. Kelley of Nor- 
ling & Bloom Co., Washington Building, 
planned to leave for Florida on February 5, 
q Several Greater Boston jewelers joined 
on New Year’s Day in celebrating the 
latest high-flying achievement of Mrs. Rose 
Marshall, head bookkeeper with the Travis, 
Farber Co., 909 Jewelers Building, as she 
received her wings and license as a pti 
vate plane pilot coincidentally with her 
birthday on January 1, at the Norwood 
Airport, Norwood, Mass. Among those who 
joined in honoring Mrs. Marshall's 
“winged victory” were Henry Desjardins 
of Beverly; Robert Johnson, Parker Pen 
Co., Winchester; Harry Taylor, Randolph; 
Harry Ullian, of Ullian’s, Inc., 1113 Wash- 
ington St.; Jacob Michelin, Washington 
Building; Samuel Starr, of Starr Diamond 
Co.. 559 Washington St.; and Oresto 














HOT DOLLAR ITEM! 


Fast Moving! 
. . « Traffic Item! 


Sterling Silver 


HAND MADE 


SUGAR TONG 


BON-BON 
Ideal for Brides, 


Anniversaries, 
Hostesses, Home. 


YOUR COST 60c 
$7.20 A DOZEN 
1 DOZEN MINIMUM 


HENRY MARSHALL CO. 
333 Washington St. 
Boston, Mass. 
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Edward Heffron, and 
Charles Ross, all of the Travis, a 
firm. After the ceremonies, Mrs. Marshal 
flew Mr. Desjardins back to Beverly. 

4 Lawrence Goodhue, Jr., son of Mr. and 
Mrs. Lawrence Goodhue, of Goodhue's 
jewelry store, Fort Fairfield, Maine, was 
home from Hebron Academy for the win- 
oe oie vacation lists, Herbert 

Cuiness of the Louis F. Guiness Co., 71 
Jewelers Building, left for a month in 
Florida ont January 21, driving down with 
Mark Davis of I. Albert’s Sons Co. Louis 
F. Guiness, planned to leave for Florida, 
as has been his custom for the last 20 
vears, on the day after the Boston Jewel- 
ers’ Club banquet. Edward Guiness started 
his New York State vacation on Jan. 10. 
Still another member of the firm, Sher- 
man Shatz, has been taking his vacation 
out skiing in Tuckerman Ravine, N. H. 
q Jason Solomont of 604-605 Jewelers 
Building, plans to leave on a 32-day South 
American cruise on February 10. 

q Miss Doris Lofchie, bookkeeper with the 
Bella A. Glass Co., 609 Jewelers Building. 
plans a Florida vacation during February. 
q Two New England “shipmate-skipper” 
jewelers were recipients recently of sterling 
silver cigarette cases from fellow members 
of the board of directors of the Boston 
Jewelers’ Club. Roy S. Brooks of Mauran 
Watch Co., Jewelers’ Building, who took 
the group on a cruise on his boat the 

Marilyn this last summer, received a case 

marked in colored enamel Navy code flags. 

which not only spelled out his name, but 
the name of his boat as well. Facsimiles 

of the signatures of the appreciative di- 

rectors were engraved on the other side 

of the case. Likewise, Sturgis Rice, presi- 
dent of Whiting Davis Co., Plainville, who 
also had his fellow members of the Jewel- 
ers’ Club directorship out on a cruise in 


“Rusty” DelOrfano, 





Vig ning fine sitter | mt 


Order Dura-Kleen through your wholesaler today! 
Distributed by: H. W. Burdick Co., 1010 Euclid Ave., 
Cleveland, Ohio: Michigan Jewelers Supply Co., 
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1022 Michigan Theatre Bidg., Detroit, Mich. In- | 


quiries invited from wholesalers serving other areas. 
Write to 


JENKINS SALES, HAMILTON, CANADA 
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SKI ENTHUSIAST 





Fred DeScenza, of the Alfred F. DeScenza 
Co., Washington Building, Boston, and now 
on the way to becoming a Certified Gem- 
ologist as a member of the New England 
Guild of the American Gem Society, is 
building a small ski lodge for himself at 
Lake Ossipee, N. H. He was snapped here 
at the foot of the Skimobile at Cranmore 
Mountain, North Conway, N. H., on a re- 
cent trip. 


his boat, the Liza, received a case marked 
in colored enamel Navy code flags with 
his name, the name of the boat, and like- 
wise engraved with facsimile signatures. 
Mr. Brooks spent part of the month of 
January in New York adding a complete 
new line of Ulysse Nardin watches to his 
stock. 

q Shadow boxes, empty too long in the 
quarters of Sidney Bloomfield, 601 Jewel- 
ers’ Building, blossomed out recently with 
most attractive settings, one of which, a 
simple tree branch in Japanese style, dis- 
played numerous rings on the branching 
twigs. Mr. Bloomfield made an assign- 
ment recently, and is launching on a new 
start in the quarters he shares with Harry 
Boff. 

q A new musical note has been added to 
the frequently melodious quarters of the 
Katherine A. Murphy Co., Jewelers’ Build- 
ing, where songsters and soloists long have 
held forth. Newest is in the form of a 
music box with a lone “love bird” which 
opens its beak and wiggles its tail as it 
“tweet-tweets” in able harmony. The mu- 
sic box came from Germany and was 
brought in by the company’s new book- 
keeper and secretary, Miss Patricia Morley. 
q Cupid has been active in the quarters 
of Joseph Gann, Inc., Washington Building. 
where new show cases and new office par- 
tition have been added to the recently 
enlarged store. Miss Minerva Friedman, 
sales department, was married on January 
1 to Carl Goldberg. Miss Laura Maimoe, 
bookkeeper, became engaged over the holi- 
days to Walter Kusick. the firm’s watch- 
maker. 

q According to an announcement by Dr. 
Laurence B. Ellis, president of the Mas- 
sachusetts Heart Association, a branch of 
the National 1950 Heart Campaign, which 
is headed in the Bay State by Secretary 
of Labor Maurice J. Tobin and Christian 
A. Herter, Jr., son of the State’s Republi- 
can Representative, Miss Anna Egan 
of the Edmund W. Kirby Company, has 
heen named chairman of the Jewelry trade. 

(Please turn to page 210) 
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Master Craftsmen 


IN THE ART OF RESTORING 
ANTIQUE & MODERN 


SILVERWARE 


REPAIRING REFINISHING 
GOLD & SILVER PLATING 
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JEWELRY REPAIRING 
COMPLETE FACILITIES 
EXPERIENCED STAFF 
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LOUIS J. MEYER, Inc. 


Silversmiths—Platers 
205 S. 9th S#. 
PHILADELPHIA 7, PA. 























\ 











RAISE CASH 
IMMEDIATELY 


Louis COLMES 
The 
JEWELERS® AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 


We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 
in this field. 


Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 


ll be permanently increased. 


LOUIS COLMES 


185 Erasmus St., Brooklyn 26, N. Y. 
Phone: BU 4-4698 
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q Calderone & Co. at 43 West Lancaster 
Ave. in Ardmore are still receiving com- 
pliments on their Christmas window dis- 
play. Many people are surprised to see 
the display changed for it would have 
been appropriate all winter. Above the 
merchandise—at about eye level of the on- 
looker—a white cotton cloud (supported 
by means of an invisible wire) seemingly 
“floated” in the air. On the cloud tiny 
figures skied, or raced around carrying 
even tinier packages. The little “magic 
world in the clouds” is still the talk of the 
town. 

q The Eastern Pennsylvania Guild of the 
American Gem Society met Tuesday, Jan- 
uary I17th, at the Benjamin’ Franklin 
School. Proctor William Collision gave a 
talk on garnet which was followed by a 
ten-minute question and answer period, 
then laboratory work on gem identification. 
q Ignatius Tworek of Philadelphia and 
Marie Landis of Boyertown, Pa., gradu- 
ated from the Philadelphia College of 
Horology during the month of January. 
q Milton J. Povlow is discovering that he 
started the new year off right. He is 
“quite well pleased” with results of the 
new series of ads appearing regularly dur- 
ing January and February in the neigh- 
borhood weekly newspaper. They promote 
repair work using the theme “Don't 
Gamble.” Cuts of gambling devices illus- 
trate each one and copy stresses the re- 
liability of the Povlow establishment. 
“Repairs have jumped and sales along 
with them” (since the series began) in 
the Povlow store at 6392 Castor Ave., 
Philadelphia. 

¢ Additional lines of costume jewelry and 
appliances have been added to the mer- 
chandise carried by Reiff & Serota at 143 
S. 8th St. 

q John J. Cowley is in the midst of plans 
to add a trophy line to his establishment 
at 106 S. 7th St. which now specializes in 
engraving. Mr. Cowley will stock mer- 
chandise designed for trophies and awards. 
q Miss Bessie Bierschank has joined the 
staff of the William A. Heine Clock Shop 
at 31 S. 40th St. The famous Heine repair 
shops, adjoining the store, have been com- 
pletely redecorated. 

q Miss Francis Zell of Joseph B. Bechtel 
& Co., 729 Sansom St., is engaged to 
marry Robert Rambo of this city. The 
date of the wedding has not been an- 
nounced. 

4A large group of Philadelphians and 
suburbanites accepted Coronet Jewelers’ 
invitation to enjoy “A New Shopping Ex- 
perience in America’s Most Modern Shop- 
ping Center.” The invitation was_ publi- 
cized through a full page cooperative ad 
sponsored by Coronet Jewelers and eight 
other stores located in the “City Line 
Center” shopping district. 

q Lester Jaffe is now covering Western 
Pennsylvania, Ohio, and West Virginia 
for M. Sickles & Sons of 904 Chestnut St. 


q There’s lots of news connected with the 


* PHILADELPHIA 


Rosnov establishment these days, First 
Mrs. Marcus Rosnov who had been seri- 
ously ill for over a month was released 
from the hospital early in January, Then 
on January 22nd Marcus’ daughter, Mim; 
Rosnov, became Mrs. Richard Sacks and 
after her honeymoon will step into her 
own home in Wynnwood, Pa. Now Mr 
and Mrs. Marcus Rosnov are _plannino 
their annual vacation in Florida for March 
instead of February, their usual time. 

q The fast growing trend of merchants 
cooperating to promote a shopping section 
is being exploited by Philadelphia’s wel}. 
known Chestnut Street merchants. Bailey. 
Banks & Biddle Co., Barr’s, and S. Kind 
& Sons joined several other merchants re. 
cently in ads featuring “Chestnut Street js 
Christmas Street.” By the results ap. 
nounced, we expect to hear soon that 
“Chestnut Street is Easter Street.” 

q Henry A. Shea is going to make a 
change but hasn’t decided yet whether it 
will be moving to Chicago where he will 
be near his daughter or merely to change 
his method of bringing in watch repair 
business. Up to the present his shop at 
3653 Germantown Ave. has been the scene 
of repairs for the trade only. Now it may 
be the scene of promotions designed to 
bring in the public. | 

4 Mrs. Herman Wagenheim has discon- 
tinued the jewelry business at 6640 N. 
Broad St. which her late husband owned 
and operated. 

4 Jeremiah Klinger, who reopened his store 
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at 7th and Girard Ave. last October after 
six years doing instrument repair work 
at the Navy Yard, will concentrate his 
advertising in Cape May, N. J., scene of 
his summer home. He explains there is 
a shortage of watch repairmen there all 
vear ‘round. 

qs the Sansom Street Business Men’s 
Association still the Sansom Street Busi- 
ness Men’s Association? Or is the new title 
the Sansom Street Jewelers’ Association? 
The all-important discussion took place 
Jan. 26th at Bookbinders. The occasion 
was the regular monthly meeting of this 
organization and other business included 
plans for the annual banquet to be held 
in May. Although the group lists only 
about one hundred members, three hun- 
dred and twenty men attended the affair 
last year and more are expected this year. 
Details of the action on the discussed 
change of name were not made available 
in time for this issue. 

q.M. Simon & Co. of 1222 Market St. are 
advertising that they have doubled the 
usual trade-in allowance on old watches 
toward the purchase of new timepieces. 
4 “Be sure you get around plenty. Then 
wherever you go mention the work you 
do.” That, says Michael Koval, is the 
way he gets more business than he him- 
self can handle at 1223 W. Cambria St. 
“Whenever people get tired talking, I take 
the floor and tell jokes about my work. 
It never fails. Out of every party I get 
some customers.” 

q In the Smith & West windows in the 
Broad Street Suburban Station Building, 
the most common method of showing mer- 
chandise in several windows has_ been 
reversed. Instead of placing small items in 
small windows and large items in larger 
windows, this store is showing a selection 
of small jewels in the larger windows 
and one clock, radio or small appliance in 
each of the tiny windows. The change 
has attracted the favorable attention of 
commuters. 

4 Vincent Tuzio will soon move from his 
place at 294 Sanford Road, Upper Darby. 
to a larger, more prominent location. The 
exact address this watch and clock shop 
will occupy in the future has not yet been 
announced. 

q.S. Kind & Sons and several other local 
jewelers are promoting resetting business 
between Christmas and Easter holidays. 


~~BUYER and MANAGER 


| For GOLD and DIAMOND Jewelry Department 





One of the largest department stores on 
the Eastern seaboard has an exceptional 
opportunity for o man to manage a large 
volume fine jewelry department. Require- 


ments call for wide market contacts, thor- 


ough retail experience, a promotional 
flair and the ability to build an enthusi- 
astic sales organization. Write, giving de- 
tails, especially retail background and 
when available. 
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BOX ''A., 4199"' 
Care Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 
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“Give Your Old Diamonds A New Look” 
is an always popular, always successful 
ad seen so frequently and accepted so 
well it has become “classic”. 

q¢ Sabins of 67 McDade Blvd., Collingdale, 
have been featuring Titania in their show 
windows. Loose stones and those set in 
rings are being shown along with ex- 
planatory signs. The local newspaper has 
given the store a write-up and_ other 
publicity is expected to result from the 
promotion, 

q The healthy, well groomed plants which 
always created the background for jewels 
in the windows of the Charles E. Flinch- 
baugh store now have a background of 
their own—white paper backdrops on 
which are painted scenes to give the win- 
dow depth. 

q Anthony F. D’Angelo who has beea op- 
erating a small jewelry shop from his 
home at 201 Harrison Ave., Norwood, since 
his graduation from the College of 
Horology last June, will soon open his 
own shop. 


—_—_--——> 


Jewelers Board of Trade 
Honors Howard Carpenter 


Howard Carpenter, former president of 
the Jewelers’ Board of Trade and a direc- 
tor since 1933, was honored at the year- 
end directors’ meeting in Providence for 
his long and faithful service to the organi- 
zation. 

On behalf of the board, Lester F. Morse, 
president, presented him with a sterling 
silver tray, suitably engraved and bearing 
the names of all of the Board of Trade’s 
current directors. 





Lester F. Morse (above right), president of 

the Jewelers Board of Trade, is shown pre- 

senting a sterling silver tray to Howard Car- 

penter for his long and faithful service to 
the organization. 


For 55 years Carpenter had been with 
the Albert Walker Co., Providence whole- 
sale jewelry concern. The 80-year-old firm 
has been sold to M. S. Page Co. of Bos- 
ton. Carpenter is retiring from active ser- 
vice but will continue with the firm in 
Providence in a consulting capacity. 

Mr. Carpenter has been active in jew- 

elry circles for many years. He served 
the Board of Trade as its president in 
1939, 1940 and 1941. Prior to that time 
he was president of the National Whole- 
sale Jewelers’ Assn. from 1935 to 1937. 
q Mr. and Mrs. A. H. Gholston have 
moved their retail jewelry business from 
Hot Springs, Ark., to Lindsay, Calif. Mr. 
Gholston is an importer of watches and 
materials from Switzerland. 
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KEEPS SILVER 
FROM TARNISHING 


for LIFE! 


Here are profitable lead- 
ers you can’t afford to pass 
up—R & M rolls and bags 
of Pacific Silver Cloth—the 
only material that will abso- 
lutely prevent silverware 
from tarnishing for LIFE! 


R & M rolls and bags com- 
pletely surround the silver. 
Thus they make this remark- 
able tarnish-proof material 
100% effective at all times. 
Moreover, they’re attrac- 
tively styled and individually 
designed. 


Write for price list. 


Reeve & Mitchell Co. 


300 Spruce St. 
PHILADELPHIA 6, PA. 
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POST CARDS—NO POSTAGE NEEDED 


Kohner offers you the ‘“‘who’s who”’ in 
quality merchandise—and an easy 
smart way to order it! Every card you 
send gets ‘‘rush service.”’ Just list your 
wants and mail. There’s a carbon for 
your records. Write Kohner now for 
your Free Order Book. 


BALTIMORE ST. 


BALTIMORE 1, MARYLAND 














Camden, Ark., 
anniversary with the 
year. Stinson’s was 
founded in 1850. The third generation 
now is in charge. This store was opened 
in 1850 by George Stinson, a pioneer from 
Bath, Me. Today it is operated by his 


q Stinson’s Jewelry Co., 
observed its 100th 
start of the new 


| grandson, John M. Stinson, Jr. 





2 a om 


q Taber's, Inc., one of Dallas’ oldest 
jewelry firms, for the past 56 years located 
at 1510 Main, will begin a $100,000 re- 
modeling program about February 1. “We 
are going modern—inside and out,” Burton 
Lieberman stated. “Our store, which is 
eighteen feet wide and 100 feet long, will 
get a brand-new ceiling, front, floor, fix- 
tures and wall surfacing.” 

q Guilford Jewelers, Inc., Greensboro. 
has been organized with capital 


_ stock of $100,000 to engage in the jewelry 








business. The incorporators were N. A. 
Gillis, Lawrence Hoyle and Clifton Shaw. 
all of Greensboro. 

q Robert Young, proprietor of a jewelry 
store at Carrollton, Ga., is the new presi- 
dent of the Carrollton Merchants’ Associa- 
tion. 

q LeRoy Gross. son of Mr. and Mrs. 
Murry Gross, owners of Carolina Jewelers. 
Asheville, N. C., became a partner and 
general manager of the firm January 1. 
Mr. Gross, a veteran of World War II. 
served one and one-half years in the Pacific 
theater. 

q Hoyt T. Purvis, prominent jeweler of 


| Jonesboro, Ark., is the new president of 


the local Chamber of Commerce. 

q Eschan’s, a new jewelry store for 
Charleston, W. Va., has opened for busi- 
ness in the Daniel Boone Hotel Building. 
407 Capitol St. It is owned and operated 
by Robert E. Escaan, Sr., who for more 
than 30 years operated a jewelry store in 
the Coyle & Richardson Department Store. 
Eschan’s features a_ stock of jewelry. 


| watches, silverware and gifts. 


q M. H. Heyman, pioneer jeweler of Cam- 
den, S. C., plans to retire on February 1. 
1950, after nearly half a century in busi- 
ness there. The store that he owns and 
has occupied, the first jewelry store in 
Camden, has been leased for a long term 
of years to the Diana Stores Corporation. 
New York. which will open a modern 
store in the location after remodeling. 


- _—- 


Baltimore Jewelers Ass'n 


Sponsors Merchandising Clinic 


Gladys 


national! 


J,abson Hannaford, noted inter- 


lecturer on diamonds, was the 


_ speaker at the first session of the Merchan- 
_dising Clinic which has been planned by 





the Jewelers Association of Baltimore. The 


| first session was held on January 18th at 


Pratt Library. 

The second session of the Clinic was 
held on January 25th, and additional ses- 
sions will follow on February Ist and 8th. 
These meetings will be addressed by Ed 
Freed on displays, Theodore A. Newhofl 
on advertising and Charles Spitzer on im- 


| proved retailing methods. 


| 


> THE SOUTH 


According to Wm. G. Ewald 
director of the Retail Mercha 
tion, “these clinics have been planned fo; 
local jewelers with a strict eye to hes 
licality. A large registration jc wh 
the interest the project has evoked.” 

Mr. Ewald will preside, being intro. 
duced by Robert K. Odenheimer of J 
Engel & Co., Inc. Nathan Z. Goldberg of 
Hennegan Bates is the third member of 
the committee responsible for planning the 
work of the clinic. | 


’ Managing 
nts Associa. 


Eugene and Harold Sobel 
Purchase Blustein Company 


The recent purchase of the Blustein Co. 
by the Sobel brothers, Eugene and Harold. 
provoked great interest in the jewelry jp. 
dustry. This old established wholesale 
jewelry concern, a familiar landmark ip 
Washington, D. C., was sold in its entirety 
on December 15, 1949. The suddenness of 
the transaction came as a complete surprise 
to many, but those who knew Abe Blustein 
intimately were well aware of his desires 
to take a less active part in business and 
devote his time to masonry. Mr. Blustein 
has been asked by the new owners to 
remain as their chairman of the board of 
directors. which he has accepted. 


EUGENE SOBEL 


President of 
Blustein Co. 
Washington, D. C. 





Sobel. the new president, and 
Harold Sobel. secretary-treasurer, are by 
no means newcomers in the Washington 
area. Since 1938 the Eugene Sobel Co. 
has constantly grown until today it enjoys 
an enviable position as wholesale jewelry 
and material distributors. The Sobel 
brothers will combine the operation of both 
concerns — with Harold managing the 
Eugene Sobel Co. and Gene Sobel directing 
the affairs of the Blustein Co. 

“Gene” is a member of the trade re- 
lations committee of the Watch Material 
Distributors Association of America and 
is active in the national organization. 

Present plans are to rebuild and develop 


“Cene” 
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greater Blustein Co. A sales. or- 
n of five men will travel Washing- 
C., part of Maryland, Virginia, 
North Carolina. 

modernized and 
the 


an even 
ganizatio 
ton, D. 
West Virginia and 

Showrooms are being derniz 
in addition to the slogan, ‘Serving 
Trade from the Nations Capital,” the 


, — - ° Tt) 
motto, “Courteous Service With A Smile 


will be added. 


——— 
-—— 


Reed & Barton Corporation 
Purchases Webster Company 


The recent purchase of the assets of the 
Webster Co. of North Attleboro, Mass., 
and the organization of a new, wholly 
owned subsidiary, the Webster Co., was 
recently announced by the Reed & Barton 
Corp. of Taunton, Mass. 

The Webster Co., silversmiths in North 
Attleboro since the Civil War, will con- 
tinue to operate under substantially the 
came management as heretofore. 

Present officers and directors of the new 
Reed & Barton subsidiary are: President, 
Arthur Ashworth, Rumford, R. [.; Execu- 
tive Vice President and General Manager, 
Carl Beresford, North Attleboro, Mass., 





and Treasurer, R. G. Scott, Dedham, 
Mass. Directors of the firm, in addition 
to the officers named above, are: Gerald 
Riley, North Attleboro, Mass., and Sin- 
clair Weeks, Boston, Mass., chairman of 
the board. 


a 


GIA's Board Meets at Luncheon 


A special luncheon and meeting of the 
governors of the Gemological Institute of 
America was held at the New Weston Hotel, 
on January 14. The governors present 
were: Leo Vogt, of Hess & Culbertson 
Jewelry Co., St. Louis; John Kennard, 
Kennard & Co., Boston; Lazare Kaplan, 
Lazare Kaplan & Son, New York City; 
Myron Everts, Arthur A. Everts Co., Dal- 
las; Charles H. Church, Church & Co. 
Newark; Jerome Wiss, Wiss Sons, |] ie., 
Newark. 

Other members of the Gemological In- 
stitute of America included Fred Cannon, 
Koke, Slaudt & Co., Los Angeles. secre- 
tary-treasurer, of the Institute, and C. I. 
Josephson, Jr., C. I. Josephson Jewelers, 
Moline, Ill. 











The two million dollar finance drive of 
the Greater New York Councils, Boy 
Scouts of America, opened January 4 
with a Dawn Patrol Breakfast in the Grand 
Ballroom of the Waldorf-Astoria. Attend- 
ing were more than 800 campaigners who 
will be devoting their efforts to the drive. 

Pictured in the accompanying photo- 
graph are outstanding personalities who 
participated in ceremonies opening this 
fund effort. 

Left to right are 8-year-old Cub Scout 
Frank Miles newly inducted into Cub 
Pack 718; General Carlos P. Romulo, 
president of the UN General Assembly who 
inducted the Cub Scout; Lt. Gen. James 
H. Doolittle; Scout Peter Dowling, proud- 
ly receiving his Tenderfoot pin from Gen. 
Dwight D. Eisenhower. In back of the 
Scout are Gerald F. Beal, council presi- 
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DAWN PATROL BREAKFAST OPENS SCOUT DRIVE 
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dent and Nathan M. Ohrbach, general 
chairman of the finance campaign; at the 
extreme right is Thomas J. Watson, Sr., 
chairman of the board of IBM and Inter- 
national Scout Commissioner. 

Heading the efforts of the jewelry in- 
dustry in the finance drive is Henry L. 
Lambert, vice president of Lambert Broth- 
ers, who is carrying a dual responsibility 
in the drive as vice chairman of the 
General Merchandise Division and as 
chairman of the Precious Jewelry Com- 
mittee. 

Other members serving on the Precious 
Jewelry Committee are: Lansford F. King 
of THE JEWELERS’ CIRCULAR-KEYSTONE; 
Col. Harry Henshel of Bulova Watch Co.; 
Leo Kaplan of Lazare Kaplan, and George 





Heyman of Oscar Heyman and Sons. 
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PRECIOUS METALS SPECIALTIES CO., INC. 
11 Vincent St., Newark 5, N. J. 
Tel. MArket 2-4287 
















For rapid turnover—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 

WEE CHERUB MANUFACTURING COMPANY 

2016 Travis Street Houston, Texas 




















GENUINE FRENCH MARCASITE 


For the Latest Creations in 
Earrings — Pins and Rings 


VIJOBEN 


2 Allen St. New York 2, N. Y. 


JADE 


AND OTHER SEMI-PRECIOUS 
STONES 
ORIENTAL JEWELRY 


F. R. GABBOTT & CO., LTD. 
P. O. BOX 232 HONGKONG 
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=== ed accuracy, and indi- 


; 37 vidualized identity be- 
AG f cause I failed to use 
VOUT, the raha ange 

UG Finger-Print’ System in 
. selecting Swiss Watch 
SF Material.” 


Don't let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print” System. 


THE NEWALL MFG. CO. 


Chicago 2 Hlinois 
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PLATING 


“ASK ABOUT” 
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Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 
































STOP 
SILVER TARNISH 


One simple application of Pro-Tex-Sil 
will protect heautiful silver from tarnish 
for many weeks. 


TEST IT YOURSELF 
and be convinced. Your customers 
need it too. Pro-Tex-Sil will bring 
repeat business into your store, 


FREE SAMPLE 


-” - enon if you use your letter- 

ead, 

= WELMAID MANUFACTURING CORP’N 

“rs 1737 No. Campbell, Dept. 22 
—_ Chicago 47 
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WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 

















CENTRAL WATCH (CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 
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q Sidney A. Block has resigned as vice 
president of Fred A. Block, Inc., dress 
manufacturers, to become president of the 
Fred A. Block Jewelry Co., Inc., wholesale 
jewelers of Chicago, Ill. Mr. Block has 
sold his interest in the dress business and 
will devote more of his time to the costume 
jewelry field. Increased sales and further 
development of the Fred A. Block Jewelry 
Co., Inc., is anticipated. 

q Seymour Levinthal, manager of Arrow 
Jewelers, 806 East 63rd St., Chicago, was 
married on January 15th to Miss Penny 
Rappel of Chicago. Mr. Levinthal and his 
bride honeymooned in Florida. 








Helbros Signs Dick Powell 
For Nationwide Radio Show 
Beginning March 19, the Helbros Watch 


Co. will take over the sponsorship of the 
popular NBC who-done-it show, “Richard 
Diamond, Private Eye.” Starring Dick 
Powell, the program originates in Holly- 
wood and is broadcast on an NBC nation- 
wide hookup, Sunday at 5:45 P.M. Eastern 
Standard Time. 

Formal announcement of the Helbros 
contract was made in Chicago last month 
(January 12) by William Helbein, pres- 
ident of the company. The disclosure took 
place at a reception in Chicago’s swank 
Ambassador East Hotel, attended by Dick 
Powell and his lovely actress wife, June 
Allison. The Powells were in Chicago for 
the premiere of Mr. Powell’s picture, 


“Mrs. Mike.” 





wed 
aA 


These dignitaries were on hand for the Chi- 
cago reception at which the Helbros Watch 
Co. announced its sponsorship of Dick 
Powell's radio program, "Richard Diamond, 
Private Eye." They are, left to right: Leo 
Turtledove, sales promotion and public re- 
lations manager for Helbros; June Allison, 
Powell's wife; William Helbein, president of 
Helbros; Dick Powell, and Herschel Deutsch, 
who is in charge of the Helbros account for 
Dorland, Inc., New York advertising agency. 


Helbros officials flew into Chicago from 
both coasts to help celebrate the occasion. 
Mr. Helbein came out from New York, ac- 
companied by Herschel Deutch, who took 
care of the arrangements for the radio 
program in his capacity as account execu- 
tive for Dorland, Inc., a Park Avenue ad- 


CHICAGO 


vertising agency. From the West Coast 
came Leo Turtledove, Helbros’ Sales Dre. 
motion and_ public relations Manager 
whose home is in Glendale, Calif. Also 
present was David Orman, the Helbros 
field man in Texas. 

On hand to greet approximately 35 
prominent Chicago retailers who were in: 
vited to meet the Powells was Fred Klein 
Midwest manager for the watchmaking 
firm. 

Helbros plans to build a nationwide 
sales campaign around Powell and the 
program, it was revealed. Powell himself 
will plug Helbros on the air. In addition, 
he is personally signing letters to Helbros 
9,000 dealers throughout the country. While 
these are designed to encourage dealers 
to promote the Helbros line, they yil] 
also be suitable for public display in the 
stores, thus lending prestige to the indi. 
vidual dealer’s campaign. 





Federal Jewelers Leases Space 
In State-Madison Building 


Leasing of a third floor store in the 
State-Madison Building to Federal Jeweler: 
was recently announced by the leasing ani 
management agents for the building. 

Federal Jewelers, established in Chicago 
in 1885, has leased 1,000 square feet for 
the sale of jewelry and related lines of 
merchandise. The new store will open 
May 1, 1950. Joseph Hirtenstein, head of 
Federal Jewelers, said the firm plans to 
continue the operation of its present store 


at 12 E. Randolph St. 





Surveys Markets in Far East 


Frank Davy, export sales manager for 
Elgin National Watch Co., recently re- 
turned from a survey trip to the Far East, 
where he studied post-war market prospects 
in the Philippines, Hong Kong and Japan. 








“THE PATHWAY TO SUCCESS" 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 




















ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 


20 years 
6956 North Ashland Ave., Chicago 26 
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Operations of Discount Houses 
Discussed at Jewelers Meeting 


The Jewelers Association of Greater 
Chicago held a special meeting on Wed- 
nesday, January 4th, at the Standard Club. 
President Norman Kernis, and Executive 
Secretary Ben Sacks, outlined the various 
activities in which the officers and Board 
of Directors were engaged to further the 
general welfare of the association and its 
members. 

The question of discount house opera- 
tions and ways to combat them came up 
for spirited open discussion, and manutac- 
turers who enforced their fair trade prices 
aggressively, were commended by the mem- 
bers. Decision on future cooperative ad- 
vertising activities was postponed until the 
next meeting. 

The members voted unanimously to do- 
nate $50 to the Nathan Goldblatt Cancer 
Research Memorial in honor of _ the 
memory of Sam Katzen, a valued member 
of the association until his death last year. 
They also voted an association gift of $50 
to the Community Fund. 


G. Spencer Brown Honored 
On Eve of Retirement 


Some 50 friends and customers of G. 
Spencer Brown met for cocktails and din- 
ner in a private dining room at the Drake 
Hotel on January 11, to help “Brownie” 
as he has been affectionately known 
throughout the jewelry trade for many 
many years, celebrate his retirement as 
Chicago Representative of the Seth Thomas 
Clock Co. Brownie went to work for the 
old Ansonia Clock Co. a long time ago 


partment of A. C. 
his association with “Brownie” over the 
years and presented an engraved sterling 
silver serving tray and a television set on 
behalf of the assembled friends of Mr. 
Brown. 





(he wont say when), but we do know 
that in 1912 he became affiliated with the 
Kienzle Clock Co. as a salesman and was 
made U. S. representative within a few 
years. In 1919 he joined the sales staff 
of Seth Thomas and has been a valued 
member of that organization ever since. 

After the cocktail hour, an _ excellent 
chicken dinner was served and Tom Dug- 
gan, Chicago Manager of a newspaper 
representative's organization, and an old 
friend of the Brown family, took over the 
duties of toastmaster. 


G. S. BROWN 
Retires From 


Seth Thomas 
Clock Co. 


Mr. Duggan introduced Wm. Me- 


Kinley, recently retired after 50 years of 
service with Seth Thomas, Charlie Gilman. 
assistant sales manager, and Jim Trott. 
merchandising manager, all of whom had 
come down from Thomaston, Conn., to pay 
their affectionate respects to Mr. Brown. 


Ted Hines, manager of the clock de- 
Becken Co., spoke of 















GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 

















24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 
FINEST WATCH REPAIRING 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 

















Waltham Sales Representatives 
Attend Three-Day Conference 


Celebrating their 100th Anniversary, 
and inaugurating the start of their second 
century of American watchmaking, the 
Waltham Watch Co. of Waltham, Mass., 
recently held a three-day sales conference 
at Waltham in which all their sales rep- 
resentatives from all parts of the United 
States participated. 

During their visit, the sales force was 
taken on an educational tour and inspec- 
tion of the entire Waltham Watch factory, 
and shown the many intricate processes 
which go into the manufacturing of every 
Waltham Watch. Particular emphasis was 
placed on the new 19 jewel Waltham cen 
tennial watches which were created espe- 
cially to honor the 100th anniversary of 
the company. This special highlight of 
the new 1950 Waltham line is called the 








“Founders Series,” named in honor of the 
men who founded the Waltham Watch Co. 


The second day was devoted to an in- 


tensive presentation of a comprehensive 
advertising and promotion plan. A power- 
ful schedule of full pages in color, and 
black and white, is scheduled for leading 
national magazines. In addition, Waltham 
will provide every form of free dealer 
sales helps. 
program will appear in leading magazines 
and newspapers throughout the country, 
and radio scripts will be furnished dealers 
using radio time. 


A special centennial publicity 


The evening of the third day, a dinner 


was held at the Copley Plaza Hotel in 
Boston, attended by the entire country-wide 
sales organization and officials of the Wal- 
tham Watch Co. 


At this dinner, the key- 


note of the new 1950 advertising and sell- 
ing campaign was sounded by _ Teviah 
Sachs, vice president. 





Among those present at the Waltham Watch Co. sales conference dinner at the Hotel 

Copley Plaza, Boston, Mass., on January 6 were President John J. Hagerty, Vice President 

Teviah Sachs, Technical Director Charles Aguillon, H. Russell Williams and William H. 
McMorrow. 
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Ke f ee yf 
Our work costs no more 

than ordinary work * 

BECKER-HECKMAN COMPANY 


29 East Madison Street, Chicago 3, Illinois 











THE CHICAGO INSTITUTE OF WATCHMAXING 


Invites you to write for our latest booklet G 
describing the courses and shops, and con- 
taining some pictures and letters from a few 
of the many satisfied graduates and employers 
who can truly explain our successful plan of 
sound training—Accredited by HIA and UHAA. 


CHICAGO INSTITUTE OF WATCHMAKING ~- 
6 E. Lake St. (new location) Chicago 1, Ill. 
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EXPERT 4 A2, q Forty members and guests attended an Gruen Watch Co., participated in a pan 
a " ; he el 
FAST Ay VET @ 3 annual holiday luncheon of the Town discussion on “The Letter of Application” 
Criers in the Cincinnati Club on Jan. 28. at the convention of the American Bug. 
The club voted to present $25 to the Red ness an Association here on Dee. 30 
Cross, and greeted three new members, q€ Ken Matsumoto, president of Ken 
LITWIN & SONS Howard Staudenmaier and Edward moto and Co., jewelry display ie 
114 West 6th Street. Cincinnati, Ohio Schwind of the Harry Greenwold Co., and ers at 1109 Main St., is to give a talk and 
Robert Herbers of the Gerwe Brown Co. demonstration on “Window Displays” a 
President E. Paul Knight appointed the the Illinois Retail Jewelers Association 
following members as a nominating com- convention in Springfield on Feb, 15. 
mittee to name new officers to be elected q Albert C. Wallenstein, secretary-treas. 
D at the annual dinner meeting in Hotel urer of the Wallenstein-Mayer Co., whole. 
DIAMO Alms on Jan. 12: Harold Hauer, Lawrence salers at 31 East Fourth St., was a ouest 
Crouch, Harry Schwettman, Cherrington at the New York 24-Karat Club’s annual 
Fisher, Maury Solomon and J. Charles banquet in the Waldorf Astoria Hotel 
LOOSE Hummel. New York City, on Jan. 14. ) 
q Two of the “savingest” men on the local q John E. Donohue and R. E. Rhoten 
, AND police force were awarded by Charles regional representatives of the Elgin Na. 
' MO UNTED Richter, owner of the Richter Jewelry Co., tional Watch Co., attended a company 
Sixth and Main Sts. For 25 years, the store sales planning conference in St. Charles, 
eemcemesi has presented police officers with identifica- [ll., on Dec. 28 and 29. 
THE GERWE BROWN co. tion cards, and in December Mr. Richter q The Nolan Jewelry Co., 4712 Mont. 
offered $25 each to the two officers who gomery Road, presented a Gruen wrist 
CINCINNATI . NEW ORLEANS had kept the most cards. The winners had watch and a strand of pearls as one of 
cards for ten and nine different years, the prizes in a “Heiress” contest con- 
respectively. ducted by the Times-Star, evening news. 
- ee q In recognition of her 25 years of service paper, and the Kieth Theater. 
as a saleslady for the Gerwe Brown Co., q Frederick William Kolde has retired at 
We SPECIALIZE wholesalers in the Temple Bar Building, the age of 80, after 65 years as a jewelry 
eee officials of the firm presented Miss Martha designer and maker, to devote his entire 
se spesttall cithes ~—e. — Dannhauer with a Hamilton diamond time to his hobby of painting. 
watch in ceremonies on Dec. 31. Miss € Among recent visitors here were Stephen 
specifications. We lt submit a design Dannhauer is one of the most widely Rich and Andrew Huff of Sunbeam; Regi- 
without obligation. known and popular women in the jewelry nald White of the J. J. White Manufactur- 
trade in the mid-west. ing Co., Providence, R. I., and George 
q Doyle L. Gooch of suburban Ludlow, Spellmeier of R. F Simmons Co., Attle- 
Ky., was elected president of the Cincin- boro, Mass. 
SCHUMER BROTHERS CO. nati Chapter, Watchmaster Watchmakers q Herbert Krombholz, retailer at 6924 
| of America. Other new officers are: Vice Plainfield Pike, is entertaining his friends 
Manufacturing Jewelers President, Carl Granger, retailer, 8 West with deer steak dinners as the result of af 
5 EAST TMIRD STREET - CINCINNATI, ONIO Elder St.; Secretary, Minton Christian, the hunting trip during December in Penn Jf 
Loring Andrews Co., and Treasurer, Ar- sylvania. | 
thur Kennedy, Gruen Watch Co. At the ¢q Carl Rekow of the Lind Jewelry Co., 128 
14K Gold Diamond Earrings January luncheon meeting of the group, East Sixth St., has been ill at his home 
, . Mr. Gooch gave a talk on “Gemology.” since the middle of December; while Fred 
Set With Selected Quality q Several hundred persons attended the Hegner, salesman for George H. Newstedt 
Full Cut Diamonds up to l/, ce. annual dance of the Watchmakers Guild and Co., 100 West Fourth St., is con- 
of Cincinnati on the Hotel Gibson roof valescing from an illness. 
garden on Jan. 28. Howard Sander was q Salesmen for A. G. Schwab and Sons, | 
arrangements chairman, assisted by the Inc., wholesalers at 229 East Sixth St., at- 
officers, who are Harry Flotemersch, presi- tended a semi-annual meeting of the firm 
dent; Frank Flynn, vice president; Fred on Jan. 22. William Cohn of the company 
Foegler, secretary, and Joseph Besse, spent the Christmas holidays in Wilming- 
treasurer. ton, Del. 
q All salesmen of the Gerwe Brown Co. 4 Numerous salesmen have returned to 
were in the home cffices here over the holi- their territories following holiday visits to 
Competitively Priced tor True Value day period to participate in a ong of home offices here. Among them ~~ 
conferences prior to starting their first Floyd Dellen and Earnest Carder of Bb. f 
ED. CESS SISW Rayeeey 1950 road trips. At a luncheon meeting in David Co., manufacturers; George Schuts 
JACK T GOLDMAN & CO = Netherland we aoe on ye 5, the and — ———- . oe Broth- 
~ ° salesmen viewed a display of the new ers, manufacturers; H. C. Doan, Fianagan § 
eee wes unsorted Hamilton watch line, which was presented Kovac Co., wholesalers; Maury Solomon, 
by Fred J. Orr and Paul Seibel, Hamilton Gus Kuhnin, Jack Stephany, Robert Me [ 
TAPE - LABELS representatives. han and Julius Jacobs, Jr, D. Jacobs f 
TOPFLIGHT SEALS - MARKERS 4 John Nolan of the Nolan Jewelry Co., Sons Co., wholesalers; William L. Garrett, [ 
4712 Montgomery Road, was chairman for William I. Black, Ross (Pat) Patterson, 
Self-adhesive cellophane printed an amateur boxing show of the Hyde Park Richard O. Braddy, Edward Schwind and 
to your order. Colorful, easy to Sportsmen’s Club in the Xavier University Howard Staudenmeier, Harry Greenwold 
y ae a. ; fieldhouse on Jan. 27 for the benefit of the Co.. wholesalers, and Julius Courtois, Wil- 
use. Write for full information. polio fund. liam Owen, Charles McCarthy, Ernest 
TOPFLIGHT TAPE CO. — YORK, PA. q Albert Lewis, personnel director of the Fitzpatrick, Jack Schmidt, Edward Jarg, 
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Jack Gerwe, J. Charles 
Hummel, George E. Brown and Maury 
Gerwe, Gerwe Brown Co., wholesalers. 
¢ Edwin R. Tegiens is a new salesman for 
the I. B. Goodman Manufacturing Co., 205 
West Fourth St. He will cover the Pacific 
coast states. Mr. Goodman called on the 
rrade in New York state during January. 

q Harry Waxman and J. Kassel of the 
Kaufman-Kassel Co., manufacturers at 434 
Elm St., have been covering the trade from 
Cleveland to New York City. . 

4 One of the most successful Christmas 
parties was staged in the offices of Ros- 
‘elder Brothers and Co., manufacturers at 
113 Race St. Many local retailers and 
other friends attended. | . 

4 Victor Youkilis of the Victor Corp., 
wholesalers in the Enquirer Building, and 
Mrs. Youkilis enjoyed a brief January 
vacation at Dillsboro, an Indiana resort. 
q.R. J. Frommeyer and Ray lIbel of Klein 
Brothers Co., wholesalers in the Enquirer 
Building, were on a buying trip in the east 
during January. 


Robert Herbers, 


Moore Purchases Barker Co.; 
Plans Extensive Alterations 


The retail jewelry store of the W. J. 
Barker Co., 435 Main St., Cincinnati, Ohio, 
which was purchased recently by Donald 
C. Moore, was to be closed during Febru- 
ary for extensive alterations and the in- 
stallation of new grey birch fixtures and 
indirect lighting. 

The store was cpened in 1878 by Zeh 
Schott, and in 1894, the name was changed 
to Barker and Freisems. Upon the retire- 
ment of Mr. Freisems in 1930, the name 
again was changed to the W. J. Barker Co., 


under which the store has since been 
operated. 
Mr. Moore has conducted a retail 


jewelry business at 626 Broadway for five 
vears, and will continue to operate both 


stores, 


N. J. Watchmakers Ass'n. 
Re-elects Hayenga President 


L. H. Hayenga of Irvington was _ re- 
elected president of the Watchmakers As- 
sociation of New Jersey on November 8th. 
A large delegation of New Jersey watch- 
makers met at the Ivanhoe Banquet Hall. 
Irvington, for the tenth annual conven- 
tion of the association. 

Other officers elected include: Robert 
Halpern of Newark, re-elected treasurer: 
Ludwig Abeling of Irvington, vice presi- 
dent, and Albert L. Stevens of Irvington, 
secretary. 

Guest speaker at the convention was 
Howard L. Beehler, past president of the 
Horological Institute of America, who high- 
lighted the meeting with an interesting ad- 
dress on the spiritual and etherea! 
significance of time. 





DON’T BE NERVOUS, USE OUR SERVICE 


Our addressing is better than our rhyming. 
We'll shoot your message to all or any part 


of our guaranteed list of 37,000 retail jewel- 
ers ... as little as $7.50 per M. 
ACCURATE ADDRESSERS 


1233 SIXTH AVE., WL Y. 19, N.Y. © Circle 5-5876 
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Toy Bowl Queen Gets Watch 


Gifts from Gabriel’s, Inc., jewelers of 
Mobile, Ala., were recently featured in the 
Toy Bowl festivities honoring Miss Bonnie 
Lou Barker, Toy Bowl Queen. 





During her tour of Mobile, Miss Barker 
was a feted guest at Gabriel’s new store, 
where Phillip Gabriel (above) presented 
her with the Gruen “First Lady” diamond- 
dial watch. 

The new Gabriel’s jewelry store is un- 
der the management of Mr. Gabriel and 


Joseph H. Locke. 


N. J. RJA Urges Members 
To Help in Fight on Excises 


The New Jersey Retail Jewelers’ Asso- 
ciation held a meeting on January 16th, 
at the Essex House in Newark, to adopt 
its new by-laws, which were passed with- 
out discussion. These had been already 
approved by the board of trustees. 

Henry C. Gelula, president of the asso- 
ciation, called on the members to write 
to their congressmen on the repeal of the 
excise tax and emphasized the need to 
speed their letters to Washington. The 
repeal, he stated, must not be in a general 
tax bill, for then it would not be effective 
until the beginning of the next fiscal year 
on July Ist The meeting ended with the 
subject of New Jersey dealers holding 
mass meetings in their districts in pro- 
lest against the discriminating tax. 

Further discussion on the effectiveness 
of this plan will be taken up at the next 
meeting in February at Camden. 


Elected President of Eversharp 


Directors of Eversharp, Inc., recently 
elected Daniel Van Dyk president of the 
company. Since the resignation on March 
3, 1949, of Arthur H. Rogow as presi- 


DANIEL VAN DYK 


President 
Eversharp, Inc. 





dent, Louis A. Stone, treasurer, has served 
as acting president. Mr. Stone will hold 
the newly created post of executive vice- 
president, while continuing as treasurer. 











G.W: SEIFRIED CO. 


REFINERS SMELTERS ASSAYERS 


WE REFINE— FILINGS - 
SWEEPINGS - OLD GOLD - SILVER 
AND PLATINUM. ae 
WE SELL—FINE GOLD - 
PLATINUM - ALLOYED GOLD - 
CHLORIDE GOLD - FINE SILVER 
. ANODES - STERLING SILVER - 
SOLDERS OF ALL KINDS 


CINCINNATI, OHIO 





YOULL WANT THESE 
NEW ADJUSTABLE MAIN 
SPRING WINDERS 


by JEVIN 








Exceptionally well made, Adjustable 
Main Spring Winders. Set of three sizes. 
Handles complete range of wrist watch 
barrels, down to the smallest baguette 


size. Cat. No. ABCX.... $6.90 per set. 
_ ASK YOUR DEALER FOR CATALOG ll 


GENUINE JEVIN TOOLS 


CARRY THIS TRADEMARK : 








ken matsumoto & co. 
Jewelry Display Specialists 


od iy ule) + we). 
BACKGROUND DISPLAYS 


1109 MAIN ST., CINCINNATI 10, OHIO 
PHONE PARKWAY 1392 











Complete Courses in 


WATCHMAKING — ENGRAVING 
JEWELRY REPAIR & MANUFACTURING 


Our Catalog, “The Door wolf 
Opportunity.” Free on request 


A. W. THACKER ACADEMY 
423 Federal St., Pittsburgh 12, Penne. 
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<5) 
Bouts 
Nationally Advertised 


Booths 
FINE 


ENGLISH 
TABLEWARE 


Ask for the Pamphlets 
of 14 outstanding 
BOOTHS patterns. 
















Address Dept. J. C. 


MIDHURST 
IMPORTING 


CORPORATION 


129 FIFTH AVENUE 
NEW YORK 3, N. Y. 
















































i PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 






























WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

























EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 





































MADDOCh & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
WASON’S ironstone Ware imiSH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 

















210 


OBITUARIES 


ArtHur H. Antuony of North 
dence, R. L., partner in the jewelry findings 
firm of Leach & Anthony, died Jan. 4 at 
his home after a long illness. He had been 
affliated with the jewelry trade for more 
than 50 Besides his widow he is 
survived 
children. 

Pau J. 
Mass., founder of Bellevance, Inc., of that 
city, died unexpectedly Jan. 5 while travel- 
ing to Florida for a rest by train. 
active vice president of the 
jewelry manufacturing firm had been in 
failing health since last February. Surviv: 
ing are six sons and a daughter. Three 
brothers, four sisters and 15 grandchildren 
also survive. 

Harotp H. Gipson, 52, well-known 
watch salesman, died on January 14th. 
Mr. Gibson was born in England and came 
to this country as a young man. He 
started his career in the jewelry industry 


years, 


The | 
Attleboro | 


Provi- 


by two daughters and four grand- | 


BELLEVANCE, Sr., of Attleboro. | 


in this country by entering the employ of | 


A. Wittnauer & Co. During his career in 
the industry, he was also associated with 
the Zenith Watch Co., Jean R. Graef and 
in 1948 joined the Concord Watch Co., Mr. 
Gibson, a veteran of World War I, was a 


past president of the 


Brotherhood of | 
| 


Traveling Jewelers and a member of the | 


24 Karat Club of the City of New York | 


and the New York Athletic Club. 

Irvine R. Leperer of Providence, as- 
sistant treasurer of the S. & B. Lederer Co. 
and part owner of the Providence Stock 
Co., two Providence jewelry firms, died 
January 9 after a short illness. His afhlia- 
tion with the jewelry business for the past 
half century had won him a wide ac- 
quaintanceship in jewelry circles. He was 
a familiar figure at all jewelry events to 
which he traveled many thousands of miles 


during the course of a half century. Sur- 
viving are two brothers, Edward B. of 


Providence and Izri W. Lederer of Chicago. 

Epwarp NeuFrArtH, 82, a watch repair- 
man, died Dec. 30 at his home in Cincin- 
nati, three hours after becoming ill in his 
shop in the suburban Norwood First Na- 
tional Bank Building. He is survived by 
two daughters. 

D. M. Stewart, 64, prominent retired 
jeweler of Little Rock, Ark., died at his 
home there January 6. Mr. Stewart owned 
a valuable collection of gems, minerals and 
Indian relics gathered over a long period 
of years. Surviving are his widow and two 


sons. 





NEW ENGLAND 


(From page 201) 


The Bay State’s quota in the $6,000,000 
National Heart campaign is $350,000. 

4 Mr. and Mrs. J. Baron Mason of West- 
boro motored to Florida with friends for 
the month of January, the store’s business 
being carried on in their absence by their 
son Paul Mason and Fred Smith. 

q Among new jewelry stores which have 
opened recently in New England is that 
of Bart Jewelers, Inc.. Main and Worth- 
ington Sts., operated by Albert N. Breit- 
bart and Harold Frank. 


q Tilden-Thurber, Inc., jewelers of Provi- 














dence, R. 1. recently appointed 
S. Paddock, Certified Gemologist, 
of their Diamond Department. 
q The Shreve, Crump & Low Co,, jg mark. 
ing its 150th anniversary with Special gol. 
crested letterheads and stickers for =i 
chandise. At the same time, A. Warren 
Armington is marking 50 years in the 
firm’s diamond department. Jack Rees 
of the watch department, William Shreve 
silver department and Richard Shreve. 
director and assistant manager, all planned 
to attend the 24-Karat Club dinner. The 
latter represents the fourth generation 
Shreves in the firm. 

q The E. B. Horn Co. team dropped oy 
of the Boston Jewelers’ Bowling League 
with the mid-season vacation, so that, on 
resuming for the second half of the year. 
only nine teams are rolling. All these ap 
back in the swing, however, with three 
teams—E. H. Saxton Co., Thomas Long 
& Co., and Shreve, Crump & Low—com. 
peting hard for top honors. 

q Mr. and Mrs. Bernie Smith, of Smit} 


Orland 


& Zaff, 309 Jewelers’ Building, were guests 


of the captain aboard the aircraft carrie; 
Kearsarge on Dec. 15 as the big ship was 
docked at the South Boston Navy Yard, 
q While many jewelers headed south for 
warmer climates, Sam Berman of Moder 
Jewelers, Province Building, took advap. 
tage of the New England’s unusually mili 
holiday season by playing a round of golf 
on Jan. 2 at the Oyster Harbor Golf Club, 
on Cape Cod. 

q Among the winter sports enthusiasts, 
Henry Kamlot of 307-311 Washington 
Building, spent the New Year’s week end 
skiing on Vermont’s Mansfield. He is fore- 
going his usual winter holiday in Su 
Valley, Idaho, and plans to do most of 
his skiing week ends in New England—i 
any snow develops. 


q Mr. and Mrs. Samuel Freedman of Hub 


Materials Co., 408-11 Washington Building, 
spent the month of January in Florida. 
Harry Sederquist, formerly with D. ¢. 


Percival & Co., is now representing Hub 


Materials in New York State. 








225 Fifth Ave., Room 829 


Tea, After Dinner and Breakfast Sets, Smoking 





TEDMAN IMPORTING CO. 


Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Articles, Toby Jugs and Lustreware 











149 Fifth Ave. 





Importers of 
ENGLISH CHINA 


and 


em 
ews EARTHENWARE 


Stoek and Import 


FONDEVILLE & CO., INC. 
New York 10, N. Y. 
AL. 4-0104 





———, 





— 








7 West 30th Street 





SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondab!) 
D. Stanley Corcoran, Inv. 


New York 1, N.Y. 
LOngacre 4-7851 














oar 





THE JEWELERS’ CIRCULAR-KEYSTONE | 


0 


(| 











Sn aetna a ane 2 ae parT on 


> aS ae 
Ne _ SS 
: } mi Sate S 








The sales force and manag 
sales plans for 
all parts of th 
to right, are: 

Keller, or a 
irector of design; VD. 
one etal territory; F. K. Zuegg, Missouri; 


SALES FORCE OF ONEIDA'S STERLING DIVISION MEETS 





York. Standing, left to right, are: W. L. Morgan, Merchandise manager; William McKamy, 
account executive J. Walter Thompson Co.; J. P. Zeck, Chicago; M. E. Robertson, general 


manager; 


ement of the Sterling Division of Oneida, Ltd. recently formulated | 

1950 at a meeting held in Kenwood, N. Y. Company representatives from 
e nation gathered in Kenwood for the sales conference. Seated above, left 
H. F. Johnston, Jr., asst. to sales manager; L. G. Honsell, Los Angeles; John | 
P. C. Hart, Northwestern territory; G. N. Allen, vice president and | 
J. Duggan, correspondent; R. S. Sullivan, New England; G. L. Murphy, | 
J. J. Malone, Indiana, and F. J. Yaeger, New 


R. A. Bloom, director of sales; A. O. Frey, Ohio; F. L. Hartwig, sales manager; | 


E J. Elford, Minnesota; Lee Bell, Alabama; R. H. Parker, Philadelphia; Ralph Henty, office | 


manager; 


American Glassware Producers 
Act to Help Retailers Sell 


A move unprecedented in retail mer- 
chandising is currently under way by 
Glass Crafts of America, trade association 
of producers of handmade American glass- 
ware. 

This group, in cooperation with the 
U. S. Department of the Interior, National 
Parks Division, has started a long-range 
program to establish tangible evidence of 
classmaking as America’s first industry in 
Jamestown, Va., in 1608. 

Indisputable evidence that glassmaking 
began in America 342 years ago has al- 
ready been uncovered and this fact will! 
further heighten the prestige of handmade 
American glassware. 

Members of Glass Crafts of America in- 
clude: Cambridge Glass Co., Fostoria Glass 
Co., A. H. Heisey and Co., Imperial Glass 
Corporation, Indiana Glass Co., Morgan- 
town Glassware Guild, Seneca Glass Co., 
Westmoreland Glass Co., West Virginia 
Glass Specialty Co., Dunbar Glass Corp.., 
Viking Glass Co., McBride Glass Co., and 
others, as well as the American Flint Glass 
Workers’ Union. 

It is expected that before the fall sell- 
ing season begins, the authentic history of 
America’s earliest glassmaking will be 
placed in the hands of every glassware 
retailer. This will be bolstered by con- 
tinued repetition of the story at the con- 
sumer level. 

A year’s work on excavation and study 
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of the Jamestown glasshouse site has re- 
cently been completed by J. C. Harring- 
ton, archeologist of the National Park 
Service, Department of the Interior. fh 
cooperation with the National Park Service 
of the Department of the Interior, Glass 
Crafts of America is sending Mr. Har 
rington to England to augment his findings. 
His trip to England has as its purpose 


RN. Van Nostrand, New York City; J. W. Raynsford, Jr., marketing manager; | 
Jack Keeshan, J. Walter Thompson Co., and Howard Parkhurst, Texas. 


the complete reconstruction of the James- | 


town glassmaking activities. He will study 
original records of the Virginia Company 
of London which in October, 1608, sent 
craftsmen to the Jamestown Colony | 
make glass. 





Conferring on site of America's first glass- 
house at Jamestown, Va. Holding maps, 
left, is J. C. Harrington, archeologist of 
U. S. Department of Interior, National Parks 
Service. Right, foreground, T. Clarence 
Heisey and W. F. Dalzell, members of com- 
mittee appointed by Glass Crafts groups 
to head the Jamestown project. 


When Mr. Harrington compiles this in- 
formation, it will be incorporated in a 
detailed, authentic history of earliest glass- 
making efforts in the New World and 
placed in the hands of all glassware re- 
tailers, the public, clubs, schools, ete. 

Glass Crafts committee in charge of this 
industrial cooperation with the National 
Parks Service, of which Newton B. Drury 
is director. is: T. Clarence Heisey, presi- 
dent of A. H. Heisey & Co., Newark. 
Ohio; W. F. Dalzell, president of Fos- 
toria Glass Co., Moundsville, W. Va., and 
Carl Gustkey, president of Imperial Glass 
Corp., Bellaire, Ohio. 
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Various Types of Watch Screws 


Simple as they are individually, the varied assortment of screws used in a 


watch are one of the most complex facets of the watchmakers’ trade. In this 


article, these various screws and some of their differences are explained. 


by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author) 


= a screw must necessarily be a short 
one, its thread or gripping surface must contact sufficient 
area to compensate for its lack of depth. Furthermore, if 
a part or bridge is comparatively long and only one screw 
can be used, then its head should be wide enough to 
supply the necessary coverage and pressure to keep this 
bridge snug against the plate. The pallet bridge is just 


Fig. 6. Single screw holding 
pallet bridge must be of suf- 
ficient thickness and with a 
wide head to provide the nec- 
essary pressure to keep the 
bridge snug against the plate. 










such a part. The plate below it is very thin at this point, 
affording height for only a few threads. It is held down 
by only one screw. Therefore that screw must be com- 
paratively thick and with a wider head than a bridge 
screw. Because the balance moves above it, its head 
must be very short one. This is shown in Figure 6. 


CROWN AND RATCHET SCREWS 


Very often the ratchet and crown wheel screws look 
alike, causing them to be interchanged. Sometimes, how- 
ever, one or the other is left threaded. When these are 
both threaded in the same direction. they may be re- 
placed incorrectly. If these two screws are placed side 
by side, it will be noticed that one is shorter than the 
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other. The shorter is the crown wheel screw. The ratchet 
screw goes into the barrel arbor which is drilled and 
threaded almost to its full length. This permits the screw 
to be fairly long. The length of the crown wheel screw 
is limited because the clutch wheel is directly below it as 
shown in Figure 7B. Should these screws be interchanged 
the longer ratchet screw might butt against this wheel 
and prevent it from shifting into the setting position. 
This might also cause the threads in the bridge to strip 
or warp the crown wheel boss. 

Crown wheel and ratchet screws often come in left 
(counterclockwise) threads. One reason for this dif- 
ference is that in most watches the crown wheel is turned 
in a counterclockwise or left direction. In these watches, 





Fig. 7. Crown wheel and ratchet screws are similar 
in appearance but length of former (B) is limited 
to avoid contact with the clutch wheel below it. 


the screw heads hold down the crown wheel. Since the 
crown wheel turns in the “left” direction, its continued 
rubbing and contact with the screw may eventually 
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loosen it. Therefore, this screw is made to tighten with 
this counterclockwise contact. 

If a crown wheel is held down with a wide washer—— 
one that does not turn—a screw of conventional thread 
direction (right) may be used. In these cases, the 
washer is kept from turning by a small off-center stud 
rising up from the movement and fitting into a recess or 
hole in the washer. 

Ratchet screws often have left threads too, but for 
another reason. The ratchet screw holds down the ratchet 
wheel and moves only when the watch is being wound. 
In these watches, the ratchet or crown wheel screws are 
the highest parts of the movement. Should the case back 


Fig. 8. Any unusual design 
on the head of a screw in- 
dicates caution in using as 
some manufacturers mark the 
heads of screws to show the 
direction of the threads. 





be soft and touch the ratchet screw during winding, the 
ratchet wheel would turn but the screw pressed by the 
case back would remain stationary and thus unscrew 
itself. When watches come in for repair and the cause 
is a loose ratchet wheel or screw, most often the case 
back will bear the impression of this screw. 

In watches with thin solid gold cases, this fault often 
occurs. Watch movements in water-resist cases also bear 
this tendency after repair. Originally, the cases are de- 
signed to provide clearance for the back of the movement 
but sometimes after repair, its rubber, plastic or metal 
gasket is not replaced. This not only nullifies its water- 
resisting properties but permits the case back to be 
screwed or fastened down further and then contact with 
the ratchet or crown screw is made. For these reasons, 
in order to prevent the screw from becoming loose, it is 
made left-threaded so that should contact be made, it 
would have a tendency to become tight instead. 

In some modern, sweep-second watches, the barrel 
bridge is lower than the train bridge. In such a case, the 
ratchet screw may have the conventional right threaded 
screw. 

When a watch is received where the direction of these 
screws are in doubt, it is necessary to feel the screws 
resistance to the screwdriver in order to loosen it. This 
is done by trying to loosen the screw in the conventional 
counterclockwise direction, using only a moderate 
amount of force. If this fails, then the reverse direction 
is tried, using just a little more power. Most experienced 
watchmakers using this method are able to feel the direc- 
tion in which the screw may be loosened. 

Some manufacturers make an effort to inform the 
watchmaker of the presence of a left-threaded screw. 
Waltham and some Swiss companies slot their screws as 
in Figure 8. Others blue them. Some watches simply 
imprint a directional arrow around the screwhole. At 
any rate, any unusual design on a screwhead is an indica- 
tion that caution should be exercised in it manipulation. 
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BEVEL-HEADED SCREWS 


Most screws are designed so that their heads are flush 
with the tops of the objects they bind. This conserve 
needed space and height. When one thin object must be 
secured to another, there is no room for the countersink 
to accommodate a flat head or fillister screw. This obstacle 
is overcome by the use of a bevel-head screw, Ip the 
family of bevel head screws used in a watch there are 
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Fig. 9. Types of bevel-headed screws and their uses. 


setiing bridge screws, upper cap jewel screws, upper 
escapement cap jewel screws, lower cap jewel screws and 
top-dial screws. These are the smallest screws and it 
might be difficult to tell them apart. A simple clue to 
their identity is their polish or lack of it. Let us say 
there are four bevel head screws of identical measure. 





Fig. 10. With two lower cap jewel screws similar except for 
length, shorter is used for lower escape cap jewel as the 
longer one would come up between spokes of the escape wheel. 


ments. However, one is entirely unpolished, two are 
polished only at their thread-ends and one has 4 
polished head. Bearing in mind that a polished surface 's 
meant to please and meet the eye, it should be easy to 
recognize them. 

(Please turn to page 218) 
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heen PICKLING—What can we do about pick- 


ling jewelry after soldering, on which there remains 
a greenish coating, more or less hard to remove by polish- 
ing? Can you tell us what solution is used for the electro- 
pickling process? (Question No. 6198) O. S. D. 


Answer—lt is possible that your trouble is due to over- 
looking the difference between higher and lower “karats"’ 
of gold, in doing this work. For gold under 14K and 
silver, a pickel solution is customarily made of sulphuric 
acid one part, and 8 or 9 parts water. For 14K or higher 
karat gold, a pickle made of 4 ounces of C. P. nitric acid 
and 1 gallon of water, may be used. 

An average solution for electro-pickling is made of 
sulphuric acid 16 ounces, phosphoric acid (75%) 3 or 


4 drops, and water 1 gallon. 


INE POLISHING—I am restoring a fine old Frederic 
Nicoud Swiss watch; customer says “money no ob- 
ject,” and tried polishing the gold train wheel tops. But 
can't get them free of scratches. I use a boxwood slip. 
with fine diamantine. Can you help? (Question No. 


6199). 


Answer—Scratches may be caused by unseen particles 
of foreign matter on the lap or in the abrasive used. 
You might try refacing the surface of your wood lap 
with a clean fine-cut file and use diamantine from a fresh 
bottle that would be uncontaminated by foreign matter. 
Better than boxwood would be a lap made of pure tin. 
If you do not have block tin in suitable form, which 
would be in sheet or plate material about 14 inch thick, 
you could melt the tin and pour it on a flat metal surface, 
then cut a piece a little larger in area than the wheel. 
Drill a hole in center into which the pinion or pivot 
standing above the plane of the wheel would go. Cross- 
file the working surface of the lap with a fine-cut clean 
flat file. Cement the wheel on a screw-chuck brass in 
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your lathe. Charge the lap thinly with finest diamantine. 
or rouge powder, mixed with clean oil to a very thick. 
almost hard, paste. Run the work moderately fast in the 
lathe. Hold the tin lap against the wheel, giving the lap 
a slight vibratory motion, edgewise. Watch the progres 
of the polishing carefully. A fine polish should soon 
appear. 
The trick of holding the lap is to press it firmly against 
the work with a finger, keeping it flat against the wheel. 
at the same time using two other fingers on the edge of 
lap to vibrate it. If the wheel-surface is not dead-flat in 
the first place, it should be made so before beginning 
polishing, with a lap made of Scotch or water-of-Ayr stone 
kept wet with water. For cleaning the work between stages 
of the flattening or polishing processes, use some highly 
volatile petroleum liquid like dry-cleaners’ fluid or “Neu- 
vogene.” Some fine grades of naphtha will do for this. 
Alcohol would do but it would dissolve some of the 
cement that holds the wheel to the chuck-brass and 
interfere with the polishing. 
For success in this operation, you may need some 
practice in it; it calls for a good measure of skill obtain- 


able only through experience. 


ING STRETCHING—Would like a little information 
about stretching plain rings. Must we heat them 
first? How should we decide whether to stretch a ring 
or cut it and solder a piece in to make it larger? (Ques- 


tion No. 6200) C. J. H. 


Answer—lIt is not necessary to pre-heat a ring in order 
to enlarge it moderately by stretching. In fact, the degree 
of heat needed to make a worth-while change in the 
malleability of the gold in the ring would also be apt te 
melt the solder from the joint, so there would be no 
economy in stretching, instead of cutting and soldering 


in a piece to enlarge the diameter. 
For stretching a plain ring, the simplest equipment !s 
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a hard steel tapered ring-mandrel and a heavy rawhide 
mallet. Push the ring onto the mandrel as far as it will 
go, then strike a series of blows with the mallet, (moder- 
ately hard blows), all around the ring. The increase of 
diameter can be judged as the ring can be pressed farther 
and farther towards the large end of the mandrel. Or. 
if you wish, you may use a ring-stretching machine, which 
either rolls or swages the ring between pairs of steel rolls 
or dies. 

There are many types and makes of ring-stretching 
machines, sold by jewelers’ supplies-dealers. Your regular 
dealer could send you descriptions and prices, with the 
various manufacturers’ claims for the merits of their 
different machines. 


AMASKEENING—What is the finish on watches 
called, that has flowers, designs, etc., apparently 


ground into the metal plates? Sketch of some of it is 
enclosed. (Question No. 6201) M. P. 


Answer—tThe decoration indicated in your sketch is 
“damaskeening.’ The work is done by coating the sur- 
face to be damaskeened with an abrasive powder mixed 
in oil, then holding, or moving, the coated metal against 
a rotating small lap (of bone, ivory, or close-grained 
wood), which picks up grains of abrasive and grinds the 
design into the metal surface. 

Damaskeening in elaborate forms was very popular on 
large watches where there were broad surfaces to ac- 
commodate it, but has largely passed out of use since 
watch movements have for the most part become so 
small. 

In quantity-production, as in large watch factories, the 
movement of the plates against the laps (or vice-versa 
was done by machinery in which metal forms, cut accord- 
ing to the design, controlled the movements of the work. 
Practiced skill in use of a flexible-shaft hand-tool can be 
employed for doing single jobs of damaskeening or for 
touching-up and restoring damaskeening that has been 
damaged. A variety of damaskeening sometimes used on 
parts like pallet-bridges or in the bottoms of wheel re- 
cesses in lower plates, called “pearling” or “spotting,” 
consists of circles of the graining, made with an end-lap 
of small diameter, with the circular spots more or less 
overlapping one another. 


—_— BANKINGS—How can I adjust bankings on a 

watch where the bankings are not adjustable, but 
are solid parts of the watch plate? Also, when I soften 
bent pivots for straightening them, the heavy tweezers I 
use sometimes make little flat surfaces on the end of 
pivot. Can you tell me how to avoid this? (Question 


No. 6202) R. C. N. 

Answer—tThe type of bankings that are solidly a part 
of the lower plate of a watch, are of course not adjustable 
easily like those with eccentric pins on friction-screws. 
In repairing and adjusting escapements with such bank- 
ings, you must assume that the bankings were correctly 
placed originally and, if they show no signs of having 
been altered (by filing or otherwise cutting the metal) 
you may then assume that they are correct at present 
time. If you find any faults in those pallet or fork actions 
that are governed by bankings, these faults must be cor- 
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rected by restoring original conditions to pallets, for} 
etc., instead of doing anything to bankings. But, jf solid 
bankings show signs of having been cut or filed, they ; 
hole may be drilled in lower plate at any such location, 
and a filed pin (nickel wire) fitted and driven in tightly. 
then trimmed by skillful filing or face-plate turning, to 
provide banking at correct position. 

In straightening bent balance pivots, never actyall, 
draw temper of the steel. Heat your tweezers, or othe; 
tool, as hot as can be without detempering the Pivot, 
This is simply to reduce the risk of cracking the pivot 
while bending it. If a pivot is so much bent that jt 
would need detempering to straighten it. it shouldn’t }e 
straightened at all, but a new staff, or a good repivoting 
job should be done. 


HRONOGRAPH DIALS—How are all the differen; 
kinds of dials read, that are on these modern chrono. 
«raph watches? Some of them have me puzzled. (Ques. 


tion No. 6203) A. M. 


Answer—There are many variations on the simple 
chronograph dial, some for special purposes, and we 
suggest that you send us your own pencil sketches of the 
ones you wish explained, or catalog illustrations. This 
would confine the explanation to a reasonable scope or 
amount of writing. A complete descripiion of them, 
might call for using too much space to be suitable for 
this department. 


Watch Screws 


(From page 214) 


The screws that are polished on their thread-ends only 
while their heads remain unfinished, are the upper (bal. 
ance) cap jewel screws, since these are fastened to the 
cap jewels from underneath the balance bridge. The 
heads of these screws are not seen so the heads remain 
unpolished. The thread-ends come up flush with the 
polished surface of the cap jewel so these are rounded 
off and burnished to a high gloss. The screw that has 
the polished head is the escape bridge cap (upper) 
jewel screw as this is fastened from the top of the bridge. 
down through the cap jewel into the bridge. 

The unpolished screw is the lower cap jewel screw. 
This screw’s head is covered by the dial and its thread: 
ends concealed by the plates and the balance. Because 
this screw must support the cap jewel alone, it is often 
made a little heavier than the upper cap jewel screws. 
All this is shown in Figure 9. 

Sometimes, there are two lower cap jewel screws that 
are similar except for length; one being very short. The 
shorter screw belongs to the lower escape cap jewel. Ii 
the longer screw is used here, the watch will not run. 
Figure 10 shows why. Here the longer screw emerges 
through the lower plate and comes up between the spokes 
of the low-lying escape wheel and acts as a block. The 
longer screw should be used to bind the lower balance 
cap jewel. 

Setting bridge screws are heavier than cap jewel screws 
because they must fasten a heavier piece and space fot 


a larger screw is made available. 
(To be continued) 
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Feny, Meeny, Miney, Mo... 
to which jeweler’s shall | go? 





T’S not just by chance that customers patronize a par- 

ticular jewelry store. People will go out of their way 
to trade in a modern, attractive establishment. A neat 
sparkling store front of Pittsburgh Glass and Pittco 
Store Front Metal is a real customer-winner . . . an 
ageressive sales-booster. It proclaims an up-to-date 
business where the customer can get the latest and finest 
merchandise and services. 

Up and down the country merchants have improved 
their businesses by modernizing with Pittsburgh Prod- 


a 





Store fronts 
and Interiors 


by Pittsburgh 








Ne 





PAINTS - GLASS :- 


PITTSBURGH PLAT 





“LET’'S SHOP AT FINK’S.” 


It's easy to see why people might go 
out of their way to shop at this 
jewelry store in Roanoke, Va. It is a 
neat, attractive building with a spark- 
ling, inviting front of Carrara Glass. 
The display windows and surround- 
ing areas are Polished Plate Glass. 
The handsome Herculite Door adds 
the finishing touch to the modern de- 
sign .. . it fairly beckons passers-by 
to come in. More people will shop at 
your store, too, when you modernize 
with Pittsburgh Products. 


ucts. And what Pittsburgh Glass and Pittco Store Front 
Metal have done for others . . . they can do for you! 


But remember this: when you remodel don’t skimp. 
It’s the complete modernization job — inside and out — 
that pays the biggest dividends in better business. If 
you desire terms, they can be arranged through the Pitts- 
burgh Time Payment Plan. And you can count on our 
fullest cooperation in helping you and your architect 
select a well-planned and economical store front design. 


In the meantime, why not send for one of our descrip- 
tive booklets on store remodeling, “Modern Ways for 
Modern Days”? It’s yours for the asking. Just return 
the coupon below. 


at iat aan anaes ieee ar tena tine tae eaanei, 
r Pittsburgh Plate Glass Company | 
| 2025-0 Grant Building, Pittsburgh 19, Pa. 
Without obligation on my part, please send me a FREE copy of 
your book on store modernization, *“‘Modern Ways for Modern 
| Days.” | 
| Ee a a a ee ee 
Address- ee eee 7 ee 
| City - ee | 


CHEMICALS - BRUSHES - PLASTICS 


E GLASS COMPANY 
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News 





O & B Reveals New Plan 


At the annual sales meeting of Ostby & 
Barton Co., held at the Sheraton Biltmore 
Hotel in Providence, Jan. 11 to 13, Vice 
President and Sales Manager N. G. Anitole 
announced the “O & B Direct Support 
Partnership Plan,” which passes on many 
of the benefits of direct manufacturer-to- 
retailer sales to the retailers themselves. 

Among the “passed-on benefits” of this 
plan, are year-round support for the re- 
tailer through national advertising in such 
magazines as Life and Look, along with 
local promotions. 
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tie-in window 


with 
displays, will be offered for seasonal pro- 


Free dealer mats, 
motions. In addition, there will be spe- 
cial promotions of a non-seasonal nature 
for which mats and displays will also be 
furnished. 


Exhibits Latest Timepieces 


Samuel Kaufman, president of Semca 
Clock Co., Inc., discusses the new Semca 
birthstone clock with Hazel Markel on the 
WTTG television show “Meet Mrs. Markel” 
in Washington, D. C. 





Kaufman was starred as a guest on the 
program following a= luncheon the 
Washington press and buyers. 


for 
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Spring Promotions For 
Community and Tudor Plates 


Oneida Ltd. has just released plans tor 
an extensive advertising campaign aimed 
at the spring gift-buying market. Oneida - 
widespread national advertising campaign 
highlights the new Community Sweetheart 
Chest and new Tudor Plate Chests. 

The Community Plate national advertis- 
ing campaign is designed to reach evers 
part of the market with the complete 
silverware line displayed in impressive 
full-page four-color ads in such publica- 
tions as Life, Look, Ladies Home Journai, 
Woman’s Home Companion, Good House- 
leeeping, Cosmopolitan, Redbook, Amer- 
ican, Household, McCall's, Mademoiselle. 


Charm, and Glamour. 


The Community Sweetheart Set will be 
offered in a heart-shaped chest, an eye- 
catching setting for the 61 pieces. Dis- 
play and price cards are furnished to en- 
able retailers to tie-in with the national 
advertising. 

The Tudor plate promotion points oui 
a large saving for the consumer in both 
the 71- and 68-piece sets which are boxed 
in attractive chests. Promotion material 
emphasizes the consumer saving of $10.50 
on the set, when compared with the open 
stock value. 


New Display Boxes 


\ccording to a recent announcement 
by Novelty Box Co., 385 Gerard Ave.. 
New York, designers of ring, watch, and 
jewelry boxes, has introduced three new 
boxes in various lustrous colors besides 
pearl and transparent. The heart-shaped 
wedding box, No. 45, comes in_ trans- 
parent: while the No. 46, also heart- 
shaped is all pearl. The watch box No. 





155 (illustrated) features a filigreed top 
and is supplied in coral, blue and ivory: 


it is fitted with wine and blue velvet pads 
to hold all types of watches. 


Girard-Perregaux 
Appoint N. W. Ayer 


Jean Graef, Inc., New York City, import- 
ers and distributors of Girard-Perregaux 
watches, early in January appointed N. W. 
\ver & Son, Inc., as their advertising agent. 











rr, 


Keepsake Wins 
Fashion Award 


Fashion’s coveted award, the Fashion 
Academy Gold Medal, has just beep pre. 
sented to Keepsake Diamond Engagemen; 
and Wedding Rings. The Fashion Acag. 
emy, which annually names America’s beg. 
dressed women, also recognizes outstandino 
leaders in various fields for notable atte 
plishments in styling and design, Keepsake. 
the Fashion Academy's 1950 choice, Was 
honored in particular for “exquisite de. 
sign and brilliant fashion styling.” 





When presenting the award to Robert A, 
Pond, president, A. H. Pond Co. (Keep. 
sake). Emil Alvin’ Hartman, Fashion 
\cademy director, said: “The natural 
heauty of Keepsake Diamonds, whether 
large or small, has been luxuriously en. 
hanced by placing them in settings that are 
lovely in design, eloquent in fashion 
appeal.” 

Life, Look and other leading national 
magazines will carry a series of Keepsake 
full and half-pages on the award, in both 
color and black-and-white. 

Upon receiving the award, Keepsake 
<wung into action to prepare a new line-up 
of dealer sales helps. These special sales 
aids include recorded radio spots, movie 
trailers, window displays, counter cards, 
24-sheet In addition, dealers are 
provided with a mat containing 
60 ads and many ad-making units. 


posters. 
service 


~~ _-_ 


Farrington Acquires 
New Plant 


Harry J. Farrington, president and chair- 
man of the board of Farrington Mfg. Co., 
of Boston, makers of metal boxes and 
jewel cases, announced recently the acqul- 
sition of a new plant in Walpole, Mass., by 
its wholly owned subsidiary, Farrington 
Texol Corp. Farrington stated that the new 
plant, one of the most modern and _ best 
equipped of its kind in the country, con- 
taining about 25,000 square feet, is espe 
cially designed for the manufacture of 
coated fabrics and compounded chemicals. 

The new plant, Farrington pointed out, 
is the most recent development of the post- 
war expansion of the company’s operations, 
which has resulted in record sales for 1949. 
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‘Itreduced our losses... 


gives faster service, and 










Mr. Norman Roth, 
Owner of Norman’s, Inc., 
Jewelers, Louisville, Kentucky. 


“syye installed our National 

Window Posting System 

in February 1948. Prior to 

that, we used a handwritten 

>» = ' passbook and a duplicate set 

of ledger cards — also hand 

posted. There was no assurance that the customer’s 

book and our records agreed. It required considerable 

time at the end of the day to arrive at a breakdown 
of our various charges and credits. 

“With the National system all records agree, and 
the breakdown is automatic at the time of posting. 
We feel that this system has reduced our losses, given 
faster service, and increased customer good will. 


is 








our customers like it!” 





“We would not hesitate to recommend the 
National Window Posting System to anyone in our 
line of business.”’ 

So writes Mr. Roth, about the modern National 
Window Posting System in his jewelry store. If you 
want to increase sales through better service to 
customers, get better cash-control, and simplify your 
record-keeping...talk over your problems with the 
man who can help you—your local National repre- 
sentative. He has the backing of his company’s 65 
years’ experience in building better business systems. 
Ask him to survey 
your present methods, 
and recommend a sys- 
tem exactly suited to 
your store’s needs. 






ACCOUNTING MACHINES — 


THE NATIONAL CASH REGISTER COMPANY. DAYTON 9. OHIO 
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Hamilton in Plexiglas 


The Hamilton Watch Co. recently had 
made a giant-sized watch movement from 
Plexiglas for use as a working model and 
star performer in its non-technical motion 
picture, “How a Watch Works.” The 7% 
foot model (some 50 times normal dimen- 
sions) which contains most of the parts 
of an actual watch was arranged in a line 
to illustrate the flow of power. 





The motion picture is being shown, 
often with local jeweler sponsorship, be- 
fore men’s clubs, hobby groups, schools 
and the staffs of retail jewelers. 


Flex-Let Winter Sales Meet 


The Flex-Let Corporation held its annual 
winter sales conference recently at the Park 
Sheraton Hotel, New York City. Present 
were company officials, the entire Flex-Let 
sales staff and representatives of Flex-Let’s 
advertising agency. 

Extensive promotion campaigns for 1950 
were mapped out, including an intensive 
sales program for developing additional 
Flex-Let retail outlet. 


Paulson's Movement Holder 
Reduced 


The movement holder securely holds all 
sizes of watch movements from the smallest 
to the largest, securely, and without pos- 
sible injury to the movements. Formerly 
selling at $5.00, it is now being sold by 
the Paulson Company, 131 So. Wabash 
Ave., Chicago 3, for $3.95. 





This is just one of the many popular 
devices shown in the new, “Voice of the 
Retail Jeweler,” Vol. 21, No. 2, recently 
mailed. If not received, write to the 
Paulson Company for a free copy. 
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Bulova Awarded 1950 
Fashion Academy Medal 


On the basis of Design Achievement and 
Fashion Appeal, the coveted 1950 Fashion 
Academy Gold Medal Award has _ been 
presented to the Bulova Watch Co., it was 
announced recently. 

In accepting the award on behalf of 
Bulova, John H. Ballard, president, stated, 
“Superior design, distinctive fashion appeal 
and the adherence to the modern fashion 
picture have always been of paramount 
importance to Bulova.” 


Children's Package 
From Louis Stern 


A children’s jewelry package has just 
been introduced by the Louis Stern Co., 
Providence, R. I. Combining a piece of 
Dainty Maid children’s jewelry and a two- 
side unbreakable record, the package has 
as its motif scores of fairy tale characters. 








The Dainty Maid musical gift album 
will be available with a variety of jewelry, 
including lockets, crosses and bracelets. 


Longines New Electric 
Sports Timer 


A complicated array of high precision 
electronic automatic equipment designed 
to eliminate the possibility of human error 
in timing sports events was demonstrated 
to timing officials and members of the 
sports press on Jan. 18 at a luncheon at 
the Park Lane Hotel, New York, by the 
Longines-Wittnauer Watch Co. Fred 
Pfister, technical expert of the Longines 
factory where it was developed, conducted 
the demonstration. 

The F.L.S. (Federation Internationale de 
Ski) has officially selected this equipment 
to time the World Ski Championships to 
be held at Lake Placid, New York, and 
Aspen, Colorado, for its initial application 
in this country. 

Registering another first, the short-wave 
equipment created for this purpose by 
Longines, was granted the first license 
ever issued by the Federal Communications 
Commission to a radio transmitter designed 
expressly for sports timing. 











O & B Appoints Manne 


Ostby & Barton Co. announced the a 
pointment of Stanley Manne as parte: 
sales manager. During the last six Years 
Manne traveled Pennsylvania. me 
Southern territories, and enjoys q Wide 
acquaintance in the jewelry trade. 


has 


Fashion Academy Award 
to Rolfs 


Fashion Academy has awarded its Meda] 
of Achievement for fashion in the persona] 
leather goods field to Rolfs, West Bend 
Wis. | 





Pictured above is the Fashion Academy 
Gold Medal surrounded by the Rolfs “Dj. 
rector’ and “Directress” billfolds. 


Semar, Sales Manager 
at Rolls Razor 

William A. Hadl, of Rolls 
Razor, Inc., recently announced the ap. 


pointment of John M. Semar as sales mana- 
ser of the company. 


president 


New Timex Watch Line 


Pierre Godart, director of sales for the 
United States Time Corporation, revealed 
the details of the company’s new All-Ameri- 
can-made Timex wrist watches at a sales 
meeting held at the Abilene, Tex., plant. 
Nineteen hundred fifty plans call for na- 
tional distribution and promotion. 

Godart stressed the fact that Timex, with 
shock-proof construction, three-position ad- 
justment and other features retail for as 


low as $9.95. 


Croton 
Sales 
Manager 


SIDNEY ASHERMAN, 


Sales Manager, 
Croton Watch Co. 





Sidney Asherman has been appointed 
sales manager of the Croton Watch (Co., 
Inc. 

He was formerly sales representative with 
this firm covering all the major cities in 
the United States, and has been connected 
with the jewelry industry for the past 20 
years. 
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MACHINE 


STAMPS 
Fountain Pens 


Leather Goods 


° 
r 

@ Writing Papers 
®@ Book Matches 
® Napkins 

© Gift Items 


WES eos Soa: 


Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 
speed, simplicity and case of 
operation assure you of 

extra profit. 


XC white for catolog and copy of “TNE KINGS. E* PLAN” 
KINGSLE STAMPING MACHINE CO. 
1606 Cahuenga Bivd. « Hollywood 28, Calif. 

A NEw Swiss-4 Type Lappinc MACHINE | 
Curvature Lap- 
ping, Round, 
Flat Facets, for 
Watches, Rings, 
Bracelet Parts. 


A quiet running 
machine. 














We have developed a 
New Alloy for lapping 
Stainless Steel Watch 
Cases to a Mirror Finish, 


ALKA PRECISION TOOLS & EXP. WORK 


| 22-44 122 ST. COLLEGE POINT, N. Y. 














Tel. Flushing 3-6125 











Quay WATCH OIL 


FOR OVER A CENTURY 
WILLIAM F- 
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NEW BEDFORD: MASS. 


Finest Precision Oils Since 1E44 
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for profitable 





chronograph watch repair 


Of the many tools developed to aid the watchmaker 
during the past 50 years, none has brought greater 
tangible returns than the new 24-volume EsembI!-O-Graf 
Library. 


Opening an entirely new field of profitable watch 
repair, the Esembl-O-Graf Library enables you to 
service any chronograph watch on the market in less 
than 1/3 the time formerly required. Each volume gives 
you complete step-by-step procedure for a particular 
easily identified chronograph movement. Each page is 
complete in itself, giving concise, fully-illustrated in- 
structions for assembly or disassembly of one part. Noth- 
ing is left to guesswork or memory; every style screw 
and its exact number of threads, every intricate adjust- 
ment and oiling procedure is described in brief, direct 
terms. 


The Esembl-O-Graf Library is a tool, not a textbook. 
It is ready for immediate use when you need it, like 
any other tool on your bench. No outside study is neces- 
sary. Order this amazing new working library from 
your local watch material dealer today and begin to 
reap chronograph repair profits immediately. 


Your purchase of the Esembl-O-Graf Library entitles you to the 
continued services of our chronograph technicians. Should you en- 
counter an unusual problem which you cannot remedy, you may 
send the chronograph to our laboratory for analysis; or, if you 
prefer, our technicians will complete the job at a nominal charge. 


ONLY $7.00 DOWN brings you the 
complete 24 vol. Esembl-O-Graf Library 


You pay the remainder in 21 easy monthly installments of 
$7.00 each. See your local watch material dealer NOW.* 
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*If your dealer cannot supply you, send us the 
above form, giving name of dealer. Your 
order will be attended promptly. 





A VOLUME FOR EVERY MOVEMENT 
A PAGE FOR EVERY PART 


AIRE, 


RESEARCH LABORATORIES 


SALES DEPARTMENT 
FIRST FLOOR, CHAMBER OF COMMERCE BLDG., PITTSBURGH 22, PA. 
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New Packages for 
Universal Geneve 


Starting with the new year, Universal 
Geneve will use sealed Polyethylene bags 
as shipping protectors for their watches. 
Its rubbery surface wards off scratches 
and provides a cushion for the protection 
of the watch against accidental rough han- 
dling. It is waterproof, dustproof and air 
tight. 





Universal Geneve watches are checked 
immediately before shipment and the time 
of the check is printed on each bag. 
In this way the dealer is assured of re- 
ceiving his Universal Geneve in the best 
possible condition. To the retail customer, 
the sealed bags impart an impression of 
cleanliness and respect for the timepiece 
within. 


New Hadley Bracelets 
Have "Floating Rivets” 


A new construction of expansion brace- 
lets, called “Floating Rivets,” has been 
announced by The Hadley Co. of Provi- 
dence, R. I. This principle utilizes a meth- 
od of manufacture by which rivets join 
the links firmly, yet allow them to rotate 
freely without physical attachment between 
rivet and link. 





According to George A. Ingleby, presi- 
dent of The Hadley Co., the new “Floating 
Rivet” construction will free the retailer 
of the problem of repairs due to rivets. 

Coupled with this new bracelet construc- 
tion, Hadley introduces three new attach- 
ments in both the men’s and ladies’ lines. 
For men, the Warwick, Legionnaire and 
the Kingman will be available in white, 
yellow and rose as will Minuet, Melody 
and Beverly for women. 


224 














Elgin American's 
New Gift Line 


The Elgin American Co. has announced 
an “American Beauty” line of gift jewelry 
and fashion accessories for the wholesale 
“affording the wholesaler and oppor- 
tunity to merchandise in volume products 
with established and advertised brand 
names.” 

The announcement was male by Allen 
B. Gellman, Elgin American president, who 
said the “American Beauty” line will in- 
clude compacts, which will retail from $1.95 
to $4.95: dresser sets, three-piece to mul- 
tiple 15-piece; cigarette lighters and single 
and double row cigarette cases; magnifying 


trade, 


mirrors and an around-the-neck plastic 
mirror. He has geared production to 


“American Beauty” sales of five million 
dollars in 1950. 


“American Beauty” Line 
Through Wholesalers 


Here is a Valentine display of compacts 
in the new “American Beauty’ line. 





This new line was just announced to the 
wholesale trade by Allen B. Gellman, presi- 
ident of the Elgin American Co. The com- 
pacts retail from $1.95 to $5. 


Hallmark Expands Facilities 


Harry Aronson, president of the Hall- 
mark Watch Corp., 5 N. Wabash Ave., Chi- 
cago 2, Ill., recently announced that his 
organization has acquired additional space 
that doubles the square footage of their 
present quarters. The greater area will be 
used for the installation of new, modern 
equipment. 


Anson Plans For 
Next Six Months 


As a climax of a recent sales meeting 
which was held recently for two days at the 
Sheraton Biltmore Hotel. Olof V. Ander- 
son, president of Anson, Incorporated, an- 
nounced for January that promotion will 
feature their new “Nife” tie slide wherein 
the knife blade completely disappears; in 
February, a Portrait tie slide, which holds 
three portraits: for March two tie slides. 
One complete with fish and line, the other 
a shotgun. For April, the program is on a 
new line of collar holders. 

The company will soon announce their 
advertising schedule which will be consid- 
erably larger than previously used by Anson 
during the first six months’ period. 











Fashion Award for Parker 


James N. Black, center. VCe-presiden 
and sales manager for the Parker “we ri 
receives from Emil Alvin Hartman le 
director of the Fashion Academy, that in 
stitution’s 1950 gold medal award for fer 


até ine 1eV } rly 
standing achievement in styling the “Sy 





fountain pen. At right is D. R. Dayhoff. 
New York, eastern divisional sales manager 
for Parker. 


Lux Announces 
New Sales Set-Up 


New sales and merchandising arrange. 
ment was recently announced by Lux Clock 
Manufacturing Co., makers of spring 
wound alarm and novelty clocks and tim. 
ers, Waterbury, Conn. According to Fred 
Lux, founder and president of the 40-year. 
old company, sales and merchandising 0! 
Lux products had previously been _han- 
dled by the DeLuxe Clock & Manufactur. 
ing Co. as an independent distributing 
agency. With the acquisition of this 
company in the spring of 1949, Lux moved 
to establish closer relationships with whole- 
salers and retailers, and said, “We are now 
in a position to control the sales and mer- 
chandising methods employed in the dis- 
tribution of our own merchandise.” 

The new sales set-up which continues 
under the old DeLuxe Clock & Manufae- 
turing Co. name, has been placed under 
the direction of Edwin W. Kaler as Gen- 
eral Sales Manager. Kaler was formerly 
with Talon Fasteners and Archer hosiery. 


WatchMaster on TV 


In the accompanying photograph is Kathi 
Norris, known for her popular television 
show over Station WABD in New York. 





With her is C. H. Fetter, president of 
American Time Products, demonstrating to 
Miss Norris (and to the television audi- 
ence) just why a watch should be taken to 
a WatchMaster user when it needs repair. 
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USEFUL AND HANDY 











FOR THE WATCHMAKER 


Keystone 
Watch Repair 
Record Book 

§$2.7§ Postpaid 


THE JEWELERS’ 
CIRCULAR - KEYSTONE 


100 E. 42ND ST., NEW YORK 17, N. Y. 








Check or money orders must accompany all orders. 





Do not send cash. 























DOPE 
BARBER «xo SLUISHR 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


: HO) |D1@) \ amen 
CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


fee LONDON, ANTWERP ano AMSTERDAM 











HOWARD AUCTION ASSOCIATES 


will buy you out or sell you out. Sales conducted from coast to 
coast. You have no expense until you show profit. Interviews at our 
expense. Bank and trade references. All correspondence confidential. 
Staff of experienced auctioneers. 


HOWARD AUCTION ASSOCIATES 


E. M. AUSLANDER, Director 


823 BOARDWALK ATLANTIC CITY, N. J. 
Phones: A.C. 5-0007 — A.C. 2-2043 





ENGRAVE 52> PIECES 


14 ia “MINUTES 





“AND YOU CAN'T 
TELL IT FROM: 
HAND ENGRAVING 


. Ask for Folder c 
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SLOW ACCOUNTS 


Collect them with the MODERN COLLECTION SYSTEM at a cost often 
as low as 2 of 1%. Allen Jewelry Co. writes: “Your SYSTEM surely 
brings in slow accounts. It collects without offending.” Write today 
for our FREE TRIAL OFFER. 


Creditors Assn., 1477 Ridgeway Rd., Dayton 9, Ohio 









FOR FEBRUARY, 1950 



















Newest, Best Seller 
for Your 
Silver and Gift Trade 


TRIM 


Transparent Protectors 
for Silver, China, Linen 





e Moth Proof, Tarnish Proof 

e Dirt, Dust and Moisture Proof 

e Perfect Visibility, Easy Access 

e Tough, Crystal-ciear Vinylite 

e Beautifies Cupboards, Cases, 
efc. 


Envelope type Vinylite protectors 
in several sizes are interchange- 
able for flat and hollow-ware 
silver, china or linen. Roll-type 
units with 12 or more pockets for 
flat silver. Roll unit for 6-pc 
silver place setting is marvelous 
for "bride trade." Among units 





available, and list prices, nation- Designed by Lucile Whittier 
ally advertised: Now, Nationally advertised 
Trim Unit for 6-pe Flat Silver place setting ................ $1.25 
Trim KIT for 72-pe Flat Silver service ................00005. 6.75 
12 units, each 15x19"... . $5.00 6 Units, 12x13" ........ 2.00 
1S units, Ass't Sizes .... 5.00 | Unit, 18x24" ........ 2.00 
3 Units, each 16x20".... 2.00 S Vall, BGR” ........ 3.00 
| Shelf Protector, 27" deep NS chbkenednemaeseows 1.00 


THEERIM Company ininae. 40% 


545-JCK Gladstone S.E., Grand Rapids, Mich. 
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1950 Feature Lock Ring Styles 


Awareness of the jeweler’s need for 
merchandise he can offer at a reasonable 
price is evident in the new 1950 line of 
Feature Lock engagement and wedding 
rings created by the Feature Ring Co., 


New York City. 





The new Feature Lock rings have been 
designed to give an appearance of dia- 
mond rings many times the price. The 
patented Feature Lock eliminates tilting, 
twisting and shifting of rings on the finger, 
and permits engagement and wedding rings 
to be purchased and worn separately. 


New Sales 
Manager 
At Davidson 


SYDNEY X. DAVIS, 
Sales Manager, 
Davidson & Sons 





Henry Davidson, president of Davidson & 
Sons Jewelry Co., Inc., manufacturers of 
Dason rings, announced the appointment 
of Sydney X. Davis as the firm’s sales 
manager. 


Stop-Watch Test 
On J-B Watch Bands 


In an official test conducted by the 
United States Testing Co., three young 
ladies averaged only eight seconds in at- 
taching the new J-B End-O-Matic end to 
small, medium and large watch lugs. No 
tools were used and none of the young 
ladies had ever attempted to attach a watch 
band to a watch before. The report, made 
by U. S. Testing Co. technicians who timed 
the test with stop watches, showed that the 
slowest recorded time for attaching the 
End-O-Matic end to large lugs was 10% 
seconds, while small lugs were fitted in as 
little as six seconds. The average time for 
detaching the End-O-Matic end from all 
size lugs was less than three seconds. 
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Self-Winding Lady's Watch 
by Eterna 


The 1950 Eterna-Matic, a small self- 
winding lady’s wrist watch, made its debut 
recently at the Swiss watch fashion preview. 
This watch was originated by Dr. Rudolph 
Schild, head of the Eterna Watch Co., of 
Grenchen, Switzerland. 

Men’s_ self-winding watches have long 
been popular, he points out, but women’s 
automatics have heretofore been practically 
non-existent because of the technical difh- 
culties involved in incorporating a self- 
winding mechanism in a case small enough 
to attract fashion-minded women. 


“Diamond Exhibit" 
Unit by Freed 


Edwin Freed, 1233 Sixth Ave., New 
York, has a “1950 Diamond Exhibit” unit 
that offers jewelers material to tie in with 
the JIC’s “1950 Diamond Exhibit.” 

Focal point of interest is an oil-colored 
three-dimensional “Diamond Exhibit” sign- 
card, 13 in. by 21 in. Easeled, these ro- 
mantic signs are accompanied by ten 
matching silk-screened slogan cards, stress- 
ing engagement rings, watches, rings, etc. 
“Diamond Exhibit” banners, 5 in. high 
by 36 in. long, handsomely designed in 
five colors are $1.50 each, three for $3.90, 
$13.90 doz. 


Golber For 
White Metals 


All-white wedding rings are seen as a 
jewelry fashion highlight in 1950 by a lead- 
ing designer in New York. 

Arnold Golber, of the Bristol Seamless 
Ring Co., declared that public opinion in 
the women’s world of fashion is definitely 
shifting in favor of the precious white met- 
als, palladium and platinum. At one time, 
the ratio was as low as one white ring to 
every 10 yellow bands: now it is close to 
50-50, Golber said. 

The designer cited new designs in the 
other jewelry fields as similarly inclined. 
“Magnificent necklaces with paved dia- 
monds and bracelets with delicate gem ar- 
rangements, all in gleaming white settings, 
are the most exciting.” 

“In wedding rings, too, white suggests 
richness and delicacy. During the past 
year, twice as many of our white rings were 
chosen by women as in the previous year.” 


Ollendorff Presents 
"Veterans Series‘ 


Concurrent with the distribution of Na- 
tional Veterans Insurance dividends and 
various state bonuses, the Ollendorff Watch 
Co., Inc., makers of Gotham Watches, are 
now presenting to the trade their new line 
of “Veterans Series” watches. 

The Veterans Series is presented in a 
complete promotional package. Sixteen 
new watches are featured in the wide 
price range and retail prices are set to 
allow good mark-ups. Promotional plans 
include special national publicity in news- 
papers and magazines ap4 in other media. 
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Four-Color Ads 
For Heisey 


Previewing two of the four-color phot 
0- 


graphs scheduled to appear in Hej 
spring consumer advertising are Can 
Reed, Midwest Editor of Living for Yeu 


Homemakers of Chicago: and John Plank 
’ 


Agency, Ine, 


Howard Swink Advertising 
Marion, Ohio. 





In its spring campaign, A. H. Heisey 
& Co. will feature Heisey Rose Etching, 
Orchid Etching, Dolly Madison Rose Ep. 
graving, Plantation, and Waverly in Better 
Homes & Gardens, Bride’s Magazine, House 
Beautiful, Hose & Garden, and Living 
for Young IT memakers. 


Marvel 
Appoints 
Kirsh 


WILLIAM R. KIRSH, 
Gen. Sales Mgr.., 
Marvel Jewelry 

Mfg. Co. 





William R. Kirsh, of Philadelphia, has 


been named general sales manager of 
Marvel Jewelry Mfg. Co., Providence 


manufacturers, it was announced by Ar- 
thur Albenese, Marvel head. 

Kirsh, in his new capacity, appointed Jay 
Raich, 153 S. LaPeer Drive, Beverly Hills, 


Calif., as representative on the West Coast. 


High Ad Budget 
For Ronson 


Alexander Harris, president of Ronson 
Art Metal Works, Inc., announced recently 
that the advertising appropriation for 1950 
will be the largest in the history of the 
Ronson company. The budget will be in 
excess of the $2,000,000 spent for advertis- 
ing in 1949. This announcement was made 
at the semi-annual sales conference of the 
company, held from Jan. 4 through Jan. 7, 
at the Newark Athletic Club in Newark, 
N. J. 

The advertising, merchandising and 
point-of-sale materials to accelerate sales 
during the year were presented as ammuni- 
tion to reach the goal for 1950. 
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NEWS OF PERSONNEL 








MARTIN HAUSER 
(Elgin Watch Co.) 


DAVID LASH 
(Seth Thomas) 


David Lash succeeded G. S. Brown as 
Seth Thomas representative in the Chicago 
territory. He will represent Seth Thomas 
Clocks in charge of Sales and Service cov- 
ering the states of Indiana and Illinois. 

Lash has been assisting G. S. Brown for 
the past several months. 

Appointment of three new sales represen- 
tatives has been announced by Elgin Na- 
tional Watch Co.: Murray S. Benway, who 
will cover the Altoona, Pa., territory; 
Martin Hauser, assigned to the Newark, 
N. J., territory; Thomas M. Campbell, as- 
signed to the Kansas City territory to re- 
place Taylor O. Wright, Jr., newly ap- 
pointed western sales manager. 

Elizabeth Robertson Hill’ of Louisville, 
Ky., formerly with Wm. Kendrick Jewelers, 
Inc., has joined the Doulton China Co., 
Ltd., as an assistant in the advertising 
department. 

The Wilberg Jewelry Corp. announces 
that Jerry Kantor, who is connected with 
the Rima Watch Co., will represent them 
throughout the South and Southwest. 

Jules Hochman, sales manager, Flex-Let 
Corp., East Providence, R. I., recently an- 
nounced the appointments of Ira L. Silver- 
man and Rudy O’Larte to the Flex-Let sales 
force. 

H. Sacks & Sons of Brookline, Mass., 
makers of copies of Sheffield Silver, an- 
nounce the appointment of Gabriel Loring 
as general sales manager and the opening 
of new sales and display offices at 2 Park 
Avenue, New York City. 

Charles M. Rowland has been appointed 
Los Angeles manager of appliance sales 
for the General Electric Co. 

Worden-Munnis Co. of Boston, manufac- 





ELIZABETH HILL 


JERRY KANTOR 
(Doulton China) 


(Willberg Jewelry) 
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T. M. CAMPBELL 
(Elgin Watch Co.) 


MURRAY S. BENWAY 
(Elgin Watch Co.) 


turers of fine sterling silver hollowware, an- 
nounce the appointment of Stuart Swain as 
their Southern and Southwestern represen- 
tative. Swain also represents the Charles 
Thomas Co.. of Attleboro, Mass., manu- 
facturers of sterling novelties. 

Automatic Chain Co. of Providence ap- 
pointed Al Trachman, 448 South Hill St., 
Los Angeles, Calif., as West Coast rep- 
resentative. 

The appointment of two new district 
managers for General Mills home appli- 
ance in the New York Metropolitan Dis- 
trict and surrounding territory, was made 
recently by Robert P. Kelley, sales manager. 

Frederick J. Wood was named Metropoli- 
tan District Manager, succeeding A. W. 
Sellers, resigned. Wood’s territory will in- 
clude the five boroughs of New York City 
plus all of Long Island. 

Named to manage the Jersey Mid-Hud- 
son district is Sanford Wiedenmeyer form- 
erly a branch representative in the Metro- 
politan district. 

Edward L. Harris, a former partner in 
the Lawrence Edwards Co., now represents 
Altheimer & Baer, Inc., Chicago, in the 
South Eastern territory. 

The appointment of Mary Reynolds Rie- 
del to director of women’s activities, Proc- 
tor Electric Co., Philadelphia electrical 
appliance manufacturer, has been made 


known by Walter M. Schwartz, Jr., Pres. 


Eliot F. Parkhurst of Providence, R. L., 
has been appointed salesman and will as- 
sist in advertising and promotion depart- 
ments of the products of the Doulton 
Chain Co., Ltd. 

George Beduze has been appointed Mid- 
west representative by Manne & Sons for 
their line, Econo-Set mountings. 





RUDY O'LARTE 
(Flex-Let Corp.) 


IRA L. SILVERMAN 
(Flex-Let Corp.) 











Jefferson Introduces 
Electric Clock Line 


Jefferson’s new “Golden Hour” electric 
clock is transparent with a clear crystal 
dial. Only one-half inch thick, the Jeffer- 
son “Golden Hour” has a 24-karat gold 
plated, satin finish base and numeral ring; 
numerals and hands are treated with 
radium. 

“Golden Hour” electric clock is a prod- 
uct of Jefferson Electric Co., Bellwood, II1., 
is backed by 35 years of experience in the 
electrical field. According to the com- 
pany, Jefferson produces more than 30 
per cent of all transformers for neon dis- 
play signs, 35 per cent of all ballasts for 
fluorescent lighting industry, and is one 
of the nation’s largest manufacturers of 
electro-mechanical devices. 


--—- ~--—-—— 


Lowell Silver 
Now Tuttle Plating 


Lowell Silver Plating & Mfg. Co. suc- 
ceeds the Tuttle Plating Co. at 107 W. 
Canton St., Boston. S. H. Lowell, the pro- 
prietor, was for for~ years sales manager 
of Tuttle Silver Cv. and in that capacity 
became acquainted with leading retail 
jewelers across the country. Prior to that, 
he was for a number of years in the silver 
department of Shreve, Crump & Low, re- 
tail jewelers of Boston. 


New Imperial Pearl Line 


Imperial Pearl Syndicate, of New York, 
Chicago and Los Angeles, importer of 
cultured pearls, recently presented a new 
line of pearl creations, Sculptured Pearls 
by Imperial. According to David Gold- 
stone, vice president, Sculptured Pearls 
by Imperial represent the nearest approach 
to cultured pearls ever achieved. 

The first offering of Sculptured Pearls 
by Imperial includes one, two and three- 
strand necklaces, hand-knotted, with ster- 
ling silver jeweled clasps, to retail up to 
$35 for the triple strand. Bracelets and 
earrings are also in the collection. 

National and cooperative advertising is 
planned in the immediate future. 





Elgin American With 
Klein Public Relations 


The acquisition of Elgin-American (Illi- 
nois Watch Case Co.) as a client was an- 
nounced by Julius Klein Public Relations 
firm at a four-day conference held recently 
in Chicago. 


Schick Electric Shaver 
Announces Spring Ad Campaign 


“We are continuing the largest advertis- 
ing campaign in our history, as a result of 
the success of our fall program, in which 
we made our first direct attack on the razor 
blade market,” said K. C. Gifford, presi- 
dent of Schick Electric Shaver. Commenc- 
ing next week, Schick’s “Ad-A-Week” 
schedule breaks with half-pages alternating 
in the Saturday Evening Post and Life. 

Plans are now under way for an ex- 
panded drive during the second quarter 
capitalizing on the spring gift season. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
nae 25 words; additional words, 5 cents per 
word. 


“Help Wanted’’——“Lines Wanted’’ and “Side 
Lines”’—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 2S words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceeding month, 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of 1 m dations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








A-1 watchmaker and fine engraver; 
years’ experience. Address ‘“‘A., 418 
care J. C-K. 


30 
ag 





BOOKKEEPER -typist, lady ; many years’ 
jewelry experience. Address “W., 4166,” 
care J C-K. 





JEWELRY, stone setter and engraver; 
long experience; best references. Ad- 
dress “K., 4144,” care J C-K. 





POLISHER on fine jewelry and watch 
cases. Jack Levine, 769 Trinity Ave., 
Bronx 56, New York. Cypress 2-2364. 





WATCHMAKER, engraver, setter, jew- 
elry repairer; first class reference. Ad- 
yo ay Kirsh, 509 S. Sixth Ave., Tucson, 
Ariz. 





JEWELER; 30 years’ experience on fine 
hand made platinum and gold, desires 
position special orders, models, etc. Ad- 
dress “‘L., 4221,’’ care J C-K. 





FIRST class watchmakers, experienced in 
all types of chronographs and timers; 





available at once. Write “A., 3301,” 
care J C-K. 
ENGRAVER and chaser, experienced, 


wants full or part time job in Greater 
. Address “B., 4110,” care 








EXPERIENCED watchmaker; sober, re- 
liable; first class mechanic; Indiana 
license; will go anywhere. Address “E., 
4005,” care J C-K. 


ENAMELER; male; thoroughly experi- 
enced; first class enameling, desires 
Eastern connection. Address “L., 4240,’ 
care J C-K. 


TWENTY-FIVE, single, school graduate, 
three years’ experience, seeks perma- 
nent position: prefer small town. Ad- 
dress “K., 4239,” care J C-K. 














JEWELER, A-1, all around man of high- 
est grade on platinum and gold, desires 





position; can also make models. <Ad- 
dress “A., 3967,” care J C-K. 
SILVER buyer, several years’ experi- 


ence in buying, selling modern and 
antique silverware; best of references. 
Address “B., 4134,” care J C-K. 


RETAIL salesman and manager; 25 
years’ experience in all phases of jew- 
elry store operations; presently em- 
ployed; A-1 references. Address “K.., 
4202,” care J C-K. 




















DESIGNER; student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 
Art School, 217-01 Corbett Rd., Bay- 
side, L. I 





FOREMAN for five years, 28 years in 
jewelry business, would like to make 
new contact; present contract expires 
February 28, 1950. Address “J., 4175,” 
care J C-K. 





WATCH business; man, wide experience 
wholesale and import, seeks permanent 
connection; best references as to hon- 
esty and capability. Address ‘“G., 4173,” 
care J C-K. 





YOUNG lady; attractive personality, 
wishes general office position with dia- 
mond concern; over five years’ experi- 
ence: excellent reference. Address “A., 
4130,” care J C-K. 








WATCHMAKER:;; sober: dependable; ef- 
ficient; capable of first class work, 
seeking position; best of references; 
northern states preferred. Address “D., 
4004,” care J C-K. 





years’ 


WATCHMAKER: 25 experience ; 
have Wisconsin, Indiana and Iowa 
licenses; best of references; will go 


anywhere if position is permanent. Ad- 
dress “L., 4158,” care J C-K. 





YOUNG man, 28, presently employed New 
York retail store, desires to change 
position for better opportunities; ref- 
erences furnished. Address “M., 4224,” 
care J C-K. 





A-1 watchmaker, who is good engraver, 
wants position with high class concern ;: 
also good salesman, and takein man; 
age 55: 40 years’ experience. Address 


oD) 5 7 
“Y., 4246,” care J C-K. 





WATCHMAKER: three years’ experience, 
also sales experience; can manage; re- 
liable, honest, best references; desires 
position New York City, or vicinity. Ad- 
dress “N., 4225,’ care J C-K. 





INSTRUCTOR, watch repairing; 20 years 








at the bench; two and a half years 
teaching: graduated two _ classes in 
watchmaking: Ex G.I.: 36 years old. 


Address “F., 4120.” care J C-K. 





IMMEDIATE availability; top flight all 
around jewelry salesman for better 
class credit store; in his early forties; 
highest reference. Address “B., 3601,” 
care J C-K. 








RETAIL jewelry salesman; credit store 
preferred ; 25 years’ experience: middle- 
aged, married, highest of references. Ad- 
dress Circular 178, Room 1415, Hey- 
worth Blidg., Chicago 2. 





CERTIFIED watchmaker; 49 years of 
age, 33 years’ experience: would like 
to make change; with one store 13 years. 
Write, John E. Abercrombie, 623 Craft 
Hi-way, Prichard, Ala. 





DIAMOND assorter: experienced: excel- 


lent references; trustworthy, reliable 
and ambitious; desires position with 
diamond, ring, or watch concern. Ad- 
dress “C., 4136,’ care J C-K. 








JEWELER, repairing, diamond setting 
and new work, seeks position; high- 
grade retail store preferred; 30 years’ 
experience; location no object. Address 
“G., 4216,” care J C-K. 





ENGRAVER: experienced; fine jeweler, 
hollowware, monograms, crests; desires 
permanent position with first class firm ; 
no trade shops; references. Address “N., 
4241,” care J C-K. 





SNGRAVER:; qualified to execute in all 
various branches; 35 years’ experience 
in diversified fields; desires connection 
with high calibre organization; perma- 
nent. Address “‘M., 4159,’’ care J C-K. 





WOMAN: with excellent detailed whole- 
sale and jobbing background, in jew- 
elry and silverware, seeks position with 
Detroit concern. Address “A., 4109,” 
care J C-K. 

















WATCHMAKER, salesman : 
uate; chronograph and mes STad. 
man ; best of references : perm nai 
position only: capable of takin Manent 
Address “N., 4142,” care J of hare. 

JEWELER; 22 years’ ex : 
special orders and diamond we air, 
gold and platinum, would 
with fine retail store; 
Address “S., 4163,” care J C.K 





r West, 





te 
——— 


WATCHMAKER;; single: graduated 
Germany, also trained in Swiss 
tories; experienced in al]] type ge 
watches and clocks, seeking da AR 
Address “F., 4195,” care J C-K a 


POSITION as diamond salesman, ; 
fine retail establishment; associated 
with retail jewelry business 3; 
years; own business for 12 years, 


Address “H., 4217,” care J C-K, 


n 

















FINE engraver, jeweler, and diamond 
setter; 14 years’ experience; can do 
nice setting and manufacturing; cap- 
able of operating one man shop; Texas 
preferred. Address “L., 4177,” care 
J C-K. | 

WATCHMAKER: 40; married; good 
mechanic; desires suitable connection 
with jewelry store requiring a high 


standard; prefer Northern California. 
Address, William Lorenz, 2719 Clyde 
Ave., Los Angeles 16, Calif. 





SALESMAN; manager, 
owner; thoroughly experienced; cap. 
able of assuming responsibility; al] 
former associations with leading retaj! 
and manufacturing jewelers. Address 
“E., 4150,” care J C-K. 


assistant to 





EXPERIENCED watchmaker and en- 
graver, wants permanent position in 
private owned store, in New York or 
Pennsylvania city, with population un- 
der 30,000; can furnish reference. Ad- 
dress ‘‘P., 4204,” care J C-K. 





YOUNG man, thoroughly’ experienced, 
orders, stock, inventory, correspondence, 
taking care of accounts; seeks position 
with manufacturing or wholesale jew- 
eler; best references. Address “B,, 
4169,” care J C-K. 





ENGRAVER; 20 years’ experience let- 
tering and monogramming fine jewelry 
and silverware, desires position with 
fine retail store; prefer South, South- 
west or West. Address “R., 4162,” care 
J C-K. 








WANTED position as watchmaker or 
manager of repair department; just re- 
covered from very serious accident, need 
employment, preferably Pacific south- 
west. M. A. Reid, 1803 Pine St., Paso 
Robles, Calif. 








DIAMOND setter; all types of setting, 
with some jewelry making and repalr- 
ing experience; married, one child, de- 
sires permanent position anywhere. Wil- 
liam Taus, 1516 Shakespeare Ave. 
Bronx 52, : # 





EXPERIENCED young man seeks posi- 
tion with watch importer or wholesaler ; 
thorough knowledge of orders, stock, 
correspondence, repairs, inventory; “all 
around inside man”; highest references. 
Address “D., 4170,” care J C-K. 


— 








JENTLEMAN: expert in all phases of 
diamond industry; 35 years’ experience 
cutting diamonds; good health and 
reputation ; desires manage diamond de- 
partment or assist busy diamond merf- 
chant. Address “C., 4065,” care J C-K. 





married; outstanding 
credits, collections, 
buying; advertising, window displays, 
personnel co-ordination; accustomed 
most successful voluminous operation. 
Address ‘‘K., 4219,” care J C-K. 


MANAGER; 44; 
reputation; sales, 
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SITUATIONS WANTED—Continued 
 aiabeleemmemmeeneniaaanatate 





























_ ST-salesman; thoroughly ex- 
vet oh now employed as assistant 
anager, seeking change offering 
eater potentialities ; capable of taking 
full charge; New York City and vicinity 
only. Address “J., 4172,” care J C-K. 








JEWELER and machinist ; capable of 
making spiral chain, watch attachments, 
lapels, and bracelets, earrings _and 
French backs; considerable experience 
in making jigs and fixtures. Address 
“B,, 4233,” care J C-K. 


—iamsiaiahaesainiaanscaanscectae 
MANAGER; salesman, installment credit 
15 years, 38; married; college gradu- 
ate; nice personality; appearance; ex- 
cellent qualifications; references; de- 
sires good connections. Ni 8-5515, Brook- 
lyn, N. Y. or “Box G., 4196,” care J C-K. 





JEWELER; model maker on rings, able 
create original, own designed line; 
year prewar experience; familiar tool 
and casting production; metropolitan 
area preferred. Address “B., 2520,” 
care J C-K. 





—— 


IF you need a watchmaker who knows 
his trade and can also do jewelry 
repairing and plain engraving, avail- 
able now; all inquiries answered at 
once. Phone 351, Box 128, Jeffer- 


son, Ga. 








—_——- 


EXPERT watchmaker; first class rater 
on railroad work and small watches, 
looking for position where first class 
work is appreciated; with present em- 
ployer seven years; desires to make 
change for personal reasons. Address 
“G., 4124,” care J C-K. 








RETAIL salesman; 29; five years’ ex- 
perience in all phases of cash-credit 
jewelry business; managing, selling, 
buying, window trimming, merchandis- 
ing, etc.; desires position in New York 
City or vicinity. Address “B., 4191,” 
care J C-K. 








DIAMOND man; extensive knowledge of 
diamonds, assorting;: understands 
prices; ambitious; character above re- 
proach; good references; married; de- 
sires to connect with diamond bunch 
ring house; presently employed. <Ad- 


dress “C., 4087,” care J C-K. 





BOOKKEEPER; full charge, general 
ledger, trial balance, experienced dia- 
monds, precious stones, manufacturing ; 
extremely capable,’ efficient,  trust- 
worthy; personable; prefer small of- 
fice; Manhattan. Address “F., 4151,” 
care J C-K. 


SSS eee 





DIAMOND setter, young man, 23, grad- 
uate of a diamond setting institute, de- 
sires position; inexperienced: willing 
to start with reasonable salary: willing 
to start at bottom and work up. Robert 
Gregory, 1018 Kingsland Lane, Palisade, 
N. J. Cliffside 6-2747. 


-~—— ___ 





WATCHMAKER, desires job where good 
work is expected; four years with pres- 
ent employer; graduate accredited 
watchmaking school; neat appearance; 
don’t drink; married: capable store 
salesman; wants job with future. Ad- 
dress “G., 4114,” care J C-K. 








DIAMOND man, with extensive knowl- 
edge of diamonds, prices and sources, 
mountings and sources: country wide 
experience in styling of diamond ring 
line, routine merchandiser; wishes to 
change position. Address “M., 2776,” 
care J C-K. 


_—___ 














MANAGER-salesman; 25 years’ experi- 
ence; thorough knowledge of diamonds 
and colored stones; fine jewelry and 
watches; special order work; now em- 
ployed; desires change; employment 
with high class retail firm only. Ad- 
dress “B., 3302,” care J C-K. 





TOPFLIGHT jewelry man now avail- 
able; complete knowledge of install- 
ment jewelry business; buyer, mer- 
chandiser, credits, collections, sales 
promotions and general manager; 
12 years with large New York chain. 


Address “B., 3806,” care J C-K. 





v 


WATCHMAKER; 40; Elgin graduate, 
three years on hairspring and escape- 
ments in factory; five years in leading 
jewelry store, railroad inspectors; ref- 
erences; steady and dependable, de- 
sires change; salary or commission. 





Lawrence Ingles, 4037 S. W. Iowa, 
Portland 19, Ore. 
H.1.A. certified watchmaker; 38; mar- 


ried; graduate of accredited horologi- 
cal school; owns all tools and Watch- 
master; desires position with estab- 
lished watchmaker to gain experience 
and knowledge; salary secondary. 
Harold C. Bowden, 30 Brookwood Dr., 
N.W., Atlanta, Ga. 





WHICH organization can offer me a 
position where I can prove my poten- 
tialities; I am a hard worker, promo- 
tion minded, fully familiar with retail 
jewelry business; 40 years old, mar- 
ried; now employed; 1-A_ references; 
prefer big city, East or West Coast. 
Kindly write ‘‘V., 4165,’ care J C-K. 











42 years of age; 15 
years’ experience, desires permanent 
position; Bowman graduate; married, 
one child; front man, experienced on 
timing machine; have own tools; can 
do light jewelry work and ring sizing; 
location within 100 miles Pittsburgh, 
Pa. Address “K., 4157,’ care J C-K. 


WATCHMAKER; 





WATCHMAKER;: chronograph _§techni- 
cian; familiar with all types of chrono- 
graphs including the Pierce; H.I.A. 
certified; married, one child; desires 
permanent position in one of the smaller 
cities; salary open; no trade work. 
Robert J. Slee, Jr., 500 E. Midlothian 
Blvd., Struthers, Ohio. 





MANAGER, salesman, looking for op- 
portunity with a definite future, and 
earnings over $8000 annually: fully 


acquainted with all phases of jewelry 
credit operation; 40; family man; good 
appearance; finest references; now em- 
Ploved: New York, Los Angeles or 
vicinities preferred. Address ‘“‘T., 4164,” 
eare J C-K. 


SPECIAL order man and assistant dia- 
mond buyer, desires position in New 
York City area; 29 years’ experience; 
10 years at bench, 13 years in charge 
of jewelry and watch repair depart- 
ment, in leading department store; six 
years as special order man and as- 
sistant diamond buyer with one of 





Fifth Avenue’s finest houses. Address 
**H., 4174,” care J C-K. 
MANUFACTURING executive; graduate 


mechanical and industrial engineer, age 
49; lifetime of experience in jewelry 
field; can set up plant, organize, op- 
erate efficiently from design to finished 
product ; thoroughly familiar with every 
phase of manufacturing; seeks top level 
position with full responsibility for over- 





all results. Address “H., 4115,” care 
J C-K. 
PRESIDENT and general manager of 


successful million dollar retail jewelry 
store, interested in any attractive offer ; 
25 years’ executive experience; proven 
ability to increase sales and net profit 
in a prestige store by modern aggres- 
Sive merchandising; registered jeweler 
American Gem Society; certified gem- 
Ologist Gemological Institute of Amer- 
ica. Address “K., 3932,” care J. C-K. 





EXECUTIVE assistant; seasoned fi- 
nancial, sales, and administrative 
executive, acting as controller of 
leading watch manufacturer for over 
10 years, seeks opportunity where 
his experience and qualifications 
can be put to work for a progres- 
sive manufacturer; an interchange 
of correspondence is suggested. Ad- 


dress “*R., 4205,” care J C-K. 





PROVEN producer; 26; married; desires 
immediate sales or managerial position 
with fine, progressive jewelry organiza- 
tion; eight years’ excellent experience 
with large, quality retail credit jewelry 
company, top _ selling, advertising, 
credit, promotion, display and mer- 
chandising background; unquestionable 
references; presently employed in 
Southwest; will locate where there is 
: good future. Address “B., 4085,” care 











HANDSOME dividends await retail or- 
ganization ready for thoroughly ex- 
perienced, highly successful, talented 
executive with proven ability increase 
sales volume, cut operating costs; com- 
pare my background, brilliant record ; 
independent, chain, department stores; 
you will want me. Address “C., 4193,” 
eare J C-K. 





A-1 watchmaker; 39 years of age: ab- 
solutely sober; married; 23 years’ ex- 
perience; all types of Swiss and Ameri- 
can made watches; employed by 
government 18 months on navigation 
chronographs, watches, ete.: knowledge 
of any make of jewelry: desires posi- 
tion in California or any Western state. 

Address “Y., 4188,” care J C-K. 





PLANT Superintendent, Swiss, Master 
Mechanic, M.E., 25 years’ experi- 
ence; skilled tool, die hub and 
watchease maker; tool and die de- 
signer, “trouble shooter’; watch 
eases, bridges, dials, expansion 
watch bands, compacts, powder 
boxes; watchease and ring lapping 
machines; all kinds of automatic 
jewelry chain machines, automatic 
assembly fixtures and machines; 
designer and creator of new prod- 
ucts in the jewelry and novelty line; 
now employed, earning $18,000 an- 
nually, plus bonus; prefers South 
or West. Address “A., 4234,” care 
J C-K. 








Lines Wanted 








SALESMAN wants outstanding jewelry 














FOR FEBRUARY, 1950 


line for the state of Connecticut. Ad- 
dress “C., 4111,” care J C-K. 
(Continued on page 230) 
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LINES WANTED—Continued 








(Continued from page 229) 





PACIFIC Coast salesman; have covered 
better stores for over 20 years; desires 
factory line of platinum or 14kt. jewel- 








ry; commission basis. Address “K., 
2829,’ care J C-K. 

EXPERIENCED salesman, with large 
following among retail jewelry stores 
in the East, wants to represent A-l 
diamond house; references. Address 
“M., 4203,”’ care J C-K. 

MANUFACTURERS’ lines wanted by 
known salesman covering four state 


area ; can post bond for inventory stock. 
Jarvis Massover, 4321 Cortland Ave., 
Detroit, Mich. 


—--— 





SALESMAN, wishes lucrative line for 
Metropolitan New York, with estab- 


lished manufacturer of ladies’ or gent’s 
jewelry ; capable; finest references. Ad- 
dress “H., 4198,’ care J C-K. 





PACIFIC coast representative; estab- 
lished 20 years; large following among 
jewelry jobbers, material jobbers, watch 
importers; top lines wanted; A-1 re- 
sults. Address “B., 3824,’ care J C-K. 





NEW YORK representative, 47th Street 
office, acquainted with manufacturers 
and wholesalers, seeks connection with 
reputable firm: willing to operate as 
distributor. Write ‘“S., 4228,’ care J C-K. 





PACIFIC Coast representative, with fol- 
lowing second to none, desires line of 
better grade jewelry, rings or watches: 
commission basis. Address ‘M., 2830,” 
care J C-K. 





SALESMAN ; represent established manu- 
facturer of high grade line of gold and 
platinum accessories; following amongst 
fine jewelers Midwest and South. Ad- 
dress Circular 179, Room 1415, Hey- 
worth Bldg., Chicago 2. 








MANUFACTURERS’ representative de- 
sires line of hand set styled rhinestone, 
also styled gold filled jewelry, for the 
Middle West and Southern territory, to 
the wholesale and jobbing trade. Ad- 
dress Circular 180, Room 1415, Hey- 
worth Bldg., Chicago 2 





TOP flight jewelry salesman, executive 
type and well established in the south- 
eastern states, wants one additional 
line from top grade manufacturer; now 


handling sterling silver hollowware; 
commission basis. Address ‘“V., 4186,” 
care J C-K. 





EXPERIENCED salesman, with excellent 
following among retail jewelry and de- 
partment store outlets; desires connec- 
tion with established jewelry manufac- 
turer, to cover Central and Northern 
California; will supply top references. 
Address “N., 4160,” care J C-K. 





REPRESENTATIVE, established clien- 
tele, desires several reputable non-con- 
flicting lines selling direct to better re- 
tail jewelers throughout California, 
Oregon and Washington; immediate 
correspondence requested if you are 
seeking competent, complete coverage 
o area. Address “K., 4176,” care 











JOBBING items wanted; well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gifts, stationery and leather 
wort stores. Address “H., 2006,” care 








EXCELLENT opportunity for manu- 
facturers; lines wanted immediate- 
ly; one of the nation’s outstanding 
representatives for the past 30 years 
is in the market for gold and plat- 
inum lines; can use a good name 
watch line, also promotion lines; 
have most connections with jobbers, 
chain stores, large users; eastern 
territory; commission basis. Address 


“W., 3999,” care J C-K. 





MANUFACTURERS; experienced, jewel- 
ry sales executive representative is open 
for men’s gold filled jewelry line and 
a popular priced line of tailored and 
rhinestone costume jewelry: well estab- 
lished trade among reputable and re- 
sponsible buyers, in California, Arizona, 
New Mexico: strictly commission: ref- 
erences: will only feature two factor 
lines for 1950; only complete informa- 
tion in your first letter will be con- 
sidered. Address “C., 3969,” care J C-K. 


Side Lines 











SALESMEN wanted to carry our line of 
men’s jewelry as a side line; several 
territories open; Bert L. Kaufman Co., 
9 Maiden Lane, New York City 7. 





AMERICA’S finest line of identifica- 
tion bracelets; superbly finished, 
competitively priced. Admark, 714 
Sansom St., Philadelphia 6, Pa. 





SALESMAN wanted, with following 
among jobbers’ trade in New York, to 
sell ladies’ platinum watch cases and 
attachments unmounted. Address “B., 
4033,” care J C-K. 





SALESMEN;: all territories, with retail 
following, to carry complete religious 
line of rosaries, medals, and crosses in 
sterling, gold filled and gold; 10% com- 
mission. Address “D., 4148,” care J C-K. 





Mid-West: 


SALESMAN: Pacific Coast, 
serving 


unusual line sterling silver 
pieces; commission; salesman with 
strong following and carrying silver 
line preferred: replies confidential. Ad- 
dress “‘N., 4100,’ care J C-K. 





REPRESENTATIVE wanted for Middle 
West and Southwest, to carry small, 
but top-notch line of stone rings, priced 
to sell largest users; please give de- 
tails with first letter. Address “K., 
4096,’ care J C-K. 





SIDE line salesmen, Chicago, Middle 
West, Far West, Pacific Coast and 
Texas territories: manufacturer of in- 
expensive, simulated marcasite jewelry 
and initial line: commission basis. Ad- 
dress “‘J., 4116,” care J C-K. 





SALESMEN, with jewelry store follow 
ing, to carry outstanding line a 
earrings, gold and gold-filled : 
gether with other good selling een 
most territories open. Address “f: 


4215,”’ eare J C-K., 





SALESMAN; experienced, to 
New York manufacturer of resent 


platinum watch cases, mounted R.. 


mounted, and attachments: must } 
resident of the Pacific Coast With fol 
lowing. Address “N., 3956,” care J CK 





ee 
SALESMAN; experienced, to re 
New York manufacturer of Present 


. la 
platinum watch cases, mounted he 


mounted, and attachments; resid 
the Chicago area, with following in tie 
section. Address “P., 3957,” care J CK 





ee 


SALESMEN; with following among 
wholesalers and watch material sup- 
pliers wanted by old, reliable many. 
facturer of low priced, high grade 
line leather watch straps. Address 


“R., 4227." care J C-K. 








SALESMEN; with established retajj 
trade, wanted by manufacturer to carry 
complete, fast moving line of quality 
pearls, beautifully boxed and priced 
right; 15% commission; protected ter. 
ritory ; replies confidential. Address “C,, 
4147,” care J C-K. 





aie 


SALESMEN, calling on wholesale jewel- 
ers, to carry, as side line, Blondie, the 
smallest, most colorful character watch 
retailing $6.95, and Dans watches re- 
tailing $6.95 up; marvelous opportv- 
nity ; commission basis. Danbros Watch, 
205 W. Lombard, Baltimore 1., Md. 





SILVERWARE salesman wanted with one 
or two other lines; New York, Pennsyl- 
vania, New Jersey territory; manufac- 


turer of high grade established line 
candelabra, candle sticks, hurricane 
lamps, ete., for department _ stores, 


jewelers. Address “D., 4213,” care J C-K. 





SALESMAN wanted; to travel Chicago 
and Middle West, to carry as a side 
line, to fine retail trade, old established 
manufacturer’s line of ladies’ and men’s 
high grade 14K gold jewelry and novel- 
ties; commission. Address ‘M., 4140,” 
eare J C-K. 





SALESMAN, for a non-conflicting side 
line of mountings, wedding rings, dia- 
mond rings and emblems, for the states 
of Indiana, Illinois, Wisconsin; quick 
selling line with an old established 
manufacturing concern; give informa- 
tion in detail as to experience, follow- 
ing, etc. Address “R., 4156,” care J C-K. 











SALESMEN;; long established concern 
offers profitable complete side lines 
of popular priced diamond rings 
and 14K _ gold seamless wedding 
rings, to men with established retail 
following; inquiries treated with 
utmost confidence. Address “G., 


4152.” care J C-K. 











A few territories open for established 
salesmen, to carry an advertised line 
of plain engraved wedding ring sets ; 
also men’s stone rings, gold and plat- 
inum diamond rings; will consider only 
established traveling men. Address 
Circular 177, Room 1415, Heyworth 
Bldg., Chicago 2. 
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SIDE LINES—Continued 
ooo 
MEN; manufacturer of. sterling 
SALES ovelties and outstanding baby 
line ; sold nationally ; popular with lead- 
in ‘jewelers and throughout jewelry 
rade: proven volume sales to depart- 
ment ‘stores; only top notch salesmen 
with strong following ;. good territories 
open; commission basis. Address “‘N., 
1253,” care J C-K. 











——— 


xcellent side line for salesman call- 
Ce ae the southern and Midwest states, 
featuring all the live numbers in the 
jewelry field, from a $1 retail on up; 
especially strong 1s our line of ear- 
rings, pins and rhinestone necks; will 
guarantee it will be your leading line 
in a very short time. Address “H., 
3986,” care J C-K. 


AN 





———<<—<—$——$———————— 


ELL established, protected territory of 

Ww ichigan, Ohio, Indiana and Kentucky 
for one of country’s largest lines of 
G.F. and sterling rings, to pawn shops, 
jewelers, department and gift stores; 
must have car; only resident top-notch 
man with following considered; excel- 
lent deal for right party: this territory 
covered for years up to September; 
send complete information in first let- 
ter, present lines, references, ete. Ad- 
dress “K., 4129,’ care J C-K. 














REPRESENTATIVES 
areas in Territorial A., for an 
established Boston wholesale jeweler 
and manufacturers’ representative, spe- 
cializing in a fast selling, popular priced 
line of costume jewelry: best sellers in 
proven department stores and gift 
shops: line includes a self selling in- 
dividualized bracelet, dollar retailer; 
has tremendous volume sales opportu- 


wanted for all 
I S. 


nities; attractive commissions and 
profit sharing arrangements. Address 
“A., 4132,” care J C-K. 








Help Wanted 








ENGRAVERS ; for work at home, putting 
silver initials on smoking pipes. Address 
“B., 3867," care J C-K. 





WANTED, A-1 jeweler, who can repair 
-_ - stones. Address “V., 1461,” care 





WATCHMAKER with optical experience ; 
give age, experience and other refer- 
ences. Address “R., 3935,” care J C-K. 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





YOUNG man, assistant material clerk: 
State age, references, salary; New York 
7? ae Address “V., 4229,” care 





JEWELERS, two, on platinum and gold ; 
very fine opportunity for a capable 
man; give information in detail in first 
letter. Address “J., 4154,” care J C-K. 





COMBINATION die cutter and engraver 
to teach others; fine, steady job in Los 
Angeles for experienced man. Address 
Y., 4108,” care J C-K. 








JEWELER with a knowledge of plat- 
inum and gold mountings: one who is 
capable of teaching others if neces- 
Sary. Address “V., 4155,” care J C-K. 








JEWELRY salesmen; various territories; 


imported expansion bracelets; guar- 
anteed; extremely popular; straight 
ee Address “H., 4092,” care 





SALES representative, Chicago area, to 
present complete line of jewelry chains 
to manufacturers; rare opportunity; in 
reply list lines now handled. Address 
“A., 4247,” care J C-K. 





EXPERIENCED  saleslady for a new 
silverware and gift department; good 
salary and bonus to start; in reply, 
state experience, also enclose photo- 
graph. Address ‘‘M., 4099,” care J C-K. 





MANAGER; with good sales background ; 
excellent opportunity in major depart- 
ment, store west of Mississippi; please 
state age and experience. Address “W., 
4187,” care J C-K. 





SALESMEN; with established following; 
good territories open; promoting sale 
Imported rosaries; wonderful as side 
line; commission basis. Address “G., 
4091,”" care J C-K. 





SALESMEN; commission; all territories 
open; start immediately to carry popu- 
lar priced line ladies’ gold filled jewel- 
ry; answer in detail. Address “J., 
4$095,”’ care J C-K. 





YOUNG man, living in Chicago, with a 
good Knowledge of semi-precious stones, 
to call on the trade in and about Chi- 
cago; replies held strictly confidential. 
Address “B., 4208,’ care J C-K 





PROMOTIONAL-MINDED men, with re- 
tail jewelry experience, to supervise 
retail sales for a nationally known sales 
organization; salary and commission. 
Address “D., 4112,” care J C-K. 





JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 





ASSISTANT to owner; fine store; per- 


manent: knowledge silver, china 
essential; complete details first let- 
ter. R. L. Lackner, Brownsville. 
Texas. 





MANAGER-salesman; aggressive; ex- 
perienced all phases for cash-credit 
chain store in Long Island; good sal- 
ary and excellent future; state qualifica- 
tions; confidential. Address “R., 4182,” 
care J C-K. 





WATCHMAKER; capable and reliable, 
for permanent position in Wisconsin ; 
excellent salary and pleasant working 
conditions; state age, experience, ref- 
erences and salary desired. Address “N., 
3992,” care J C-K. 





WATCHMAKER wanted; prefer one who 
can do jewelry repairing and plain en- 
graving ; permanent position ; good pay; 
for city of 30,000 centrally located in 








New York State. Address “P., 4161, 
care J C-K. 
SALESMEN; with following, to handle 


desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex- 
tensive numbers; competitively priced; 
commission basis; write references. Ad- 
dress “A., 2256,’ care J C-K. 








WANTED; experienced jeweler for re- 
pairing and new work, by firm located, 
in Northern Indiana; steady employ- 
ment; give information as to experi- 
ence, also references. Address “‘S., 4104,” 
care J C-K. 








CREDIT jewelry store manager wanted ; 
exceptional opportunity to run a suc- 
cesstul store; must be familiar with 
credit operation, sales, sales promotion ; 
top salary paid to right man. Address 
“M., 4178,’ care J C-K. 








MANUFACTURER requires right type of 
salesman to sell finest 14K, S/S and 
G/F charms, men’s and ladies’ jewelry ; 
these now being sold in finest shops in 
New York and vicinity. Address “E., 
4214,’ care J C-K. 





WATCHMAKER, with ability, experience, 
to complete first class repairs; school 
graduates; diploma experts save 
stamps: also manufacturing jeweler, 
diamond setter. Shaw Jewelry Co., 
Galveston, Texas. 





JEWELER, diamond setter, some special 
order work and general engraving, in 
old established store; permanent; town 
of 30,000, central Washington; state 
ability, experience and wages in first 
letter. Address “P., 4226,” care J C-K. 





SALES representatives wanted; cut 
crystal and silver combination line 
available to high grade silver sales- 
men in protected territories; com- 
mission; write full particulars. Ad- 


dress “W., 4121.” care J C-K. 








EXPERIENCED manager and buyer for 
a new silverware and gift department 
in Buffalo, New York; good salary and 
bonus to start; in reply, state experi- 
ence and all particulars; also enclose 





photograph. Address “L., 4098,” eare 
J C-K. 
WATCHMAKER wanted, with not less 


than eight years’ experience; must be 
reliable and able to do good work; 
permanent position, retail store city of 
18,000 in Eastern North Carolina; sal- 
ary $75 week. Address “C., 4212,” care 
J C-K. 





SALESMAN; experienced, to travel 
Baltimore, Washington, D. C., Vir- 
ginia and the Carolinas; represent- 
ing an establ'shed wholesale jewelry 
concern, with nationally known 
lines; write stating age, experience, 


ete. Address **J., 4128,” care J C-K. 











EXCELLENT opportunity for first class 
salesman calling on retail trade in 
South, to represent nationally known 
manufacturer of platinum and gold 
mountings, platinum diamond watches 
and watch attachments. Address “A., 
4231,” care J C-K. 





RETAIL jewelry salesman; fine Mid- 
western store is interested in a top 
salesman for diamond and watch 
department; must qualify as A-1l 
man; finest salary and working con- 
ditions; give full details. Address 
“A., 4168,” care J C-K. 





(Continued on page 232) 
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(Continued from page 231) 





SALESMAN wanted; to cover Ohio, In- 
diana, Michigan and Eastern Illinois 
with gold filled lockets, crosses, earrings, 
pendants, chain vest, Waldemars and 
necks; also rosaries, direct to retailers ; 
commission basis; give full particulars 
7 — letter. Address “‘N., 4179,’ care 
J C-K. 








SALESMAN; must be experienced, to 
travel Pennsylvania, West Virginia, 
representing an established whole- 
sale jewelry concern, with nationally 
known lines; write stating age, ex- 
perience, etc. Address “H., 4127," 
care J C-K. 








WATCHMAKERS; we have several open- 
ings in our Toledo shop for watch- 
makers who can later be placed in per- 
manent positions in many large cities 
throughout the country; state age, ex- 
perience and salary expected. People’s 
Watch Repair Co., 120 Summit St., 
Toledo, Ohio. 





CLOCKMAKER who 


MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 


is a combination 
watchmaker, jeweler, wax model maker 
or engraver; latter combination does 
not have to be A-l as clocks will be 
main issue; prefer man 50 or 60 years 
old, with at least 20 years’ experience; 
give complete information. Coleman’s 
Manufacturing Jeweler, Box 1627, 
Billings, Mont. 





MANUFACTURER; has openings for 
live-wire experienced men selling 
to the better retailers, diamond rings 
and watch attachments in both gold 
and platinum; protected territories; 
state full particulars, references, etc. 


Address “‘A., 4207,” care J C-K. 





JEWELER; possessing a thorough knowl- 


edge in the manufacturing on gold and 
platinum, capable of taking charge of a 
small shop; wonderful opportunity for 
a capable man; the position pays a sal- 
ary and a bonus on the profits; fine 
city and a progressive organization ; 
ae in detail. Address “O., 4192,” care 
I C-K. 


SUCCESSFUL credit jewelry store, in 


large North Carolina city, wants an 
aggressive salesman, in a manage- 
rial capacity, with thorough knowl- 
edge of the jewelry business; good 
salary and excellent future. Ad- 


dress “N., 4009,” care J C-K. 


WANTED: experienced jewelry man who 


knows jewelry business from A to Z; 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising, credit, and business 
promotion; no other man need apply; 
position in North Carolina with perma- 
nent future for the right man. Address 
“V.. 4245,”’ care J C-K. 
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JEWELRY 





WATCH salesman, for Middle West or 


East, wanted by old established im- 
porter of popular priced Swiss watch 
line, to call on wholesalers; drawing 
against commission; no objection to 
non-conflicting line; give full de- 
tails in confidence. Address “R., 
4011.” care J C-K. 


a | Qe 





repair, chief 


opportunity 


instructor; an 
for the right man; per- 
manent situation in one of the finest 
schools in the South: must be an ex- 
cellent teacher and be able to handle 
civilian and G.I. students; give all par- 
ticulars as to reference, salary expected 
and experience in first letter. Address 
“D., 4088,” care J C-K. 


WHOLESALE jewelry salesman; expe- 


rienced; with good following in Vir- 
ginia and Carolinas; marvelous op- 
portunity for right man with leading 
Mid-western wholesaler carrying 
complete lines of watches, diamonds 
and jewelry; write full particulars, 
stating age, experience, ete. Address 


“T., 4244,” care J C-K. 





GENERAL sales manager; must have 10 


a - ee 


years or more experience as top sales 
executive with a manufacturer of jew- 
elry items or similar products; must be 
experienced in selling direct to retail 
jewelers and department stores; attrac- 
tive salary; replies confidential. I¢lgin 
American, Illinois Watch Case Co., 853 
Dundee Ave., Elgin, Ill. 


WHOLESALE jewelry salesman; expe- 


rienced, with good following in In- 
diana and Illinois; marvelous oppor- 
tunity for right man with leading 
Mid-western wholesaler carrying 
complete lines of watches, diamonds 
and jewelry; write full particulars, 
stating age, experience, etc. Address 


“P.. 4243,” care J C-K. 





MANUFACTURER'S representative, with 


established following among jobbers, 
to handle a well advertised and out- 
standing line of men’s and ladies’ gold 
filled watch attachments and _ ladies’ 
and gent’s rhinestone jewelry; terri- 
tory : complete southern states, including 
Texas: write in strict confidence, giving 


complete details. Address “T., 185,” 
care J C-K. 
WATCHMAKING and scientific timing, 


Le 


MANUFACTURER; 


ALESMAN; with experience 


assistant chief instructor; an opportu- 
nity for the right man; permanent sit- 
uation in one of the finest schools in 
the South: must be an excellent teacher 
and be able to handle civilians and 
G.1.’s; give all particulars as to refer- 
ence, salary expected and experience in 
first letter. Address “F., 4089,” care 
> 


in jewelry 
business: old established and profitable 
territory; this is an opportunity for a 
permanent, congenial connection, sell- 
nationally advertised brands of 


ing 
jewelry and supplies; must have a car 
and be free to make trips of two or 


three weeks duration: give full particu- 
lars in first letter. Address “C., 4086, 
eare J C-K. 





established over 25 
vears; has popular priced sterling sil- 
ver hollowware line; wishes to expand 
present sales force with experienced 
men calling on wholesalers, department 
stores and large jewelers: all terri- 
tories are open; give complete details 
of territory covered, experience and 
present lines: commission. Address “‘]., 
1143."" care J C-K. 














WANTED; 


SALESMEN ; calling jewelry, q 
leather goods, men’s stores: yo tment, 
sent manufacturer of repre. 


p 
C : 
leather watch bands, bill folds wie of 

’ ern 


belts and sterling silver bh : 
of metal bands ; covering tha’ jobber 
West, South, Texas and SUITO adle 
States, and the eastern States ung 
commissions; write particulars 'pB0od 
Watch Attachments Co., 253 ¢° acific 
way, Los Angeles 12, Calif. Toad. 


trp 


LUCRATIVE territory open for 
pable, ambitious salesmen for he 
large and well regarded line > 
rings and mountings; if you would 
enjoy a connection with a progres. 
sive firm, with customer relations 
and producing merchandise which 
insures business in quiet times as 
well as good, write, Goodman & Co 
42 W. Washington St., Indianapoli, 
4, Ind. 


LEADING New York manufacturer of 
14K mechanical charms, in popular 
price range, has choice territories 
available for experienced and am. 
bitious salesmen, with cars and yill. 
ingness to travel; knowledge of re. 
tail jewelers, chain, department 
stores and specialty shops essential; 
substantial earning possibilities; ]jb. 
eral commissions; territorial rights; 
references and details concerning 
qualifications held _ confidential, 
American Charm Corp., 48 W. 48th 
St... New York City. 


BUYER and manager for gold and dia- 
mond jewelry department; one of the 
largest department stores on the East- 
ern Seaboard, has an exceptional op- 
portunity for a man to manage a large 
volume fine jewelry department; re- 
quirements call for wide market con- 
tacts, thorough retail experience, a pro- 
motional flair and the ability to build 
an enthusiastic sales organization; 
write giving details, especially retail 
background and when available. Ad- 
dress Box “A., 4199,” care J C-K. 


SALESMEN;; leading, old established 


watch firm has openings in several 
territories for experienced, well 
qualified men; New England, Metro- 
politan New York, Middle West, 
Florida, West Coast; completely 
new sample line, all new models, in 
very attractive sample trays; priced 
to meet all competition; no objec- 
tion to non-conflicting line; our 
salesmen know of this ad; all cor- 
respondence in strict confidence. 


Address “E., 4113.” care J C-K. 


factory superintendent; fa- 
mous large Rhode Island jewelry man- 
ufacturer needs factory superintendent, 
must be man of proven and successfu 
experience in manufacture of gold, sil- 
ver, gold filled costume jewelry, ring 
mountings: only qualified should reply; 
will have complete charge of manufac- 
turing operations involving press work, 
casting, tool room, benchwork of all 
types; permanent position; good oppor- 
tunity for right man; in reply give age 
and complete resume of education and 
experience; also furnish references ; all 
answers handled in complete confidence , 
our staff is aware of this advertisement. 
Address ‘“‘B., 4235,” care J C-K. 


—— 
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SALESMAN; experienced; Paci fie 
Coast resident to represent one of 
the largest ring factories to the re- 
tail trade; established 35 years; 
complete line of ladies’ and gent's 
gold mountings, plain and diamond 
set, and complete line of ladies’ and 
gent’s stone rings; must have large 
following of own; we now have 50 
of the larger and most active ac- 
counts in this territory; only men 
capable of doing large volume need 
apply; large earnings are practically 
guaranteed for the right man; write 
giving complete details as to quali- 
fications; all replies wili be held in 
strictest confidence. Address “T., 


4105,”" care J C-K. 





—— 


SALESMEN ; two territories open, the 
Middle West and the Pacific Coast; 
we manufacture a smart line of dia- 
mond watches, diamond attach- 
ments, a strong and interesting line 
of diamond ring mountings, bridal 
sets in platinum and gold; some of 
our items you can see advertised as 
usual in The Jewelers’ Circular-Key- 
stone; opportunity for good connec- 
tions and lucrative earnings for men 
with following amongst retailers in 
the above mentioned territories; all 
correspondence treated with the 
strictest confidence. Seidman & Co.. 


31 W. 47th St... New York City. 
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For Sale 


Stores, Stocks and Businesses 











FLORIDA: population 5,000; modern fix- 
tures; clean stock: low inventory at 
present: credit store; under $15,000. 
Address “A., 4084," care J C-K. 














JOBBERS, attention; manufacturer liq- 
uidating diamond platinum watches, 
cases, gold watches and bracelets. 145 
W. 45th St., Room 706, New York. 
Berke. 


MODERN jewelry store for sale, in one 
of Florida’s most beautiful cities; A-1 
location; clean stock; popular lines; 
owner has other interests; price $3,500. 
Box 548, New Port Richey, Fla. 


FOR SALE; two jewelry stores in New 
Hampshire; low stock: stock and fix- 
tures sold at cost; no money required 
for good will; long leases on stores: 
must leave the state. Address “‘S., 4183,” 
care J C-K. 


—_——____ 


FOR SALE: established 


i . jewelry 
Northern Mississippi : 


trading 


store, 
area ot 


100,000: number one location on main 
thoroughfare : will sell at inventory: 
write for particulars. Address “C., 
4236,” care J C-K. 


ene 


MODERN jewelry store established in 
southeastern Florida almost 20 
years; all year busniess; good fran- 
chises; excellent repair business: 
ideal for chain association. Address 
“*Y.. 4167.” care J C-K. 


FOR FERRO ARY, 105) 





ten nates a 


MUST sell, due to death of owner; jew- 


elry store, established 18 years, Main 
Street of Newark, N. J. suburb; plenty 
watch repairs; low rental; clean in- 
ventory; excellent buy; $15,000; stock, 
a and ate will. Address “V., 


care J C 





EXCELLENT opportunity; good paying 


jewelry store, located over 30 years in 
the business center of a progressive 
community of 45,000 population, in New 
Jersey ; very active repair department; 
all leading lines of watches, silverware, 
etc. ; $25,000 inventory, or will reduce 
er buyer. Address “R., 4103,” care 


SMALL, modern jewelry store in heart of 


WELL paying, 


Florida’s rich citrus groves, fast grow- 
ing town, 6000 population, five citrus 
plants; good payroll; plenty of repairs: 
best location; all nationally advertised 
merchandise ; rent $35 per month, stock, 
lease, business, and best of good will, 
wee cash. Address “K., 4118,” care 
J C-K., 


old established jewelry 
store; over 30 years in same location, 
on the upper West Side in New York; 
enjoying an excellent reputation; only 
clean good stock; may be purchased 
with or without stock; plenty of re- 
pairs ; five years’ lease; closed evenings ; 
will stand any investigation; owner re- 
tiring. Address “W., 4230,” care J C-K. 


VERY fine cash and credit jewelry 


FOR 


store, successfully established 20 
years; best corner location in Co- 
rona, L. 1., Queens, few steps from 
largest theatre, and subway and ele- 
vated station; fine modern front 
and interior fixtures and finished 
basement; wonderful lease, low 
rental and overhead; excellent ac- 
count receivables and closed ac- 
eounts, and very fine stock; please 
only communicate if you appreciate 
a golden opportunity and can han- 
dle for eash only. Zickerman’s. 
103-02 Roosevelt Ave., Corona, L. I. 





SALE: jewelry store in Pennsyl- 
vania, doing about $50,000 to $75,000 
worth of business for the last 15 years; 
a very good industrial town, including 
all kinds of foundries and factories; 
enough repair work for two or three 
watchmakers; inventory $35,000; lead- 


ing makes of watches: Hamilton, 
Gruen, Elgin, Longines - Wittnauer, 
Omega, Bulova and Seelands; Keep- 


sake diamonds; Sunbeam and General 
Electric appliances, also Parker pens; 
population of town about 10,000 to 15,- 
000, including surrounding territory; 
long lease; reasonable rent; quitting 
due to health. Address “K., 4107,’ care 
J C-K. 








For Sale 


Tools, Equipments 








THREE, eight foot wall cases; 


_" 


SED 


five, eight 
foot floor cases; mahogany: good con- 
dition; priced to sell quickly. Bechber- 
ger’s Jewelers, Fremont, Ohio. 


cleaning 


P 


tools, benches, lathes, 
machines, staking tools, ete R. 
Gallien, 220 W. Fifth St., Los Angeles 
12. Calif. 





PIVOT lathe for fine pivots, in perfect 
condition, practically new; pre-war 
French make $27.50. J. Bechler, 16 
Ferndale Blvd., Islip, L. I, N. Y. 








ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factor» 
anil office moved to 277 Halsey St.. 
Newark 2, N. J. 








EXTRA fine set of dies for making brace- 
let and necklace locks, ladies’ and gent’s 


diamond shape bracelets and for tie 
clips: foot press: jewelers double bench 
with asbestos covering. Address ‘“‘J., 
4200," care J C-K. 

WATCHMAKERS and jewelers, atten- 
tion; complete set of watchmaker’s 
tools, equipment, bench, lathe, chucks 


and materials, in splendid condition; 
sacrifice for only $550; retail value 
$900 plus. Mrs. F. J. Shields, 101 Cres- 
cent St., Waltham 54, Mass. 


GRAVER tools made particularly for 
watchmaker’s lathe of finest hardened 
steel, specially treated to hold cutting 
edge; can be sharpened on fine India 
stone; made in one size only, 3/32 x 
3/32 x 2% inches long; price, 75¢ each. 
Send money order to, W. W. Ellis, 17 
E. Sharon Ave., Glendale, Ohio. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers 
repair checks, jewelers’ deposit enve- 
lopes with call checks; printed supplies 
of every description. Write for samples. 
Dauer Printing Company, Manufactur- 
ers, Printing, Engravers, 31 East 22nd 
St., New York 10, N. Y. Algonquin 
4-2174. We ship open account, parce}! 
post, or express to any part of the 
United States. 








Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade _ references. - Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





| 
| 


WANT to purchase; established jewelry 
store; southern California preferred; up 
to $35,000 cash to invest. Address “K., 
1220," care J C-K. 


| 


SMALL established jewelry store wanted 
by watchmaker, 100% location; write 
complete details; all information con- 
fidential: prefer New York or vicinity. 
Address “A., 4145,” care J C-K. 


} 


ESTABLISHED jewelry store wanted in 
Midwest or West, with good location; 
give all details; all information strictly 
confidential. Address 4218," care 
J C-K. 


JEWELRY stores wanted by chain store 
organization seeking to expand its op- 
erations: will consider every store in 





any city; all replies confidential. Ad- 
dress “J., 2740,” care J C-K. 
(Continued on page 234) 
pepe? 
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(Continued from page 233) 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





JEWELRY store wanted; have $20,000 
cash; old established, reputable store 
only considered; California, Texas or 
Arizona location; replies strictly con- 
fidential. Address, M. Brenaman, 345 S. 
Alexandria, Los Angeles 5, Calif. 





AUCTIONEER; 11. suecessful sales 
conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave.. 
Chicago 26. Briargate 4-7303. 





HIGHEST cash buyers of jewelry stores, 
stocks, fixtures, good will, accounts re- 
ceivables; high type personnel; coast 
to coast; all correspondence confidential 
National Capital Co., 545 Fifth Ave., 
New York 17, N. Y. 





GORDON BROTHERS, oldest§ and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1993; for 
details see our advertisement on 
page 33. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17- Maiden Lane, 
New York. Telephone, Rector 2-5928. 





COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St.. 
Boston, Mass. 





AUCTIONEERS interested in liquidat- 
ing stock profitably; we purchase 
inventories and conduct dignified 
profitable auctions; 25 years’ suc- 
cessful experience, disposing of 
jewelry stock; finest references. 
Gabriel Flutie, 310 West End Ave.. 
New York City. 





ALERT, young man, with sales ability, 
to invest $50,000 or more, to purchase 
retiring partner’s share in old estab- 
lished, successful wholesale jewelry 
business in Philadelphia ; wonderful op- 
portunity for ambitious, high calibre 
man; all communications strictly con- 
ax a Address “N., 3933,” care 





AUCTIONS; reputable auctioneer will 
conduct ethically and successfully 
auction sales to raise cash, or re- 
duce stock for reliable or retiring 
concerns, or purchase same _ for 
cash; bank and trade references. 
Max Harnik, 2160 Holland Ave.. 
Bronx 60, N. Y. Western office: 
316 Central Ave., Hot Springs, Ark. 


| 
| 
| 








AUCTIONEERS with 30 years of leader- 


ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben _ Tipp, 
Seattle; Noack - Hardger, Sacramento, 
Calif.; Pfeifer Bros., Little Rock; Hal- 


ton’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers; 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 





WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
erations; highest bank and _ trade 
references; for immediate action 
write, wire, telephone. Earl Wilson, 


of Wilson Sales System, 424 Madi- 





son Ave., New York. Telephone 
Plaza 8-2110-2111. 
AUCTION at its’ best; recognized 


throughout the jewelry trade for 
competence, integrity and know- 
how; we will conduct your auction 
sale to comply with all state regula- 
tions; no deal too large or too 
small; we operate from coast to 
coast; we will pay spot cash for your 
stock with or without fixtures; fin- 
est references furnished; write or 
wire for details. Bank & Malcolm, 
729 Grand Ave., Dayton, Ohio. 





AM ready to pay you cash, dollar for 
dollar, for your stock, providing you 
have been an established cash jeweler 
for a period of years and enjoy a good 
reputation; will take the store over as 
a going, or going out of business; not 
interested in any credit stores; or if 
you are in financial difficulty I will help 
you finance your business, pay up your 
obligations, and help you stay in busi- 
ness; I have bought and sold over 100 
stores in my 40 years of business; all 
correspondence held in strict confidence. 
lerman Kimmel, 48 W. 48th St., Room 
703, New York, N. Y. 


— 





BEN JACOBS, America’s well known, 
reputable auctioneer, cash buyer of 
jewelry stores and surplus stocks, 
or, will personally conduct auction 
sale for you anywhere in a dignified 
and courteous manner; have liqui- 
dated seven outstanding jewelers in 
1949; firms names on request; bank 
and trade references. Write, wire 
510 Madison Ave., New York City; 
401 Jewelers Bldg., Boston, Mass.; 
324 Irwin Keasler Bldg., Dallas, 


Texas. 





ACTION by auction; only a special 
auction sale will convert your in- 
ventory into top cash prices; we 
guarantee your cost plus a profit 
and good will of your customers; 
we advance money and supply mer- 
chandise; we conduct auction or 
flat sale and will buy or sell your 
credit accounts and fixtures; high 
type personnel; our firm has over 
35 years’ experience in the jewelry 
store field; best bank and trade 
references. National Capital Co., 


545 Fifth Ave., New York 17, N. Y. 

















MR. JEWELER, if you want to 
from business, or if you would 
to get rid of your surplus Stock _ 
which you paid high prices. . 
which can be replaced for we _ 
day, let me show you how it ae 
done, with one of my dignified » 
tions; I guarantee that there will i. 
no loss and that your prestige ra 
even be enhanced in tlic 
nity; or if you want 
stock outright, I will buy it at th 
highest price; write or wire for de. 
tails; all correspondence Strictly ¢ : 
fidential; bank and trade rebenenaes 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N, J. 


to sell your 





——————_______ 


AUCTIONEERS; V. C. Kelley and Ag. 
sociates; for over 20 years America’: 
most successful jewelry auctioneers. 
rich in experience, outstanding :. 
ability; capable of handling the big. 
ger stocks and the finer goods; and 
above all, we possess the skill to ge 
the most for your stock; recently 
sold over $350,000 for the five fo). 
lowing stores: Brackins, Pensacola. 
Florida; Sterling, Cincinnati, Ohio: 
Dame & Wilson, Richmond, Indi. 
ana; Stewarts, Little Rock, Arkansas. 
Shaws, Lima, Ohio; best references, 
Write or wire V. C. Kelley, 6956 
No. Ashland Ave., Chicago, Ill. 





A. E. Gates & Associates, jewelry auc. 
tioneers; if you are retiring from 
business, or wish to reduce your 
stock, a dignified auction conducted 
by experts in selling jewels, art ob- 
jects, all classes of goods carried in 
first class stores, with the ability to 
describe each piece correctly and 
convincingly, inspiring the most dis- 
criminating customers to buy during 
and long after your auction is over; 
our proven ability of many years’ 
successful selling for leading jewel- 
ers throughout the United States, 
will also apply to you; we can sell 
all or any part of your stock, quick- 
ly and profitably; write or wire for 
terms and dates. A. E. Gates, Great 
Southern Hotel, Hollywood, Fila. 
Tel. 3544. 





WOULD you like to retire from busi- 
ness, if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost; 
our service will secure 2 cash buyer 
for your store as it stands today 4s 
a going concern; your good-will and 
lease will sell for cash the same as 
your stock; we 2re not stock buyers, 
but one of the oldest exclusive jew- 
elry brokers in business; unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service; 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave., Federal Life Insurance Bldg. 
Chicago, Ill. 
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Wanted to Purchase 
eo 


— mes engraving machine, either 
New Hermes ens ‘ Cae, SES 
7 with motor or not, with various — 
letters; must be in good condition. ’ 


‘ _ 
Samler, [nc., Lebanon, Pa. 

















TE 


. j Ss iles or parts; 

) umbrella frames, han Ol 

. i. to us collect or write us what you 
have. Pete Walker’s LU mbrella Shop, 


Gastonia, N. 





—— 


CASH for used watchmakers’ and jewel- 
‘ers’ tools, lathes, cleaning” machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





MONTREAL firm, interested in purchas- 
ing selection of finished rubber molds of 
rings, earrings, brooches for diamonds, 
birthstone settings; modern. design. 
Phone Fo 7-8204, New York City. 





HIGHEST prices for 12 and 16 size, 7 to 
21 jewel American movements; check 
mailed immediately ; estimate subject to 
your approval. Chicago school of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, Ill 





WANTED, used sterling flatware or hol- 
lowware; inactive Community plate, 
Holmes & Edwards and Rogers 1847; 
we pay for as merchandise not scrap. 
Vroman’s Silver Shop, 520 W. 7th, Los 
Angeles, Calif. 





SPOT cash for your surplus stock 
watches, diamonds, and_ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bldg., Houston 2, Texas. 











CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames, gold 
filled scrap, silver, gold and any 
other precious metals and _ jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; refer- 
ences; National Bank of Commerce, 
Memphis, Tenn.; Jewelers Board of 
Trade, Dun & Bradstreet. Wein- 
men’s, Dept. K, 108 Beale Ave., 
Memphis, Tenn. 


ONE LEONE IRON SPN L WEN ON ETN, TLE EAE: APOE 


Watch Work, etc., for 
the Trade 





a 











SINCE 1921; reliable watch repairing for 
the trade; efficient, dependable mail 
Service. Standard Watch Service, 949 
Broadway, New York 3G, MM: 3. 


WE have moved to larger quarters and 
can now handle more watch repairs; 
try us; be surprised: be satisfied. Abe 
Beldengreen, 51 W. 47th St., New York 
City. 








EXPERT watch repairing for the trade; 
chronograph cleaning $6; all work 
tested on Watchmaster; fast service. 
Shein, Room 900, 68 Nassau St., New 
York City. 








WATCH repair to the trade; chronograph 
and complicated watches our specialty; 
all work timed and Watchmaster tested. 
Ace Watch Makers, 35 S. Dearborn St., 
(Chicago 3, II. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109B Summer St. 








COMPLICATED and plain watch repair- 
ing; chronograph cleaning $38; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
ly, N. Y. Gedney 6-5300. 





SPECIALIZING in repairing’ chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 235 Ft. Washington 
Ave., New York 32, N. Y. Lorraine 
8-6370. 





QUALITY watch repairing for the 
trade; every detail carefully attended 
to and all work guaranteed; mail 
orders invited. O. Aron, 62 W. 47th 
St., New York 19, N. Y. Luxem- 
burg 2-3599., 





PERFECT Watch Repair Service, 323 W. 
Fifth St., Room 201, Los Angeles 13, 
California; 18 years’ experience; mem- 
ber Jewelers Board of Trade; chrono- 
graph and repeater specialists; Watch- 
master tested for perfection; two to 
three days’ service; no better workman- 
ship at any price; send us your trial 
order now. 





IMPORTANT; your watch repairs; any 
make, any size watch accurately re- 
paired and at today’s most reason- 
able prices; we offer you the finest 
craftsmanship, fully guaranteed 
prompt service and postage prepaid ; 
for nearly a third of a century, this 
has been our policy; send us a trial 
package today; prices quoted on re- 
quest. National Watch Repair Co., 
727 Sansom St., Philadelphia 6, Pa. 








KNOW your vibrator; mail direct; same 
day service; flat $1.75; Breguet $2.50; 
staffs fitted, $1.25 with vibration, $1.75 
without, Jewel pins fitted $.75; deal 
with an established concern and enjoy 
these advantages; free services, restud, 
recollet, poise, hairsprings unraveled, 
regulator pins fitted ; ask for Vibra-Pac, 
an exclusive patent pending method of 
returning a hairspring in beat and at- 
tached to both balance and cock; no 
further adjusting necessary; write for 
free envelopes and containers. Hair- 
spring Vibrating Co., 406 32nd St., P.O. 
Box 330, Union City, N. J 











TWENTY-FIVE years of experience 
in fine watch repairing; services 
include repair on chronographs, 
vibrate hairsprings and all types of 
complicated watch repairing; Watch- 
master machine assures accurate 
timing; work guaranteed, prompt 
delivery in three to six days; price 
list upon request. H. Spielman Co., 
9 Maiden Lane, New York 7, N. Y. 
WOrth 4-3377. 








Special Order Work and 
Repairs for the Trade 








PEARLS and beads restrung; plain or 
knotted; prompt service; can furnish 
references; specializing on cultured and 
orientals; reasonable prices. Sylvia 
Bead, 68 Nassau St., New York, N. Y. 





BEADS restrung; all style beads re- 
strung, plain or knotted; prompt ser- 
vice ; can furnish references. Mrs. Helen 
FE. Stump, 202 State St., Shillington, Pa., 
near Reading. 





FOUNTAIN pen and lighter repairing; 
experts on all makes; authorized ser- 
vice station Parker, Shaeffer, Water- 
man, Eversharp. Personal Pen Co., 333 
Washington St., Boston 8, Mass. 





LAPIDARY:;: complete service; stones re- 
cut, repolished, repaired, drilled, en- 
graved, encrusted; new _ stones for 
replacements; special opal, star sap- 
phire doublets. Ace Lapidary, Red Cross 
Bldg., Jamaica, N. Y. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders’ accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








Miscellaneous 





WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students; send 15c. stamps, for 
sample copy. Dean Co., 116-A Nassau 
St., New York 7, N. Y. 





WANTED: “Souvenir Spoons of Amer- 
ica,’”’ published in 1891 by the Jewelers’ 
Circular Publishing Co.; also by Gor- 
ham; souvenir spoons wanted, with 
enamel bowls. Address “A., 4094,’ care 





EXECUTIVES and Salesmen; why 
own a car? travel the carefree way; 
rent a 1949 sedan by month or year; 
write or ’phone for complete details. 
Carservice, Inc., Northern Blvd., at 
50th St., Long Island City 1, N. Y. 
Surrey Building. RA 6-4960. 
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Annual Index 


to 


The Jewelers’ Circular-Keystone 








January-December 1949 


As A SERVICE to jewelers who may wish to refer to the experience of 
another jeweler when confronted with a specific problem, we present this annual index 
to THE JEWELERS’ CIRCULAR-KEYSTONE for the calendar year 1949. 

All articles of major and permanent interest have been listed in this index, including 
many significant articles from the news section. However. featured departments suca 
“Speaking of the Jewelry Trade,” “My Display Problem.” “Speaking of Gifts.” 


minor news items and editorials have not been included. 


ANNIVERSARIES 


A Century and a Quarter of Sil- 
ver Crafting. Nov:180 


APPLIANCES 


— wee 


ADVERTISED BRANDS 


National Advertising Tie-ins S ‘ ty 
; ee ‘Merchandisin 
Paid These Jewelers. Aug:126 ( g) 
ADVERTISING ASSOCIATIONS =—s 
(See also Promotion) NACJ to Meet in Chicago July 
25-28. July :116 
General icnaie” Moist 2 
No Bets Missed with This Ad é ee : ~< 44t) me: 1 
vertising Program. Sept :130 ANRIA C SP ey A mpeg 9 
What Is Your Advertising Prob- aN ENS A onvention. Aug :1o 
lem? Oct :230 Special Report on NACJ Con- 
Small Ads—Big Results? Dec: vention and National Jewelry 
102 Fair. Aug: 224-A ae 
Playing the Right Cards in the Directory of Trade Associations. 
Buyer’s Market. May :116 Aug :238 : 
ee naodin ' Confidence Pervades_ _ANRJA 
Billboards Work Overtime in Convention, Sept :256 
‘Selling’ Store Name. Mar :162 
Billboards Pay Dividends at 
Holiday Time. Dec:152 
Cooperative 
Advertising Quality Factors — 
Builds Confidence and Pres- 
_ tige. Dec :88 
Direct Mail 
Christmas Booklets Put _ Gift BOOK REVIEWS 
Emphasis on Your _ Store. Practical Notes for the Watch- 
Aug:129 maker, Jan:173 
Letters Are Salesmen with Per- ‘How to Operate a Silverware 
sonal Appeal. Aug :196 Department’ by Zelma_ Ben 
Personalized Christmas Promo- dure. Jan :202 
N tion. Dec:151 “— Repairer’s Manual. Apr: 
ewspaper 
Rings , Account for 40% of Oia Escapements. Aug :184 
Firm’s Volume. Jan :136 Electrical Timekeeping. Aug: 
Teaser’ Ads Lure Crowd to 185 
ory Store’s Opening. Mar: Jewelry Making and Design. 
; ; Nov :153 
Credit Selling with a Smile. pra Biche Nov :166 
pr:l 
Prestige—An Asset and , QOual- 
ity to Promote. May:132 BUSINESS CONDITIONS a 
Repair Advertising hing Diz- 1949 Census of Business Will 
nity. Oct:189 Secure Valuable Data. Mar: 
Boost Middle-week Trade. Oct: 156 
222 [The Economic Outlook. Mar: 
Small Space Ads Get Consistent 182 . 

Results with Planned Ap- How Long Will Current Good 
proach. Nov:128 usiness Last? Mar:262 
Radio Are Your Sales ‘Average’? Apr: 
‘Story of Stones’ on the Air : 

Brings Customers in the Door. Independence a, 7 For 
Mar:150 our Business. July :108 
Co-op Radio Lets Small Adver- Business Is 50% Better Than 
tiser Tie Up Locally with Big- Normal. Oct :216 
name Talent. May :142 
Local Give-away Show Focuses 
Gift Attention on Store. June: 
126 
Radio Program Honors Loe:al — sitio 
Citizens. Aur :179 
Spot Program Has Large Audi- 
ence. Oct :229 
ee ~ — CREDIT SELLING 
i Tead.e Jan:134 eet Credits and Credit Manavement 
’ One gee Under Present Conditions. 
Aug :150 
AIR CONDITIONING ~ Mezzanine Office Solves Credit 
(See also ‘Moderniztaion’) _ Selling Problems. Oct :226 
Sell Comfort and Jewelry Sale: Credits, Collections and _ Skip 
Follow. Jan :205 Tracing. Dec:108 


— | = sae 


DESIGN FASHIONS 
New Designs from Paris. Jan: Diamonds Star on  Qpenin: 
152 Night. Jan: 128 ° 
New Jewelry from Old. Jan:176 ‘49 Fashions in Diamond Jew- 
Jewelry in the Abstract. Feb: elry. Mar :132 
l From Jewels to Jewelry . 
Versatile Jewelry. Mar:180 With Profit. May :114 
New Designs from Paris. Apr: New Fashions for Antique Jew 
5 elry. June:116 
Paris Trends in Gem-Set Jew- White and Gold Accents +t 
elry. May :138 Glamorize Summer Fashions 
Student Designers Have Annual July :112 
Show. May:150 Fall Fashions Stress Jewelry Ac- 
‘Animation’ . . New Design cents. Aug:130 
Theme for Fall Tewelry. Sept: Diamonds U. S. A. Nov:132 
136 Fashion Importance of Jewelry 
age Continued Publicity, 
DIAMONDS Dec: 
(See Also Gems, Gemology, 
Merchandising) 
Winston’s Purchase of Fabu- { 
lous Hope Diamond Puts 
Gems ‘In the — May 
1948 Diamond Volume in Ma- 
jor Big-City Stores. eer 2102 — tail pe 
Diamonds U. S. A. Nov: zsemstones (Book Review) Nov: 
: ( IO 
oo a Industry - "1948, Gem Studded Portraits, Dec:110 
Diamond Cross on Display at 
Museum. Dec:122 GEMOLOGY 
The ‘Stars’ Give Up Their Se- 
DISPLAYS crets. Jan:138 
Spare-Time Gem Collection Pro Little Known Gemstones .. . 
vides Dramatic Customer At- The Natural Glasses. Jan:146 
traction. Apr:142 Little Known Gemstones . . 
Quality Seen Is Quality Appre The Natural Glasses. Feb:138 
ciated. June:134 Colored Diamonds Merit Their 
Christmas Display and Promo- Own Appreciation. Mar:148 
tion Brochure. Nov:163 European Gem Testing Labora- 
‘Established Atmosphere’ Main- tories. Apr:138 
tains It Own Appeal. July :166 European Gem Testing Labora- 
Massed Watch Display Equal- tories. May :134 
izes Turnover on all Lines. European Gem Testing Labora- 
July :136 tories. June :120 
‘Tablecloth’ Ads Promote Ster- Synthetic Rutile. July :126 
ling. Dec:150 Card System of Gem Identifica- 


tions. July :142 
Synthetic Corundum and Spinel 
Manufacturing in Switzerland. 


= 


Aug :136 . 
London’s Museum Gem _ Dis- 
: plays. Sept:138 - 
EMPLOYEE RELATIONS ; London’s Museum Gem _ Dt: 
Is the Boss on the Payroll? plays. Oct :134 
Jan :227 ; 
Employee Content Levels Road GIFTWARES 
_,to Sales. Mar:178 (See Also ‘Merchandising’ ) 
rhe New Idea in Staff Control. Cileummine inten the Rural 
May s154 . Ts Trade. July :195 
Olsen & Ebann Pension Plan. hooent an Cilten « Wear eal 
vv = 9 4 . < 
Nov :102 Promotion. Oct:158 
ENGRAVING 
Eneraving Through the Ages. H 
Jan: 178 Recittedteniineniedl | aR Te 
Engraving on a Paying Basis. 
June :166 ; 
Engraving Makes It Easy to HOROLOGY 
Tap the ‘Back-to-School’ Mar- Studding a Hairspring. Jan: :260 
ket. Sept :204 Studding a Hairsprine. Feb:248 


Art Draws Interested 
Dec 


Forming a Breguet Hairspring. 


Engraving 
7118 Mar :294 


Crowds. 
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Forming 4 Breguet Hairspring. 
:268 
m= a Breguet Hairspring. 
May: ; = 
PP re Chronometers You Sell. 
r:128 ee 
ohn Makes the Cricket 
Chirp? June :128 ue - 
Replacing Regulator Pins. June: 
ole July: 


Replacing Regulaor Pins. 
134 


Replacing Regulator Pins. Aug: 
280 | a 

Uses of Staking Set Stumps. 
Sept :296 . 

Uses of Staking set Stumps. 
Oct :278 . | 
Uses of Staking Set Stumps. 
Nov:248 ay " 
Chronometer Service Manuals. 

Dec :127 
— 


INVENTORY CONTROL 

‘Activated’ Stock Records Pro- 
vide Real Inventory Control. 
Feb :132 

20 Money-Saving Points for Re- 
ceiving Goods. Aug:186 

Take Stock of Your Stock Turn. 
Aug :223 

Centralized 
Inventory on 
Basis. Sept:162 | 

Keep Your Working 
Working. Nov :136 


= 


JEWELRY MANUFACTURING 
The Lost Wax Casting Process. 
Feb :120 


Control Maintains 
‘Day-to-Day’ 


Capital 


( General ) 


Survey of Participating Retail- 


ers Shows Watch Parade Is 
Successful. Jan:230 

What Your JIC Did in 1948. 
Feb :160 

Jewelry Industry Council Out- 
lines Plans for ’49, Feb:218 

Use Available Helps Provided 


for Diamond Jubilee. Mar :139 
You, Too, Can Cash in on JIC 
Ad Suggestions. May:112 
Jewelry Industry Council Issues 
Monthly News Bulletin. Oct: 
275 


Bg - 
(Promotions) 
Valentine Windows 
Jan :126 
Jewelry Industry Council Sched 
ules Three °49 Promotions. 
Jan :123 
JIC Idea Book Is Issued for 
‘Diamond Jubilee.’ Feb:123 
Floating Jewel Show. Mar:158 
49 Silver Parade Expected to 
Year’s Success. 


To Help You Get Your Share 


That Click. 


of Mother’s Day Business. 
Apr :121 
Again . The Silver Parade 


Marches Toward Profits. Apr: 
12 


‘Diamond Jubilee’ Featured 
Coast to Coast. Apr :230 
_ Focuses on Graduation 
Gifts. May :169 
More Store-Wide Business 
Through Watch Inspection 
ime. Aug :123 
Reports from Jewelers Cite Ef- 
fectiveness of JIC’s Silver Pa- 
rade. Aug :248 
JIC Launches Drive for 
Membership. Aug :250 
JIC Starts Fall Promotions with 
cannes on Watches. Sept: 


New 


Grand Success Jewelers Report 
on Watch Inspection Week. 
Dec :78 

Hits of ’48 Cue 1949 Watch 


Parade Windows. Oct: 


118 
JIC Idea Book Readies Jewelers 
for Christmas. Nov :105 


—L— 
LEGAL 


Reciprocal Trade Act Hearings 
enew Swiss Import Contro- 
versy. Mar :259 
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Trade-Ins Must Be Approved. 
Apr:191 

Senate Finance Committee OK’s 
Extension of Reciprocal Trade. 


Apr :237 


—_— = 


MARRIAGES 
Give Cupid Credit tor 40% ot 
Your *48 Sales. Mar :136 


MEN’S JEWELRY 


The American Male’s Jewelry. 

Feb :146 
MERCHANDISING 
General _ 

Planned Merchandising Widens 
Store’s Customer Circle. Jan: 
162 

Accent on Service Guides His 
Merchandising. Feb:140 


Everything’s Proper Here. Apr: 
162 


Jeweler Takes Advantage of 
Small- Town Environment. 
Apr :166 


\ New Departure in Jewelry 
Merchandising. May :130 
They Reach for Beauty. 
106 
Jewelry Merchandising 
Family Style. June:110 
Secret of Small Town Success. 
Aug :160 
‘Merchandise 
Sept :152 
History Is His Hobby. Oct:122 
‘Teen-Age Campaign Builds for 
‘Growing Business.’ Oct:138 
Retailing Calls for ‘Middle of 
the Road’ Policy. Oct:182 
Merchant Cooperation ‘Sells’ 
Suburban Shopping. Oct :206 
This Window Sells at Night. 
Dec :84 
A Good 
Good Business. 
Appliances 
Customer Demand Builds Extra 
Profit for Small Jeweler. May: 
152 
China and Glassware 
China and Crystal Open Door to 
Traffic and Sales. Mar :144 
Stegmaier Proves China _ and 
Glass Can Be Displayed in a 
Limited Space. Aug :236 
Clocks 


June: 


Store Service.’ 


Neighbor Policy Is 
Dec :80 


New Homes Open New Mar- 
_kets. June:124 
Collector’s Hobby Grew into 


Business. Oct :218 
Costume Jewelry 
Dramatized Promotions Pep In- 


terest in Costume Jewelry. 
Feb:154 

Diamonds 
Diamonds Merit Individual At- 


tention. Apr:134 _ 
Special Diamonds Give Jewelry 


Store ‘Something to Talk 
_ About.’ May :124 . 
Size or Quality? Visual Aids 


Developed by Chicago Jeweler 
Educate Public to Diamond 
Appreciation. July :120 
‘Tailor Made’ Cocktail Rings 
Boost Firm’s Diamond Vol- 
ume. Aug :140 
Fishing Equipment 
‘Trial Run’ Plan Is 
Store’s Profitable 
Oct :200 
Gifts 
Gift Customers Make Their 
Own Selections. June :112 
Individual Treatment Doubles 
Gift Volume. Aug :234 
Accent on Gifts a Year ’Round 


Basis of 
Sidelines. 


Promotion. Oct:158 
Greeting Cards 
Greeting Cards Can Pay the 
Rent. Feb:152 
Sell Christmas Cards in July? 
Why Not? The Market’s 


There. July :138 
Half of Store Traffic from Greet- 
ing Cards. Oct:152 


Luggage 
Emphasis on Quality Brands 
Gives Luggage ‘Jewelry 
Glamor.’ May :214 


Photographic Equipment 
Two Stores in One Compliment 
Each Other. Aug:152 
Photovraphic Department — 
Good Leader for Jewelry 
Volume. Sept:158 


Complete Photographic Service 
Answer to Second Floor Traf- 
fic Problem. Oct:126 


Records 
Record Department Attracts 
Music Lovers of All Ages. 
Feb :162 
Radios 
Timely Promotions of Small 
Radios Build New Accounts. 
Mar :170 
Silverware 
‘Romancing’ Sells More Silver- 
ware. Jan:124 
There’s Hizh Volume in Mod- 


erately Priced Silver. Feb:128 
Separate Room Displays Silver 
Just as It Is Used in the 
Home. Mar :214 
Blueprint for Selling More Sil- 
verware. Apr:130 


All-Out Silver Promotion In- 
creases Volume 500 Per Cent. 
Apr :194 

Private Salesroom Eases Cus- 


tomer’s Selection. Apr:198 
Sterling Sells When It’s Seen. 
Apr :200 
‘Accenting the Positive’ Points 
Up Store Specialty. May :184 
Large Pattern Inventory As- 
sures Sterling Customers. 


May :190 
Silver Education . . . An Effec- 
tive Sales Building Program. 
Sept :126 
Club Plan Puts Sterling in Top 
Bracket of Christmas Gifts. 
Oct :194 
Ideas Unlimited Build Big Sil- 
Volume in Small Store. 
Oct :202 
Home Built Prestige Cancels Ap- 
peal of ‘Big Town’ Shopping. 
Nov :112 
Teen Ager Campaign Gives 
Headstart on New Customers. 
Dec :76 
Give as well as Take Is Com- 
munity Jewelers Formula for 


Success. Dec :132 
Typewriters 
Portable Typewriter Rentals 
Lead to High Sales Average. 
Oct :154 
Watch Bands 
Repair Department ‘Teamwork 


Sells Watchbands to One Out 
of Five. Sept :146 


MODERNIZATION 


Store ‘Built for Display’ Puts 
Jewelry Where It Can’t Help 
but Attract Customer. Jan: 


130 

Modern Efficiency Tailored to 
Needs. Jan:142 

Display Is Key to Convenience. 
Jan :154 

Friendly Atmosphere Keeps Sales 
Humming. Jan:158 

Opening Day ‘Specials’ Draw 
Buying Crowds to Store. Jan: 
196 


Small Jeweler Needs Modernity, 
Too. Jan:206 

Increased Sales Justify Small 

Town Modernization. Feb:148 

Gradual Expansion Program 

Achieves Four Objectives. Feb: 
1 


Story-Book Store Keyed to 
Sales. Mar :140 
Small but Efficient! Mar:176 


With Emphasis on Silver. Mar: 


210 
Models Help Customers ‘Get 
Acquainted’ with Store. Mar: 


Ideas 


Vacation Trip Provides 
for Remodeling. Mar :224 


Store Modernization Keyed to 
Three-Point Objective. Apr: 
152 

Streamlined Store Engineered 
for Selling. May:1t18 

Modernization at Home of the 
‘Silver Club.’ June:108 

Suburban Store: Desizned for 
Merchandising Teamwork. 
July :104 


Departmentized . . . To Promote 
Selective Selling. July :110 
Old and New—A Traffic Build- 
ing Combination. July :132 
His Motto Is ‘Service—Plus!’ 

Aug :146 
Desiened from Experience. Sept: 
24 


Shopping Area Improvement 
Pays Off. Sept :128 

Blueprint for Opening. Sept :144 

Expansion Proves Profitable for 
This Small Town Jeweler. 
Sep#:148 


Jeweler’s Store Design Survives 
the Test of Time. Sept :208 

A ‘Gleaming’ Example of Mod- 
ern Jewelry Store Design. 
Oct :142 

Store Re-opening Conducted like 
a Society Debut. Oct:164 

A Dream Come True. Nov:108 

Small Town ‘Savy’ Nets Small 
Town Success. Nov:120 

Stairway to Giftware Profits. 
Dec :82 

Romance and Whimsy Combined 


in Colorful Jewelry Setting. 
Dec :96 
PLATINUM 
Platinum and the Jewelry In- 


dustry. Jan :187 


POST EXCHANGE 
Congress to Investizate PX Sit- 
uation This Year. Jan:235 
About That PX Question. Apr: 


118 

The Navy States Its Position 
on Ships’ Service Stores. 
May :108 

Our Turn at Bat... On That 
PX Problem. May:111 

Congress to Probe PX and 
Ship’s Stores; Investigation 
Will Start Late This Spring. 
May :229 


Re: PX and Ship Service Store 
Congressional Investigation. A 
Job for You—Personally To- 
day! June:105 

Congressional PX Hearings 
Start May 24 in Washington. 
June :186 

There’s Still Plenty to Do. 
On the ‘PX.’ July :170 

Partial Victory for Retailers as 
PX Investigation Proceeds. 
July :198 

Majority of PX Probers Would 
End Special Orders. Aug :247 

Washington Developments’. on 
All Excise Taxes Spur Activ- 
ity for Relief by Jewelry In- 
dustry. Aug:247 

PX Probers Make Military End 
Special Orders, Collect Ex- 
cises, and Curb Unauthorized 
Orders. Sept :274 


PROMOTIONS 
General 
Publicity No Money Can Buy. 
Jan:121 
High School Dances Gain ‘Rec- 
ognition’ for Store. Feb:156 


Sports Tie-up Helps Traffic. 
Feb :164 
Free Wedding Photos’ Build 


Bridal Volume. Mar:154 
Ride That Hobby! Mar:164 
’There’ll Be Gold in Them Thar 

Tills.” Mar:190 
Bridal Business—By Invitation. 

Apr :126 
Drawings, Specials Keep Steady 

Flow of Store Traffic. Apr: 

158 
A Second Christmas for You— 

In May. Apr :160 
To Lick the Parking Problem, 


Sacramento Merchants Pay 
Bus Fares on Shoppers Spe- 
cial. Apr:184 


Pin-Point Promotion Pays Off. 
May :122 
Cater to the Kids. May :126 


Graduation Promotion Makes 
Early Start on Tomorrow’s 
Customers. May :186 


You Tell the Family What to 
Get for Pop. June:132 

The Sky’s the Limit with This 
Promotion (Balloons). July: 
130 

Traffic Is Important. Aug:154 


How to Make a Style Show 
Click. Aug:158 

Promoting the ‘Small _ Fry.’ 
Aug :190 

Prestige Fruit of a Life- 


time of Collecting Gems and 

Rare Antiques. Aug :202 
Headlines Mean Sales. Sept:134 
Round-up of Community Christ- 


mas Ideas. Oct:128 
Promotions Build Traffic for 
Store’s Higher-Priced Items. 
Oct :146 
‘Shopping Tour’ Highlights 
Christmas Merchandising. 
Oct :199 
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Check These Successful Ideas Specialization Builds Trade tor Pay-as-You-Go Plan Solves Tax Collections on M;: 
for Christmas Promotions. Small Store. Sept :156 Problems. Apr :156 3%. Sept :2 , 70 ay Sales Drop 
Nov :118 Novel Display Dramatizes Ke Perpetuate Your Business with 
Santa Always Draws a Crowd. pair Service. Dec:148 Adequate Coverage. Aug:164 
Nov :126 Watch ior Those Counterfeits! 
Customer Education Means Sat- Aug :222 
isfied Customers. Dec :90 Speed Your Collections! Sept: — ee 
Quality Prestige Draws Custom- ~ 188 
ers Upstairs or Down. Dec: Increase Your Overhead 
104 And Increase Your Profits. WATCHBANDS 
Anniversaries Oct :150 W a ARE | ' 
Anniversary Celebrated’ by a ee , : Safeguards Against Theit. Oct: Aug: ™Portant, 
‘Prices Every Hour.’ Apr: 202 fhe Things People Want’- 99% g 
Jewelers Honor New  Year’s Pg i es a ol veer ill A ~ Compensation Plan Based WINDOW 1 DISPLAY 
First Baby. Dec:124 ait ator elie spheres ~ upon a Profitable Foundation. eneral 
Contests — Designed to Test Dec :136 W indows Sell ‘Unrealizes 
Selling Tomorrow’s Customers our ee Prepared: Dreams.’ Feb :130 — 
7 ness. eb faster Windows. 
Fg cosa Tnspire siimeaibiie Helping Salespeople Click. No. ‘iemelty. on Benes” Tile” 
ia 1 The New Look in Selling. nergy 1 ony oy 
Interest. Feb: Mts By ant Ideas Pay Of 
Catering to i Youngsters. Mar :160 ” : ——— Building Bridal Volume, § 
fia Mee Shent: Bele Helping Salespeople Click. No. 184 ent: 
Drawings for Mother’s Day.) - aod to Get in the Groove. TAXES bag om nog! Ideas for Watch 
ne ate pr: isplays. Oct:12 : 
Table Site Contest Achieves Helping Salespeople Click. No. Excise Collections Off from ‘47 Christmas wens 
loa pee can ae ioe 3 A Nice Red — for the Level. Jan:247 ; E arly Christmas Window M 
Firm. May :178 Teacher. May :1 October Tax Collections Up Sarly Christna: as Shor fan 
pies iiien ea Ceeeel Helping ieiesponele. Click. No. 17% over °47. Feb:231 Turn Christmas sprne— 
Shown at Table Setting Con- 4 Bait Your Hook Right. November Collections Show 7% Your Way with Wie 
nor y ug:198 _ Decline. Mar :231 That Sell. Nov:114 ™ 
cot?” Whe Certainly! Aug: Three-Day Training Course for Tax Committee Has Been Plan Window of the Month 
142, ’ ee ™* Salesmen. Dec:100 ning for Action, Will Present Gifts Are a o— "Round Pp 
: : ee Dadilintes .. SERVICES Trade’s Case at Opportune motion, Jan: - 
Goddess Begets Publicity. Aug: : : Ji 
181 : Cupids, Lace and Bows En- Time. Mar :265 Two Windows, for the Comir 
Community Competition Sows hance Your Valentine Gifts. Martin Introduces Bill to Cut Month. Feb:124 — 
it.  Ceteues -te Sterling Feb :136 ; . - Excise Taxes. Mar :269 Little Accents Give Spring Wj 
9 Pyramid Your Sales with Gift 48 Excise Tax Collections Show dows a_ Topi ve 
Tableware. Sept :200 . pical, Lively A 
Radio-Telephone. Quiz Keeps Certificates. June :162 5% Drop. Apr:238A peal. Apr :124 P 
Since Wamne Alive. Gest :210 Gift Wrapping Says ‘Merry December Collections Off from Double Feature Promotion { 
iment Ges Wied Custamar 0 Christmas to Customers. °47 Level. Apr: 238D June Gr: aduation and W 4 
Small Store. Dec:94 Nov :106 House Committee May Soon dings. May: 
Who's the Silver Kid? Dec :134 SILVERWARE Consider Excises, Many Con- Smart ieee Windows with 
Can Silver Be a Store’s Spe- gressmen Partial towards a a Bow to Vacations. June:] 
cialty? Jan:190 Revision. Apr :242 Table Settings . .. Th nas “ 
R ee a Flatware ag ge 2 Sales up be ae Weather Sisten 
oe cee ndex. Jan:19:; ver 748. May:25 uly :114 ~ 
A hie for Plus Merchand'‘sing Collections on February Sales School Opening Promotion 4 
of Silver. Apr :193 Drop 2.8%. June:199 Bid for Your Future C 
REPAIR DEPARTMENTS Wentworth Collection at Metro Effects of the Change in_ the ers. Aug :120 —_— 
How Does Your Repair Shop politan Museum Shows Silver- Canadian Jewelry Tax. July: Don’t Overlook Fashion in Fal} 
Compare with the ‘Average’? io Ware Art. Aug :192 _ 107 Jewelry Promotions. Sept:132 
Feb :127 Staged’ Displays Accent Hol- Excise Analysis Shows Removal Put Pictures to Work in Telling 
S.A.T.P. Means ‘Service After lowware. Oct :227 Is Practical. Sept :262 Your Fall Display Story, 
the Purchase.’ June :160F STORE OPERATION President Says ‘No’ to Pronos- Oct :124 
Fast Repair Service Pays. Sept: What’s My Business Worth? als to Cut Tax During This Christmas Highlights Make 
123 . Jan :208 Congress Session. Sept :263 Your Gift Windows Stand 
Added Touches Put’ Repair How Much of Consumer In- Fight for Tax Relief Massed by Out. Nov:110 , 
Shop Above the ‘Averace.’ come Will Jewelers Get This Segments of the Jewelry Don’t Let Down After Christ. 
Sept :140 Year? Feb:198 Trade. Sept :263 mas. Dec:86 
e r ¢ 
Standard Equipment in Every Modern Silverware Department | | 
apicuibintiies . Jewelers find THE STERLING FLAT- 
ompletely Revised and Up To Date ® Over 
WARE PATTERN INDEX absolutely 





indispensable for identifying patterns to 


1300 Patterns Shown Full Size * Essential for 
be matched—and for making selling sug- 


Matching Patterns * Indexed by Patterns and gestions to customers. It is 13”x9" in size 
and contains, under one cover, full-size | 
Companies ® Helps You Sell More Silverware illustrations of more than 1300 sterling 
flatware patterns — active, inactive and 





obsolete patterns. 


THE JEWELERS’ CIRCULAR-KEYSTONE _ 
Each pattern name is listed in one alpha- 











2 5 

5 ' 

- 109 East 42nd Street. New York 17, N. Y. - 

S Emer our order for a copy of THE STERLING FLAT- 1 betical index . . . and cross-indexed again 2 
, 1 , : 

: W pa em — under the name of the manufacturer using | 

t $é $1] : 

—— nieces : it. The binder is of rich black cowhide | 

" Check or Money Order for $.............. is enclosed} leather. Pages are loose-leaf. 
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A JUST CAUSE 


Every important campaign, whether it be military. 
social, economic, political or what not, must have as its 
foundation an easily understood “cause” which will 
capture the imagination and support of an army of 
people. 

The better understood that cause, the greater will be 
the devotion of its supporters, the more tenacious their 
efforts, the more willingly they will make sacrifices. 

All jewelers know the excise tax is wrong—completely 
wrong—but subconsciously the fighting efficiency of 
many of them is impaired by a Washington inspired sus- 
picion that the tax fight is a selfish fight. 

All campaigns for good causes are selfish. They are 
all fought by men who want a better climate in which to 
work and live. They are all inspired by a desire to see 
wrong things made right. 

The more clearly those wrongs are understood, the 
harder more men will fight for the right. 

For that reason, every jeweler who is part of the army 
which is dedicated to the elimination of the wartime 
excise taxes, will find inspiration, hope, cause, from the 
rightness of the reasoning behind the 17-point resolution 
approved last month by the National Committee For The 
Repeal of Wartime Excise Taxes.* 

Here is the charter, the declaration, the banner, call it 
what you will, of our cause; complete elimination of dis- 
criminatory excises. Here are 17 points of reasoning 
every jeweler should carefully read, study, memorize, if 
you will. For here are facts positive that the continuation 
of the wartime excise taxes is wrong. 

Here are facts to make men fight—and fighting, hold 
in contempt those who stand to benefit from the fruits 
of victory, but do nothing to bring it about. 

Have you written your Congressmen and Senators since 
the President’s recent tax message? Have you urged 
immediate action on elimination? 

If you resent our asking you, don’t blame us. Blame 
your conscience. 





* See list on page 148. 








So you sold the merchandise. But did you sell the 
customer? 
If you didn’t, you lost a sale. 





WHO IS YOUR BIGGEST COMPETITOR? 


The retail jewelry field isn’t the only one which has 
expanded. There are 30 per cent more businesses in the 
United States since the war. 

Therefore, the jeweler down the street isn’t the only 
competitor you have for the consumers’ dollar. 

As a matter of good business, it might be better for you 
to have him as an ally than an enemy.... 
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KNOW YOUR MARKET 


Because of the general similarity of the economi 
pattern during 1949 and the preceding year, and because 
that pattern is continuing into 1950, the savings record 
of the people during 1948 (as just published by the 
Federal Reserve Board) is significant to those who are 
making merchandising and credit plans at the consumer 
level. 

One of the facts revealed by this report offers a eo. 
spicuous and easily read sign-post for retailers, 

The middle income group of American citizens, white 
collar clerks. salespeople, professional, semi--professional 
men. skilled workers—the backbone of our economy— 
continue to maintain a steady rate of saving. 

The upper income group is mixed, with many indi- 
viduals adding substantially to their savings, while an 
equal number dip into their capital. 

Among those in the lower income group, the use of 
past savings, even the contracting of debts, seems preva- 
lent. 

Inasmuch as each jewelry store falls into a definite 
classification, is a particular type of operation, and inas- 
much as its appeal is (or should be) directed to some 
particular economic group or groups in the community, 
serious study should be given to the spending ability 
and willingness of those in the community who are most 
likely to be interested in your wares and most likely to 
feel comfortable shopping in your kind of store. 

In merchandising as in baseball or golf, it’s just as 
important to know where to hit the ball as it is to know 
how to hit it. 

You can be an expert in watchmaking, gems, advertis- 
ing, credit and management, yet may find yourself on 
the losing end, while some less skilled jeweler beats 
you by merely aiming his efforts to the right quarter. 

The consumer economy is healthy enough to support 
all of us in the jewelry business if we each just study our 
own operation in line with our particular market in our 
own community, and go out to convince our type of cus- 
tomer that we have something to sell which is more valu- 
able to him than the money he has left over each week. 





It might be a good idea for you to study closely the 
operation of those jewelry stores which last year in- 
creased their volume over 1948. You may pick up some 
worthwhile productive ideas which you can apply to 
make your business (or at least some departments in 
your business) more profitable this year than last. 


Kaurlat A 


Editor 
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TUTTED 'o inspect the largest, 
ete ring line in America, at The 
; Jewelry Show. O&B Represent- 
n will welcome you. 


4e}t 
most comp! 


Dallas, Tex 
otive, Mr. Abe Solome 


>: 


HUNDREDS OF NEW, . 
BEAUTIFUL STYLES! ~- 


HUNDREDS OF 
PRICE REDUCTIONS! 





NEW SALES BUILDERS! 


= 


REVOLUTIONARY 
ADVERTISING PROJECTS! 


By all means hold up your next ring order until you 
hear from the Ostby & Barton Representative. He'll show 
you new styles galore, and explain the new O&B 
**Partnership” Plan that lets Ostby & Barton offer you 
even finer merchandise at lower prices. 


He'll show you the biggest, newest advertising 
support anyone has ever offered in the ring field—more 
free promotional displays—more free newspaper mats 
than the industry has ever seen! 


Yes, Sir! 1950 is a year that will make ring history, 
and Ostby & Barton will make it! The Ostby & Barton 
Representative is on his way to see you now. Wait 
for him . . . heed him well . . . and you'll have a lot of 
extra ring profits this year! 








OSTBY & BARTON COMPANY < 


“Ring Leaders” since 1879 








118 Richmond St. 366 Fifth Ave. 
Providence 2, R. L New York 1, N. Y. 

















